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Bipariisan Bill 
May Settle Tax, 
Co-Op Ad Dispute 


WASHINGTON, June 10—Biparti- 
san sponsorship of special legisla- 
tion this week may have cleared 
the way for a compromise settle- 
ment of the ancient dispute over 
treatment of cooperative advertis- 
ing expense in the computation of 
excise taxes. 

Under identical bills introduced | 
in the House Wednesday by lead- | 
ers in the tax field, the issue 
would be resolved substantially as 
manufacturers have been demand- 
ing. The compromise, reportedly 
developed with Treasury Depart- 
ment assistance, provides that) 
manufacturers would get a tax 
credit where co-op payments are 
made under a plan providing for 
payments to retailers who arrange 
radio-tv or newspaper advertising 
for the product on the local level. 


s The dispute, which has raged for 
more than 20 years, involved the 
definition of “price’”’ in the compu- 
tation of federal excise taxes. It 
(Continued on Page 111) 


McCann Loses Half 
of Lehn & Fink in . 
Rate Cutting Hassle 


New York, June 10—The latest 
cause celebre in radio rate hag- 
gling has precipitated the end of a 
15-year-old agency-client relation- 
ship. 

The Lehn & Fink division of 
Lehn & Fink Products Corp. today 
announced that it will drop Mc- 
Cann-Erickson as its advertising 
agency, effective Sept. 1. Involved 
are $1,000,000 worth of billings for 
Lysol, Stri-Dex, Etiquet, Hinds 
Honey & Almond Cream and Ly- 
sette. McCann keeps Lehn & Fink’s 
Dorothy Gray cosmetics line, a 
separate division. 

McCann’s relations with Lehn & 
Fink reportedly have been some- 


TRUTH SEEKERS—John P. Cunningham (left), vice-chairman of the Ad- 
vertising Federation of America board and chairman of Cunningham 


& Walsh, and Earl W. Kintner, 
Commission, examine one of the first copies of “The Advertising 
Truth Book,” which was issued at the AFA annual convention. 


chairman of the Federal Trade 


AIA Convention Faces Future... 


Technical, Trade Ads 
Urged as Important 
Weapon in New Struggle 


(For other news and pictures 
from the AIA meeting, see Pages 
3, 6, 70, 112 and 120.) 


WASHINGTON, June 9—The Assn. 
of Industrial Advertisers was re- 
minded repeatedly here this week 
that much of the “soar” in the 


(Continued on Page 112) 


“soaring ’60s” will depend on the 


McCann Gets $2,500,000 in GM Billing, 
Adds Mullins :Agency as Seattle Office 


GM Assigns Sports 
Co-Sponsorship as 
Gillette’s Partner 


New York, June 9—McCann- 
Erickson this week picked up 4n 
impressive chunk of new business 
in the form of about $2,500,000 
worth of institutional tv billings 
for General Motors. 

GM has signed for co-sponsor- 
ship of the baseball World Series 
and football’s Blue-Gray and Rose 
Bowl games, with their longtime 
backer, Gillette Co. These sporis 
events are carried on NBC-TV and 
NBC Radio. The GM buy wes 
placed through McCann. 

This is the first time McCann 
has had a share of the institutio::- 
al billings of GM. Observers in ti-e 
industry see this assignment as a 


r > 


vote of confidence for McCann, 
which has had a rough road with 
Buick, which used to be the sec- 
ond biggest ‘seller in the GM fam- 
ily. McCann-created advertising 
has done nothing to stop Buick’s 
sliding sales curve; once in the No. 
3 spot, Buick is now in the No. 8 
position in terms of new car regis- 
trations. 

Since Kudner lost the Buick 
account to MeCann in 1958, the 
GM institutional business has pri- 
marily been at Kudner. Campbell- 
Ewald handled the Motorama 
show, and MacManus, John & Ad- 
ams and D. P. Brother & Co. have 
had some of the budget. 


= In the past Gillette has not gone 
in for shared sponsorship of its 
sports schedule. But this year the 


(Continued on Page 120) 


Beef Up Marketing to Meet Foreign 
Rivalry, Industrial Marketers Told 


effectiveness with which industrial 
marketers learn to meet foreign 
competition at home and abroad. 

Advertising in trade and techni- 
cal journals was recommended ‘as 
an important weapon in the strug- 
gle for world markets. AIA mem- 
bers were told it keeps the merits 
of domestic products before poten- 
tial U.S. customers, and it reaches 
potential foreign customers who 
are reading U.S. publications in 
order to satisfy their need for 
information. 

(Continued on Page 114) 


Definitions, Precedents, Taboos, Betes Noires . . . 


AFA Unveils ‘Truth 
Book’ Gauge for Ads 


Cunningham Tells New 
Plan; Ad Field's Repute 
Can Hurt Ads’ Effect: Fish 


(For other news and pictures 
from the AFA meeting, see Pages 
48, 56, 117 and 118.) 


New York, June 8—The an- 
nouncement of a “truth book” on 
advertising, to be used mainly as 
a self regulatory test for question- 
able ads and commercials, was the 
most significant development at 
the 56th annual convention of the 
Advertising Federation of Amer- 
ica, which concluded a four-day 
stay here today. 

John P. Cunningham, vice- 
chairman of the AFA and chair- 
man of Cunningham & Walsh, re- 
leased the 56-page manual with 
the hope that “the AFA is finally 
nailing down this abstraction 
called ‘truth’.” Mr. Cunningham’s 
announcement coincided with an 
address by Federal Trade Com- 
mission Chairman Earl W. Kint- 
ner, in which he praised the 
manual and called for greater self- 
policing of the advertising busi- 
ness. 

“Out of a blurred montage of 
rigged quizzes, Van Dorens, pay- 
ola, plugola and _ congressional 
investigations has gradually come 
a clear course of action for this 
federation,” Mr. Cunningham said. 

“Dozens of advertising men have 
stood on platforms like this and 
called for action. Editorial writers 
have called for action. Men of 
government have called for action. 
We have called upon ourselves for 
action. But I believe the long, long 
hours of discussion, disagreement 
and deliberation are now behind 
us,” he declared. 


= Cornerstone of the plan is co- 
operation with the FTC on a local 
basis across the country “to keep 
the deed from being done, the 
(Continued on Page 117) 


Last Minute News Flashes 
Sackheim-Bruck Gets Guardaire, New Air Purifier 


New York, June 10—Waring Products Corp. has appointed Maxwell 
Sackheim-Franklin Bruck Inc. to handle the introduction of Guardaire, 
a line of electric air purifiers, priced at $39.95 and $49.95. Kick-off 
advertising includes business papers, spot radio and newspapers in 13 
markets. Guardaire will compete with Puritron, which recently 
switched from Sackheim-Bruck to Doyle Dane Bernbach. Other War- 
ing products reraain at Fuller & Smith & Ross. 


P&G Test Markets New Crisco Oil in Colorado 


CINCINNATI, 


ane 10—Procter & Gamble has started test marketing 


Crisco Oil, a uew clear soybean cooking oil, throughout the state of 
Colorado. Advertising will start soon. Compton Advertising, New York, 


is the agency. 


Canada Vcikswagen Shifts from Algie to Reynolds 


TORONTO, Ju 
count from Wi! 
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the account was 
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pected to incre 
year. Algie ret: 


Additional News Flashes on Page 111) 


—— 


tinson’s 


Manual by Simon Aims 
to ‘Nail Down This 
Abstraction Called Truth’ 


New York, June 7—“The Adver- 
tising Truth Book,” announced 
here this week at the Advertising 
Federation of America convention, 
consists of 56 pages packed with 
definitions, precedents, criteria, 
guideposts, rules, standards, test 
questions, taboos, explications and 
miscellaneous betes noires. 

Put together by Morton J. Si- 
mon, AFA associate general coun- 
sel, the manual gives a lengthy 
definition of false and deceptive 
advertising and delves into po- 
tential deceptions in such areas 
as price advertising, use of the 
word “free,” bait advertising, tes- 
timonials and awards, meaningful 
guarantees, disparagement of com- 
petition, tv and radio advertising, 
cooperative advertising, etc. 

It contains a listing of trade 
practice conference rules adopted 
by the Federal Trade Commission 
and a three-page bibliography for 
those who’ wish additional sources 
of guidance. 


® The book will be printed and dis- 
tributed throughout the U.S. in the 
next few weeks, according to AFA, 
and is intended to provide direc- 
tion for ethics committees and 


(Continued on Page 58) 


Spot TV Billing 
Is Up 12% in Ist 
‘60 Quarter: TvB 


Mobil, 3Ms, Martinson 
Coffee, Hudson Pulp, 
Among 100 Newcomers 


New York, June 8—There were 
five firsttime listings in the top 
100 spot tv spenders for the first 
quarter of 1960, as compiled by the 
Television Bureau of Advertising: 
Mobil Oil Co. (35th); Minnesota 
Mining & Mfg. Co. (43rd); Mar- 
Coffee (80th); Hudson 
Pulp & Paper Corp. (96th), and 
B. C. Remedy Co. (100th). 

About one-third of the top 
spenders for this quarter did not 
appear among the top 100 in the 
corresponding quarter last year. 

Total gross spot tv time sales 
for the first three months of 1960 
were estimated at $167,981,000, 
compared with $151,414,000 for the 
first three months of 1959, accord- 


10-—Volkswagen Canada Ltd. has transferred its ac-|ing to the TvB estimates. 
am £. Algie Ltd. to E. W. Reynolds Ltd. The move of 
50,000 account has been expected for some time, be-| are based on the N. C. Rorabaugh 
a felt it needed a bigger shop, Until about a year ago|C0°. reports, which in turn come 
held by James Lovick & Co., with Mr. Algie as super- | from material supplied by stations. 
» Mr. Algie’s newly-formed shop when Volkswagen |The first-quarter report for ’60 
ed. ApvERTIsING Ace learned that the account is ex-|covered 339 of the country’s 524 
e its budget to more than $800,000 during the coming |Commercial stations; the °59 first 
ts VW’s Porsche account, plus the Toronto VW dealers. | quarter report covered 341 sta- 


The spot tv industry estimates 


(Continued on Page 90) 


eae eek Seis te ee yy ee ree init ‘ : cach aia waa ap eae P 7 ne eg a A Se ARI R SL ‘ ES 
q SAF agen t Erg met we n rene. é She ae es ree yee rece ay ‘ f Deg, tg iit gr aes pe ee) (oe 
i 7 ae Oe eS x or Vr tas. ee “" a x az " eae rey SOR Tee et a a at cans fy he Poe Meg gs £ a ie 
eee CR ae a ge gee ff Peete Me ek om ccacy we Bp Ns ee an pape < 
ee ae hina be i ee Or ese ; 3 i ee rs Hho) ee Lee awe ae Se yee? 
) = ee eee ee : ae ‘ Pals ene A aie eae tee i ray Seer ee 
a 2 a Ay ie == a. ee 5 = a re : eye Se te ley ai eee ’  ginehdane ea? 
pa mt cd ek, rae - : a 7 4. "3 7 ’ . 2 Oss " a Beane ar ¥, = 4 ; - * werd 
we eo Be ra 
2 oat Os 
me i 
US a pay! 
ao eon 
gear 
eS were 
eu ks : 
7 ee shee, 
ae a al 
Te ee Seip 'y 
Pen. Sree re 
f 2. i 2) . os nee i. 
en fic or 
SS Se of Wie Te hePage Se a te bie s - : 2 ; ee 
ef oo SSaee ss NA OF MARRETING 608%, fe &; a 
ees * ae ; . of : ‘ , oe FRE 
meas: aes F 
aye. FTES 
Sie: J aed 
7 | jae 
a) | ve i PY SS AS ca 
be Sy eth } : : q cae has 
es al ta | . . a eee 
5 ak 2 | 
= alias X ater 
aia: 4 eg ie 
ee A ei, 
ee : Be 
“th e 
ene : . - 
ie me . Pr " 
Te ee —_ ‘ 
: q he 
; : ~~ oc Pek, Ka ; i 
‘ : ’ F Mt? 
$ 4 : % 
i, ; « 
7 eee ea A . Pm, 4 ; , 
7. aon i - 
RO Va b 
Niue . 4 
ya! : — P k F 
R . . . z i 5, 
4 fi Ne . 
j . oa . / 
a Pw j 
1g a, 4 y a : 
npr: 
mo "i i , ie - aan 
= ea a ¢ . Sree a Fe 
: : ne i : 
‘ ; \ 5 f ‘ Show 
3 Ke e J = ‘ . a Py 4 
ee ‘ xX ‘ . $- i a 
\ Temaigg 3 Ree gars me 
ae ane Fae ote Mel 
ee 5 sapere Pi 
PS eet es 
A Sea ee ~ ; 
' : t 3 x 
, a 
ii | i = fv? y 
tes i. * a 
F ke Saat 4 re s ; 
Se i cates See 
ye Neate 
Bibi ee et ace 
a ee Hi 
SB laee is 
cea nor | Pale 
eae Norsirs Asean 
wesciegoss Peres 
gee ea 
See theses Sirk 
RLS as 
eee, ee ee eee | geen 
a aa 
a sadrisce. 
unger 
pe ees (aye 
eran es pits 
Fee Ae Ser 
pes i, eta 
<0 Vidas } Rape 
a a 
; 
| 
: cae 
oe 5 
bia ag fod th 
ieee eve 
: ns 
oe 
= 
as seo 
Eas SN 
ee: ’ oa 
Bs —__—_——— Zo 
er. ~ fia Se ee ‘ SS a a ce - 
os: e 
_ ae eri 
a is 
2 ae | aes 
Ee iopoure | ale 
sors o 
a - 
- ag 
ees ages 
Nig Ag ia + | 
Be 
oc | 
“See. 
5 nee 
ee on 
- ee a 
: - 
po by 


2 


Standard Brands, 
Bates Agree to Stop 
‘Flavor Gems’ Ads 


WASHINGTON, June 10—The Fed- 
eral Trade Commission announced 
this weékend that it has obtained 
a consent settlement of its com- 
plaint against Standard Brands Inc. 
and Ted Bates & Co. for advertising 
of Blue Bonnett margarine. 

The case was one of four lodged 
by the commission on Jan. 8, at the 
height of the crackdown on tv com- 
mercials. It is the second of three 


cases involving the Bates agency | 


to be settled by a consent settle- 
ment. 


The complaint involved a com-| 


parative demonstration pointing 
up the “flavor gems” on Blue Bon- 
net margarine. Three similar prod- 
ucts were shown—butter, Blue 
Bonnet and a competing margarine. 
The flavor gems appeared on the 
butter and the Blue Bonnet. 


es Under the order, 
Brands and Bates must stop using 
demonstrations purporting to prove 


or representing in any way that) 


moisture drops appearing in Blue 
Bonnet margarine cause it to taste 
like butter, or to be more similar 
in flavor to butter than competi- 
tive oleomargarines. 

The complaint charged the dem- 
onstration was deceptive because 
the “flavor gems” were (1) magni- 
fied, (2) not actually moisture 
drops produced by the two prod- 
ucts, but a nonvolatile liquid ap- 
plied to the surface for purpose of 
demonstration, and (3) an undesir- 
able characteristic, rather than 
something which determines flavor. 


s An earlier settlement involved a 
complaint against Brown & Wil- 
liamson and Ted Bates for Life 
cigarets. Another FTC complaint 
against Colgate Palmolive and 
Bates for advertising of Palmolive 
shave cream, issued Jan. 15, has 
been denied, but there has not yet 
been any announcement of either a 
settlement or hearing. 

Consent settlements do not rep- 
resent an admission that the law 
was violated. 

CHAIN CAN’T PUT OLEO 
ADS IN DAIRY SECTION 

WASHINGTON, June 9—The Fed- 
eral Trade Commission issued a 
consent order today forbidding the 
Food Fair Grocery Chain, Wash- 
ington, from listing margarine in 
the dairy section of its newspaper 
ads. 

The order specifically prohibits 
the chain from falsely implying 
margarine is a dairy product by 
listing it with cheese and butter 
under the headings “dairy depart- 
ment” and “ultra-fresh dairy de- 
partment.” 

FTC’s move is based on special 
anti-margarine restrictions which 
Congress adopted at the time the 
federal tax on colored margarine 
was repealed. # 


James Hadley Retires from 
Kircher, Helton & Collett 


James M. Hadley, senior vp and 
chairman of the industrial plans 
board of Kircher, Helton & Collett, 
Dayton, is re- 
tiring from the 
agency June 30 
after more than 
31 years in the 
agency business. 
Mr. Hadley 
joined Kircher, 
Helton in 1942. 

He started his 
ad career in 
Chicago with 
the McJunkin 
Agency, now 
Gordon Best 
Co. He also was associated with 
Beaumont & Hohman and Almon 
Brooks Wilder agencies in Chicago 
and Stockton-West-Burkhart, Cin- 
cinnati. 


James Hadley 


Standard) 


' | Product 


NEW FACTOR— 
Max Factor, Los 
Angeles, initiates 
a new Male Fac- 
tor theme for its 
men’s toiletries 
line with the bio- 
logical symbol 
for maleness. 
First ads, in black 
and red, will run 
in full and half 
pages in the June 
issues of men’s 
and general mag- 
azines. Carson/ 
Roberts is the 
agency. 


Bell & Howell Moves 
TV Public Service 
Ad Budget to ABC 


New York, June 9—ABC has 
snared the Bell & Howell tv bundle 
away from CBS for the 1960-61 
season. 

The gain for ABC can be meas- 
ured in more than money because 
this puts a regular public service 
show in the network’s hitherto al- 
most barren camp. Bell & Howell 
has signed to sponsor a minimum 
of 20 half-hour news specials with 
John Daly, in prime time. The 
order calls for full sponsorship of 
the shows. 

A second part of the Bell & 
Howell buy is for full sponsorship 
of 26 shows on the “Churchill 
Memoirs,” a half-hour series 
scheduled for Sunday at 10:30 p.m., 
EST. The show, which at one 
point was thought to be postponed 
until January because of the tv 
writers’ strike, now has been set 
for a Nov. 27 start. 

Bell & Howell has been a spon- 
sor of “CBS Reports,” as well as 
backing an NBC special, “Berlin 
Crisis” for 1959-60. McCann-Erick- 


son placed the order on ABC. 


s Other new orders at ABC-TV 
were placed by General Cigar Co. 
and Sinclair Refining Co. for co- 
sponsorship of 17 télecasts of the 
1960 season of the new Professional 
American Football League. ABC 
recently signed a five-year con- 
tract with the league for exclusive 
tv coverage of its games. The 1960 
tv schedule, which will start Sept. 
11, will include 15 Sunday after- 
noon games, one on Thanksgiving 
Day and the championship game 
two weeks after the regular season 
ends. The Sunday games will be 
carried on a split network, with 
the eastern half of the country re- 
ceiving one and the western half 
another. General Cigar’s order was 
placed by Young & Rubicam, and 
the Sinclair buy was made through 
Geyer, Morey, Madden & Ballard. 


Veeder-Root Names Quinn 

Robert F. Quinn, formerly di- 
rector of advertising and sales pro- 
motion of Philip Carey Mfg. Co., 
Cincinnati, has been named adver- 
tising and sales promotion manag- 
er of Veeder-Root Inc., Hartford, 
Conn., manufacturer of computers 
and counting instruments. 
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Old Agreement with FTC Returns to Haunt 
Street & Finney, EWRR in Consent Order 


to rush into consent settlements 
with the Federal Trade Commis- 
sion. 

The FTC today issued consent 
orders involving the New York 
agencies of Erwin Wasey, Ruth- 
rauff & Ryan and Street & Finney, 
and their clients, makers of Dr. 
Edwards’ olive tablets and Beech- 
am’s pills. 

The action came as a result of an 
agreement made between the two 
companies and the FTC over 15 
years ago. 

At the time of the original 
agreement, the agencies and their 
clients faced hearings on charges 
identical with those which FTC 
had lodged against Carter Prod- 
ucts Co., for Carter’s Little Liver 
Pills. Rather than duplicate the 
Carter litigation, the Edwards and 
Beecham companies told the com- 
mission they would accept what- 
ever order the FTC ultimately is- 
sued in the Carter case. 


s To a large extent, today’s order 
is moot because Beecham and 
Olive voluntarily stopped using 
the controversial claims soon after 
the complaint was issued. : 

On the other hand, Carter, whic 
challenged the commission, was 
able to use the claims while the 
case bounced from the courts to 
the commission and from-the com- 
mission to the courts and back 
again until the final decision last 
November. 

In the case of Street & Finney, 
FTC’s behavior represented a dou- 
ble standard of justice. It had been 
agency for Carter at the time that 
famous case started, but FTC de- 
cided several years ago that it did 
not play a policy-making role in 
developing Carter advertising. 

In issuing the order against 
Street & Finney and EWRR in the 
Dr. Edwards’ and Beecham’s pills 
cases, FTC held them to their word 
in signing the original agreement, 
despite the fact that Street & Fin- 
ney got off the hook in the first 
case. 


= The consent orders were filed 
against Plough Inc., Memphis, suc- 
cessor to the now defunct Olive 


Tablet Co., and Harold F. Ritchie 


Highlights of This Week's Issue 


Columbia Broadcasting System completes 
agreements with Freies Fernsehen 
GMBH, a West German group set up 
to develop a second West German tele- 
vision network 


Louis J. Lefkowitz, New York's attorney 
general, says, “Unless false and mis- 
leading advertising is curbed, the pub- 
lic will become reluctant to purchase 
consumer goods, which in turn will 
endanger the entire national business 
economy” Page 8 


Attilio R. Frassinelli, Connecticut Con- 
sumer Protection commissioner, says 
that so-called “giveaways” tied in with 
other purchases can be legal under the 
state’s unfair practices law, provided 
“certain conditions” are noted Page 14 


H. W. Gossard Co. will feature the 
“Debbie Reynolds look” in its fall 
advertising and merchandising cam- 
paign. ............ Page 15 


Ontario relaxes liquor and beer advertis- 
ing regulations in a move to retain 
much of the estimated $40,000,000 a year 
now spent on beer and liquor adver- 
tising beamed at the province, but 
placed outside its limits 22 


| National Council of Churches assails tele- 
| vision’s and Hollywood’s “pathological 
| preoccupation with sex and violence,” 
as well as “dishonest practices within 
the industries” 25 


Acceptance & Research an- 
nounces a new service to aid market 
testing of new products, new labels 
and other innovations in the grocery 
field Page %6 


William Hamilton, postmaster general, 
says the post office of Canada will 
spend $200,000 to promote better ad- 
dressing this year 32 


television to introduce its newest prod- 
uct, Wax,0, an auto polishing wax in a 
water base Page 36 


Ralston Purina Co. develops a plan where- 
by locally produced and locally or- 
iented programs will be tied in with 
the company’s show, “Expedition” 
(ABC-TV) during the 1960-’61 sea- 
son = Page 39 


Lewis Bonham, president of Miles Prod- 
ucts Inc., calls upon media to exercise 
their own censorship to upgrade the 
“character” of advertising ........ Page 48 


Lentherie celebrates its diamond jubilee 
as a fragrance house with a new line 
of bath products, a new agency and its 
first year-round campaign 


Quentin M. Lambert, director of public 
relations, Illinois State Toll Highway 
Commission, says the three-year $500,- 
000 program of advertising and traffic 
promotion for the Illinois Tollway “has 
been extremely beneficial and pro- 
ductive in achieving its goal of accel- 
erating the normal rate of traffic 
growth” : Page 54 


Walter Guild, president of Guild, Bascom 
& Bonfigli, warns that continued wide- 
spread use of the irritation technique 
in tv advertising could bring on 
government regulation of all advertis- 
ing Page 56 


J. L. Fisher Jr. is elected president of 
M. M. Fisher A ‘iates, ding his 
father, the late J. L. Fisher Sr. .Page 72 


Beatrice Foods Co. spent $8,214,043 for 
advertising and sales promotion during 
IE SEIT ° easccenscceapstitiieaiitidsthasioneseinss Page 77 


E. B. Weiss discusses the vending machine 


the supreme court against Hobbs-Hall 
House, contest promoter, and three 
other co-defendants Hobbs-Hall is al- 
leged to control, charging them with 
fraudulent and illegal activities and 
asking that the businesses be dis- 
solved Page 103 


Ross D. Siragusa, president of Admiral 
Corp., says, “Advertisers and broad- 
casters who present tv commercials in 
pdor taste run an increasing risk of 
‘pushbutton censorship’ ”’ .......... Page 104 


FIGURES TO FILE 

U. 8. TV Homes by Geo- 

graphic Ares. .................... Page 28 
Canadian TV Homes by 

Geographic Area ............ Page 28 
Top 100 Spot TV Ad- 

SR. nsshiteominnneengn Page 90 
Product Type Movement:in 

Spot TV: 1956-1960 ........ Page 90 
Nielsen Net TV .................. Page 108 

REGULAR FEATURES 


Advertising Market Place 
Along Media Path 
Coming Conventi 
Creative Man’s Corner 
Editorials 
Getting Personal 
Information for Advertisers 
Learning from the Retail Ads 
Looking at Radio & TV 
Merchandising Ideas 
Obituaries 
On the Legal Front 

On the Merchandisi 

Photographic Review 
Production Tips 
Rough Proofs 
Sal in Advertising .. 


era Page 96 


New York state attorney general’s of- 


Simoniz Co. will use national and spot 


fice files a summons and complaint in 


Versatile Adman 
Voice of the Advertise 


What They’re Saying 


| WasuincTon, June 9—Two ad-|Inc., Clifton, N. J., the distributor 
vertising agencies discovered this|of Beecham pills since Beecham 
week that sometimes it doesn’t pay | 


Pills Inc. went out of business. 

Erwin, Wasey & Co. was the 
original agency cited in the com- 
plaint against Olive Co., but its 
legal successor is EWR&R. Street 
& Finney is the only company that 
was in on the FTC’s original com- 
plaint. 3 

Under the terms of the order, 
Plough and Ritchie must not claim 
that their products will aid in the 
flow or formation of liver bile or 
have any favorable effect on the 
tone of the intestinal muscles. 

In addition, Ritchie must not 
represent that Beecham’s pills will 
aid in the digestion of food or are 
an effective remedy for constipa- 
tion. 


s In New York, David B. Wil- 
liams, president of Erwin Wasey, 
Ruthrauff & Ryan, told ADVERTISING 
Ace that the consent decree involv- 
ing Olive Tablet Co. has no effect 
on his agericy’s operations, since 
the account left the agency some 
years ago. 

However, Mr. Williams said that 
while he’s not an attorney, he 
would assume that his agency 
would be bound by the consent 
decree if it ever handles a product 
identical with Dr. Edwards’ olive 
tablets. “If we signed anything 
under the agency’s name I should 
think that we’re obviously bound 
by it,” he added. + 


Exhibitors Set 
Fund Drive to 
Fight Pay TV 


HartForD, June 8—Phase No. 1 
of a determined effort by Con- 
necticut motion picture theater in- 
terests to combat the projected 
Zenith-RKO General three-year 
pay tv experiment on WHCT-TV, 
Hartford, is firming up. 

The Motion Picture Theatre 
Owners of Connecticut and other 
interested agencies have disclosed 
plans for an initial war chest of 
$10,000; each theater will be as- 
sessed on basis of 10¢ a seat; each 
drive-in theater will pay on basis 
of 10¢ per car space. B. E. Hoff- 
man, of Connecticut Theatres Cir- 
cuit; Morris Bailey, Bailey Thea- 
tres, and Bernard W. Menschell, 
Outdoor Theatre Corp., are fund 
co-chairmen and will make a prog- 
ress report within 15 days. 

Zenith-RKO General reportedly 
is prepared to spend millions over 
a three-year period on the Hart- 
ford pay tv project. 

Pay tv has cleared the first hur- 
dle for its planned big test later 
this year in Hartford; the FCC has 
granted permission to transfer 
WHCT-TV to Hartford Phonevi- 
sion Co., which is owned by RKO 
General. Phonevision would exper- 
iment with Zenith Radio Corp.’s 
system of pay tv. # 


Whirlpool Promotes Garman 

Quentin B. (Cap) Garman, for- 
mer sales promotion manager of 
Whirlpool Corp.’s refrigerator di- 
vision, has been promoted to na- 
tional advertising manager. He suc- 
ceeds Raymond P. Muldoon, who 
was promoted to sales manager of 
Whirlpool’s automatic washer and 
drier division. Ron Gow, previous- 
ly advertising and sales promotion 
manager of Whirlpool’s southeast 
sales division, has been named as- 
sistant to Mr. Garman. 


KMEO Appoints Young 
KMEO, Omaha, Neb., formerly 
handled by Daren F. McGavren 
Co., has appointed Adam Young 
Inc. its national representative. 
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TV ‘Stinks’ as 
Medium, Hodges 
Asserts to Adclub 


Low-Rated Service Shows 
Sell Better Than ‘Blood 
on Floor,’ GB&B Exec Says 


HOLLYwoop, June 7—A tv pro- 
gram attracting the biggest rating 
isn’t necessarily the most efficient 
advertising buy, Ernest J. Hodges, 
vp of Guild, Bascom & Bonfigli, 
San Francisco, said here yester- 
day. 

Mr. Hodges expressed his agen- 
cy’s thinking in a speech before 
the Hollywood Advertising Club. 
It was coupled with the kind of 
criticism that many GB&B execu- 
tives have been making against 
the medium in recent years. 

“T submit to you that most of 
today’s prime time television is a 
dead fish that stinks two ways— 
upwind and downwind,” Mr. 
Hodges said. “It stinks on the up- 
wind of quality and service. It 
stinks also in an area that hits me 
where I earn my living. It simply 


can persuade people to buy our 
client’s products. 


s “Now that’s a hard point to 
make with many people. It’s hard 
for them to believe that a program 
which attracts the biggest ratings, 
the most millions of people, isn’t 
necessarily an efficient advertis- 
ing medium. 

“It’s hard to sell the concept 
that a good non-violent program 
which may, at the same time, of- 
fer a little information and edu- 
cation, is a better advertising ve- 
hicle than many ‘bigger’ shows,” 
he continued. The agency man said 
GB&B had frequently proved this 
concept for its clients by buying a 
modestly rated show, which would 
provide a relaxed framework for 
commercials, in preference to a 
high-rated tense-type show. 

Mr. Hodges emphasized the dif- 
ficulty of this kind of tv schedul- 
ing. He said shows that are not, 
“formula violence” are hard to find 
and, once found, are hard to place 
in any kind of decent time on the 
networks. 


# As proof of the soundness of the 
agency’s approach to tv buying, 
Mr. Hodges cited the experience of 
Ralston Purina, whose share of 
market for its cereals has tripled 
in the last several years, when 
most of the ad budget went into 
public service rather than “blood 
on the floor” tv shows. 

Ralston’s experience with “Bold 
Journey,” and “High Road,” and 
its plans for the new “Expedition” 
series were detailed. He called at- 
tention to the added plus that the 
sponsor had received through edu- 
cators’ support of these tv series 
(see story on Page 39). 

For “legitimate payola” of the 
sort that comes when the public 
believes in the commercials and 
the products they offer, Mr. Hodges 
advised advertisers to remember 
that they, like the networks, the 
writers and the packagers, have a 
stake in the public service as- 
Sees pects of television. + 


Papert, Koenig Adds Two 

National Associated Mills, In- 
dianapolis, has appointed Papert, 
Koenig, Lois, New York, to handle 
advertising for its Round-the- 
Clock stockings, a new product. 
Billings are estimated to be about 
$250,000. Papert, Koenig also has 
been named by Park & Hagna, New 
York, to handle advertising for 
Dilly Beans, a new product. The 
food item is pickled string. beans 
packed in glass jars. 


stinks as an advertising medium, | 
as a vehicle for commercials that | 


NOSTALGIC — 
To evoke scenes 
of its customers’ 
childhood, Atlan- 
tic Fine Papers is 
running a series 
of color pages 
like this in 14 
graphic arts pub- 
lications. Smith 
Hagel & Knud- 
sen, New York, 
is the agency. 


Magazines During 


New York, June 9—Liquor ad- | 
|vertising in magazines increased | 
20% in 1959, and rose to $39,501,- 
643—with a corresponding rise of 
6.1% in pages to a record 3,414.9. 

So far as magazines are con- 
cerned, bourbon is king. Of the 
liquor advertising total, 28% came 
from bourbon. The liquor adver- 
tising dollar was divided like this, 


Cohen & Aleshire 
Resumes Name, Adds 


Two New Accounts 


New York, June 10—Cohen & 
Aleshire today resumed its name 
after a year of operation as Cohen, 
Dowd & Aleshire. 

At the same time the agency 
made clear that the account losses 
of recent weeks were primarily 
those accounts which had come to 
it during its merger with John C. 
Dowd Inc. 

Cohen & Aleshire also pointed 
to new business it has acquired, 
including Rhodes Pharmacal Co.’s 
Imdrin and a new product for 
Pannett Products for which the 
agency has high hopes. 

According to Cohen & Aleshire, 
only two of its accounts were lost 
in recent months—Pharmacraft 
Corp.’s Ting and Frenchette. 


s It is continuing to service sev- 
eral accounts that came to it in 
the merger—Amstel American 
Corp.; Barbizon Plaza Hotel; Cott 
Beverage Corp. (and its affiliates, 
Big Giant Cola and Mission of 
California). Other current ac- 
counts are Chemway Corp.’s Lady 
Esther division; Chattanooga Med- 
icine Co.’s Black-Draught laxa- 
tives and new products; Dormin 
Inc.; Grove Laboratories’ 4-Way 
cold tablets; Fitch Dandruff Re- | 
mover shampoo; Kiwi Polish Co.; | 
Norwich Pharmacal Co.’s Nebs and 
other products, and Lydia E. Pink- | 


pound and tablets and Pfunder | 
tablets. 

As for the future, the agency 
says its business is “good,” its or- 
ganization “strong; the key people 
in all departments, who were 
with us a year ago, continue on) 
our staff.” # 


Nostrand Joins Food Machinery 

Foster Nostrand, formerly with 
G. M. Basford Co., has joined the 
chemicals & plastics division of 
Food Machinery & Chemical Corp., 
New York, as sales promotion 
manager of the Dapon depart- 


ment, a new post. 


Ret oe ian ae 


Liquor Ads Rose 20%, Pages 6.1% in 


1959: ‘Newsweek’ 


according to Newsweek’s annual 
report of alcoholic beverage adver- 
tising in magazines: 


Bonded Bourbon 3.3% 
Straight Bourbon 97 
Straight & Bonded Bourbon 15.0 
Blended Whisky 18.9 
Scotch 15.8 
Canadian 9.1 
Other Whisky 0.5 
Gin 8.3 
Rum 3.3 
Brandy 2.7 
Cordials 6.4 
Vodka 48 
All other 2.2 


= The biggest brands in the var- 
ious fields were: Bourbon—Old 
Grand-Dad and Old Crow with 
$1,700,000 and $1,199,000 respec- 
tively; blended whisky—Calvert 
Reserve with $2,600,000 (biggest 
individual brand in magazines) 
and Seagram 7 Crown with $1,- 
900,000; scotch—Johnnie Walker 
and White Horse, with $684,287 
and $551,504 respectively; Cana- 
dian—Canadian Club, $1,780,647 
and Seagram’s V.O., $1,551,145; 
gin—Gordon’s with $1,024,621 and 
Seagram’s Golden gin, $795,636; 
rum—Rums of Puerto Rico, $873,- 
576, and Bacardi, $153,298; cordials 


—Southern Comfort Liqueur was 


tops with $357,133. 


s The malt beverage field was up 
substantially—61% larger on the 
basis of institutional spending. 
The total investment in magazines 
was $8,991,886 (doubling 1958 ex- 
penditures), and Anheuser-Busch 
was second with $1,252,001. 


= Six magazines accounted for 


54.3% of distilled spirits advertis- 
ing pages, the report noted: The 
New Yorker, Life, Time, Sports 
Illustrated, Newsweek and Cue. 
On a dollar basis, the top six were: 
Life ($11,203,535); Time ($4,485,- 
068); Look ($4,403,863); The Sat- 
urday Evening Post ($3,846,032); 


ham Medicine Co.’s vegetable com- |The New Yorker ($2,635,209), and. 


Newsweek ($2,303,248). # 


‘FM Guide’ Agrees to Stop 
Misleading Listings 

FM Guide, Chicago, has agreed 
to a Federal Trade Commission 
stipulation to stop listing more fm 
programs than are on the air in 
Chicago. 

The magazine also consented to 
discontinue the claim that FM 
Guide contains the fm program 
listings of all Chicago fm stations 
when this is not true. The maga- 
zine agreed not to publish listings 
for stations unless they are fully 
set forth for the day. 


‘AIA Defers IARI Action Pending Poll; 
Postpones Company Member Decision 


Incoming Chairman Sharp 
_ Says International Moves 
_ Won’‘t Injure Chapters 
WASHINGTON, June 7—The Assn. 
of Industrial Advertisers by-passed 
two potent issues in a general busi- 
ness session that could have started 


off AIA’s 38th annual meeting on a 
| sour note. 


|@ One major issue—whether or 


AAW Names CéW, 
Stuart to Traffic 
Safety Task Force 


San FRAncisco, June 7—Task 
|forces have been appointed by 
| Dick Ryan, president of the Adver- 


| tising Assn. of the West, to “study 
la volunteer advertising program 
| which will assist the California 
state highway patrol in its efforts 
to reduce traffic accidents.” 


and assistant vp in charge of adver- 
tising for Pacific Telephone & Tele- 
graph Co. here, will represent the 
steering committee of the AAW on 
public service advertising proj- 
ects. 

Charles R. Stuart, advertising 
manager for the Bank of America, 
will serve as advertising manager 
for the traffic project. 


# Cunningham & Walsh, San Fran- 
cisco, will be the task force agency, 
with Robert W. Bailey, exec vp 
western region, as account super- 
visor. Robert Brisacher Sr. will be 
account executive for C&W. 

“This group,” Mr. Ryan ex- 
plained, “will study the California 
traffic situation as well as national 
campaigns on traffic safety now in 
use and will make recommenda- 
tions to Gov. Edmund G. Brown 
and the state departments involved. 
Close contact will be maintained 
with Bradford Crittenden, director 
of the California highway patrol.” 

Cunningham & Walsh is the first 
of two agencies to be named by 
AAW to handle civic projects for 
California. AAW announced last 
month (AA, May 23) that an agen- 
cy also would be appointed to head 
up an education project. + 


Enelow Retires as 
Philco Ad Director 


PHILADELPHIA, June 9—Max 
Enelow has retired as _ Philco 
Corp.’s director of advertising and 
sales promotion, after 32 years 

Tamia ic with the com- 
pany’s adver- 
tising activities. 


pe 


; ‘a 


© been named. 

a His associa- 
© tion with Phil- 
eco’s advertising 
operations dates 
back to 1928 
when the com- 
pany entered 
the radio field. 
He was then 
creative head of 
the national ad program which 
launched the: first Philco radios in 
the American market. 

In 1938; Mr. Enelow joined 
Hutchins Advertising Co., Phil- 
adelphia, as copy chief on the 
Philco account, and later was 
named a vp of Hutchins’ Philadel- 
phia office with supervision of all 
phases of the Philco account. 

Mr. Enelow joined Philco as ad- 
vertising counsel in March, 1953. 
In September, 1956 he was named 
advertising manager. Subsequent- 
ly, his responsibilities were en- 
larged when he became director of 
advertising and sales promotion. # 


7 


Max Enelow 


Harry Bright, treasurer of AAW | 


No successor has. 


not the Industrial Advertising Re- 
|search Institute would be allowed 
to go its own way—never reached 
the floor. 

In the face of continual pressure 
from the institute, AIA put the 


AIA Meeting 


| issue temporarily to rest when the 
|board Sunday, on the eve of the 
|convention, directed the executive 
‘committee to poll the AIA mem- 
|bership by mail as soon as. it is 
| practical to determine IARI’s fate. 
e The second big issue, that of 
company memberships, reached 
|the floor, but there was no show- 
| down. The need for a decision was 
|averted when Jordan D. Wood, vp 
for company memberships, report- 
ed that “neither we nor you are 
ready for” company memberships. 
He said his committee “without 
doubt will present constitutional 
revisions per your instructions— 
| but it must occur later.” 

| Meanwhile, Jay M. Sharp, man- 
‘ager of general advertising, Alu-- 
minum Co. of America, who be- 
came chairman of AIA’s board 
| (see story on Page 120), expressed 
concern about weakness of the 

(Continued on Page 70) 


Million Market 
Seeks President 
as Carr Resigns 


New York, June 9—William B. 
Carr, currently serving a. sentence 
for failure: to file an income tax 
return, has resigned as president 
of Million Market Newspapers. 


nation came in a terse, two-sen- 
tence announcement put out by 
Million Market’s board this week: 
“William B. Carr has resigned as 
president of Million Market News- 
papers Inc. His resignation was ac- 
cepted at a board of directors meet- 
ing following the annual meeting 
of Million Market Newspapers orm 
June 2, 1960.” 

The Carr resignation was appar- 
ently submitted to the board after 
a six-month prison sentence was 
imposed on him by a _ federal 
judge May 20 (AA, May 23). At 
that time Mr. Carr’s attorney, 
while pleading on a motion to sus- 
pend sentence, told the court that 
MMN would “risk its enterprise” 
by retaining Mr. Carr if the sen- 
tence were suspended. 


s Today a spokesman for the sales 
group said MMN has not decided 
whether to go outside the organi- 
zation for a new president—as it 
had done for Mr. Carr—or wheth- 
er to promote from within. A de- 
cision on a new top executive—a 
job paying around $45,000 a year— 
will probably come within “four to 
eight weeks,” he added. + 


Menard Joins Dawson-Tully 

Donald P. Menard has joined 
Dawson-Tully Advertising, Tam- 
pa, as vp-secretary. At the same 
time, the name of the agency was 
changed to Dawson, Tully, Me- 
nard Advertising. Mr. Menard} for- 
merly was national sales manager 
of WTVT-TV, Tampa. 


LeFebure Names Lyon Agency 

LeFebure Corp., Cedar Rapids, 
Ia., will move its advertising ac- 
count to W. D. Lyon Co., Cedar 
Rapids, Aug. 1. LeFebure Corp., a 
subsidiary of Craig Systems, Law- 
rence, Mass., manufactures busi- 
ness systems and equipment. 


Official word of Mr. Carr’s resig- 
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CBS Builds in 
Argentina, Signs 
German TV Pact 


New York, June 9—Columbia 
Broadcasting System this week 
was busy with plans for expansion 
of its international tv activities on 
two widely separated fronts. 

Merle S. Jones, president of the 
CBS-TV stations division, an- 
nounced the completion of agree- 
ments with Freies Fernsehen 
GMBH, a West German group set 
up to develop a second West Ger- 
man television network. The agree- 
ments were worked out with the 
proposed new network’s managing 
director, Friedrich Gladenbeck, 
during a visit here. 


= Mr. Jones also announced that 
CBS is in the final stages of con- 


struction of program production | 


facilities in Buenos Aires. 


The West German agreement 


calls for the experience of CBS to 
be placed at the disposal of Freies 
Fernsehen GMBH. If the approval 
of the West German federal gov- 
ernment is forthcoming, this com- 
pany expects to be licensed to 
operate commercial tv in West 
Germany, including Berlin, start- 
ing Jan. 1, 1961. 

The West German government 
has started installation of 30 
transmitters which will serve 
about 65% of the nation’s popula- 
tion, with concentration on the 
larger cities. Eventually there are 
expected to be enough stations to 
serve the entire population. The 
eight state-operated tv systems 
now serving West Germany with 
one program service reach about 
4,000,000 tv homes. 


® Both Mr. Jones and Mr. Gladen- 
beck emphasized that the agree- 
ments made this week were “not 


Healy Glaeske 


BEER POSTER—Examining poster erected throughout Maine, Massa- 
chusetts and part of New Jersey for G. Krueger Brewing Co., New- 
ark, N.J., are Heinz M. Glaeske, Krueger president, and John Healy, 
account executive of Ellington & Co., New York, Krueger’s agency. 


sion network.” 


casting for years. CBS and Mr. 


In Argentina CBS is in the final | Mestre have formed an Argentine 


construction phases of setting up/|corporation known as Proartel. 
a complete tv productidn opera- 
|intended in any way to impose the |tion. Here CBS is working in as-|s Proartel has leased a motion 
American tv system on the oper-|sociation with Goar Mestre, a 
ators of the West German televi-| leading figure in Cuban broad- 


picture studio in Buenos Aires for 
use as a tv program production 


plant. The plant will house three 
tv studios, with facilities for turn- 
ing out live, tape and film shows. 
It will be.used to dub CBS pro- 
gram properties for distribution to 
Spanish-speaking countries. It will 
provide film and tv tape service 
to South American clients. And 
Proartel will turn out programs for 
/use by Rio de la Plata, the licensee 
‘of Channel 13 in Buenos Aires, 
and by other tv stations throughout 
| Soe. a 
|Kenton Pharmacal Names Jones 
Kenton Pharmacal Co., Coving- 
ton, Ky., has selected Ralph H. 
Jones Co., Cincinnati, to handle 
| advertising for Sal-Fayne analges- 
|ic capsules. John L. Magro Adver- 
|tising, Cincinnati, formerly han- 
|dled the product. 
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‘Republic Starts 
$1,000,000 Drive 
to Sell ‘Sizzle’ 


CLEVELAND, June 7—To convert 
distributors and salesmen of stain- 
less steel] from “order takers to 
order makers,” Republic Steel 
\Corp. has established a $1,000,000 
|training program which will cen- 
ter on product training and indus- 
trial selling. 
| Dubbed the Order Makers In- 
stitute, the program was unveiled 
here last week before a scheduled 
run at branches and headquarters 
of 50 stainless steel distributors 
around the country. 
| According to Republic, Order 
|Makers Institute has two objec- 
|tives. The first is to educate dis- 
|tributors and salesmen in stainless 
| steel technology, fabrication and 
| applications, plus some instruction 
|on specific selling techniques. Re- 
public hopes to accomplish this 
via a series of nine product educa- 
tion and sales meetings presented 
four to six weeks apart. Movies, 
flip charts, discussion sessions and 
other aids will be used. 


s The second phase of the program 
is directed at designers, fabricators 
and other consumers of stainless 
steel. By presenting a series of 
color movies to professional and 
consumer groups, the company 
hopes to pre-sell its product and 
create new demand for stainless 
steel. 

Republic’s agency is Meldrum & 
Fewsmith. # 


|Hammond Names Lembke VP 

Harold C. Lembke, formerly 
general sales manager of Ham- 
mond Organ Co., Chicago, has 
been. named vp of marketing of 
the company. 


In The © 
Lop 20 In 


Today’s Baltimore is one of America’s fastest growing markets. At the same 
time, by virtue of its unique nature, Baltimore has remained the most 
compact major market in the nation. 


More than 85% of Baltimore families (1.5 million people) live within a 
15-mile radius from the heart of downtown, roughly the ABC city zone. 


Equally as important, an estimated 92% of the total Baltimore market 
retail sales are consummated in this same compact area, making it a 
highly productive market—America’s 12th largest, in fact. 


Contact with this compact market now, as always, can be established best 
and most economically by your use of the Sunpapers. More than 88% of 
our daily circulation (77% of it home delivered) and more than 82% of our 
Sunday circulation (80% of it home delivered) is in Baltimore’s con- 
centrated, fast growing, highly productive city zone. 


he Baltimore Sunpapers 


ABC 9/30/59: Combined Morning and Evening 413,882 — Sunday 317,989 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Total Retail Sales 
Watch Food Sales Sprout 


Hungry Metropolitan Greensboro Market ranks high in food 
sales in the South’s top 25 markets—ahead of Charlctte, 

| Augusta, Baton Rouge, close behind primary markets like 

Mobile and Chattanooga. Feed your sales story through the 

| Greensboro News & Record—the only medium with domi- 

nant coverage in the Greensboro Market and selling influence 

| in over half of North Carolina. Over 100,000 circulation; over 

| 400,000 readers. 

| 

| 


Write on company letterhead for “1959 Major U. S. Markets 
Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the 
South and in the Top 100 of the Nation. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 


Cha oe hae ae 0 ee Pg ie ag aCe 


_— or A x“ * y a a" u fi aie A i ~ Ye pee wae 
it Ane e ae Bp na een eo ee ie er es e Be ae E, rae 
pa kee ss sires A tay, Wer hae ge ee im Se) a ee el Be ae par ee a ; 
iy % ne : Seek ere “gear ¥ oe iat hae ; 2 ee Seale Se re 5 Ate i ea eet igen Aa a Co ee : ’ 
7b oe Sys va ay aaa se =e < “Ree et cen aes ra ae eee ae ey ae , , 
hee sii Tim r 
>) . 
ae 4 : ee 
pian , , oP d ne 
7 b> ee 
Te aka ” 
= oye AND SMILE shag 
fer oo ‘ mm, Coe 
se af eeeEeEeEeEeEeee _ A ELE ee Ee ee 
Generel Gusdees Ad J. ee 
: ” pas a 
oy fa one 
ee eee 
= i Ta a 
x cries 
Oke Aa 
‘eT ithe 
= Ps 
: | —x<: 2 2€@€@€@OO2~2~: : i 
Soh Toho pails 
PA iroait ena 
ee Sc! a ) . 
ms sh en ee a : 3 
oe = ; 
J ther “i a, a ? tes: : 
. q . 2) a cl P ¥ 4 a8 i tH 
-  ? i ma. * ‘ " ae 
~ ee ; ¥. ee ee. ' TY. wee pe; 
i ae tt st re, 2h Aaa ro a me 
a vee, ie ee, =e ae 
re ee eae a <6 ad RRS Ver ibe 
: 4 ie ae a < r: =? i shad i, “) ioe igs 
I ag ee: —— > Saag bone rf i top sg eve oat 
% : $3333 eo Seg BY i ) mai OS a .- ~ Be estes are te 
oo se tig ® — Fhe mS we - —. € > aa a are 
as Ee OR & > Bake yr wah, - see 
em ax a ae sy 31 = oe! Md whit FE ehs 
a ‘ ee eee Mrs « OMBE wea aes - a. v- on ; bs 
3a ‘ : oer Dee es AR or 4 ins Teal + we XS : ae: “J ' . od eg 
Fs ue Ge ree wee 5 Pe o.oo mE 
ae re ' ae ey yaa am ae -s q Pte NP isi: cg-f ea 
F >it ~ ip el Se ne ee t= $ mg Fg 
; s “ng S| 1S Be Ss ty ly 
‘s uae —.. a a 4 : 
‘ : . |. ee : a Sore sa ’ : 
é gy ti os ‘ 3; 4 ™ om 
2 ie 1 ae fi @) otf hy 
cy has . SS the wm be Pe , Be eyes 
ery or ’ ; Pest SS ips ag me 
sen) ig ; aa . : Sa 
eee at a al ee ae . $ 7 A ee bye he 
re ae tig sit or.  o . die 4 ‘| fe * Pagers 
Lets ae gue Ss eee mts 
on a . ? ea Pe ee eee = ; Hee. 
ae ig (i pe reens oro- fei 
we5 kg a oe “a5 ‘ Pr = | ie : Fr 
sigs 4 eae a ms. » +018 ee | ee 3 ree. 
sgeinte Se . ond RR Sie : : acai 
oe ee wt, ee) a | GREEN THUMB — = 
2 i ae ° fa hme re Sa ; 
‘ a cS ae 2 | 2 oo es eae 
ae or -SOUTH’S MARKETS " 
; et Ay ig 2 =? E shia Seid oy ( " 
: = a he. Site vA 
. ‘ aoe RR — 7 =I , ; a , a " 
. ae q 3 ~ in nc 
5 Si _— core - 
ib Se Bei iy Se : . sc 
ne ede a gOS i. Tre Ps : ee Oe Miss i 
Bic ig ee Jee or ane 7 = ta ALA GA ’ 
Sep <a Peek 8 hee : Reicks ee ols po eer 
Ai a's eae 4 i ate a 
‘ =. nee a ei ws x 
y J 3 pis F 
ee 
a . mite 
bg a | a ae 
west cate ees 
ee rag | a 
ep aor 
ey: es} 
> ae 1G 
<i Bis is 
Ree ~ “age eNistee 
hee a F LS 
bat os 
eer has toed 
i e 
; 
| 
| Po 
| 
ve | 
* i ] ; 
we | ee 
| CC | ee 
; RA: ie a ae a oni behead : ~ 3 at ae i hee - “ge as A date ek ARS OT) eye eee Beye . 
SO ee ce, Pee eae, 2 eae. OE ae ey ae Se 


Will 


your new product 


live up to 
test market results? 


Your excellent test market results convinced you to go national with your new 


product. Naturally you can’t expect all new products to live up to test 
market results completely. Locally you can, and probably did, place a little 


extra effort against your new product. Perhaps your salesmen achieved 


a little extra cooperation from your test market retailers. What can you do when you 


go national to make sure that your advertising gives you this extra effort, where you 


need it most—in your most important markets—with your most important retailers? 


Read right here what top food store and drug store executives say about 
one medium—THIS WEEK Magazine. See how THIS WEEK helps you get immediate and 


JOSEPH SEITZ 
President, Colonial Stores, Inc. 
Atlanta, Georgia 
*‘We know the power of THIS WEEK, 
for it speeds the regularly advertised 
products off the shelves. We are well 
aware of the sales impact of THIS 


WEEK promotions. That’s why we- 


tie in so frequently with food adver- 
tising campaigns in THIS WEEK.” 


Bear oe a Lo ei iba: Leal ¥ : ee ap em er aS ate 
Only THIS WEEK Magazine 
offers you these 
new-product advertising advantages: 


1. Dominance in 42 basic 
distribution points—your 


best urban markets. 


2. Immediate trade acceptance 
with your most important 


retailers. 


To start new products moving fastest... 


enthusiastic trade acceptance in your dominant markets. 


ADOLPH WEINBERGER 


Chairman of the Board, Gray Drug Stores, Inc. 


Cleveland, Ohio 


“We are always delighted when a 
manufacturer chooses THIS WEEK for 
his campaign—particularly if a new 
product is involved. The sales power 
of THIS WEEK causes us again and 
again to step up shelf-facings of fine 
products promoted in THIS WEEK.” 


OSES Rana EA 


. oes gett iain 


3. A fine editorial environment 
for products seeking quick 
consumer acceptance. 

4, A dramatic record of low + 
unit cost, high volume . Tee "4 
advertising results. “4 


This wy Week June 12, 1960 


MAGA Zine 42 Orgar NEWSParens 


NEAL D. RAMSEY 

President, Market Basket 

Los Angeles, California 
“THIS WEEK, more effectively than 
perhaps any other single medium, 
gives impetus to profitable turnover. 
When a supplier adds THIS WEEK to 
his advertising schedule, we take 
steps to accommodate the increased 
demand that follows.” 


CIRCULATION MORE THAN 


Buy The Big One 13, OOO, 000 
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McCabe Blasts 
Dictum That P.O. 
Rates ‘Don’t Hurt’ 


‘Newsweek’ Publisher 
Debunks McKinsey Report; 
ABP, NBP Hit Rival Plans 


WASHINGTON, June 9—After a 
month of hearings, the postal rate 
case was almost ready for the jury, 
as Postmaster General Arthur 
Summerfield got in a few final 
licks at publishers and direct mail 
advertisers. 

In rebuttal before the House post 


Mr. Summerfield is to go before 
the committee Tuesday for what is 
billed as the final session. On 
Wednesday the House is to take 
up postal pay raises, and on Thurs- 
day the postal committee reported- 
ly will meet in closed session to 
begin reaching a decision on the 
rate issue. 


s Newsweek checked in this week, 
as a newcomer to the postal rate 
wars. Gibson McCabe, Newsweek 
publisher, said one reason he de- 
cided to appear was that McKin- 
sey & Co. had assured the Post Of- 
fice Department that “neither the 
dissemination of magazines and 
newspapers, nor the financial po- 
sition of those publications would 
be impaired by increases of postal 
rates on the scale proposed.” 

“No one from McKinsey ever 


office and civil service committee, | discussed this bill with anyone at 


he said’ technical arguments lodged | 
“to 


by publishers are intended 


Newsweek,” Mr. McCabe said. 
“And to say that the proposed 


spread confusion and doubt, to| postal rate increase would not im- 
keep Congress divided and off bal- pair our financial position is, in 
ance, and to postpone indefinitely | my view, more than a little ridicu- 


any decisive action.” 


Tom Tinsley, President 
Irvin Abeloff, Vice Pres. WXEX-TV 


Harvey Hudson, Vice Pres. WLEE, Radio 


| lous.” 


Pepsi bottle 


cap 


He compared the McKinsey 
statement with “the classic story 
of the boxer’s manager: ‘Don’t 
worry, kid,-he can’t hurt us’.” 

It would cost Newsweek $742,- 
000 before taxes, or $356,000 after 
taxes, and reduce its net profit 
after taxes from its best earning 
year by almost 37%, Mr. McCabe 
said. To indicate that increases 
could be passed on to subscribers 
and advertisers “is an indication 
of the superficiality of the report 
from McKinsey & Co.,” Mr. Mc- 
Cabe contended. 


= Among the last of the user 
groups to go before the committee 
were the two rival business paper 
organizations, National Business 
Publications and Associated Busi- 
ness Publications. During their 
brief appearances they clashed 
head-on on paid versus controlled 
circulation. 

Louis J. Perrottet, vp of Con- 
over-Mast, appearing as chairman 
of the board of NBP, reported his 
organization includes publishers 


/ with both paid and controlled pub- 


pAwanes. 5,095,320 
“Impressive! Espe- 


cially when you have to count them, as we 
did. Just one of the many Community Club 
Awards sponsors in Richmond... and all 
from just one 13-week cycle! Put your 
product on the next CCA cycle in Richmond 
... Most sociable advertising you can do/ 
CCA stations in Richmond and central 


Virginia: 


WVPEIXG gga} 


WLEE 


Milwaukee, Cind 


IBBO) 


Louis, San 


lications. He said existing postal 
rules put some business publica- 
tions in second class, some in third 
class and some in the special con- 
trolled publication category, and 
that they ought to be rearranged 
“into a single homogeneous group.” 

“Paid and controlled publica- 
tions in our association are com- 
patible, not only with each other, 
but with the spirit and purpose of 
the original postal law,” Mr. Per- 
rottet said. “The ends achieved by 
either method of circulation are 
similar—maintenance of a reader 
list of qualified individuals,” he 
argued. “In all other respects 
these two types of publications are | 
identical—in the eyes of the read- | 
er and of the advertiser.” 


® Charles C. Baake, of Miller! 
Freeman Publications, San Fran- | 
| cisco, who spoke for ABP, prefaced | 
|his prepared testimony with an 
off-the-cuff rebuttal on paid ver- 
sus controlled circulation. 

Noting that his company has both 
paid and controlled publications, | 
Mr. Baake said paid circulation | 


yr wart tone. yA 


NIBBLE ON NEW 


18 a digestible 


ERA 


| REY AFUE toy PTLD mE BE mM ETS 


NEW ERA—Chicago area students 
will be able to get free rides at 
Riverview amusement park on 
June 25 with tickets they get with 
each bag of New Era potato chips. 
The Frito Co. color page will ap- 
pear in the June 17 Chicago Trib- 
une. Dancer-Fitzgerald-Sample is 
the agency. 


business publications belong in 
econd class with other publica- 
tions, and that controlled publica- 
tions should be in another cate- 
gory. 

“The paid circulation publica- 
tion owes its responsibility to the 
reader,” he argued. “He shows he 
wants it by paying for it. The con- 
trolled circulation publication has 
greater responsibility to the ad- 
vertiser, since that’s where its in- 
come comes from.” 


s The two associations saw alike, 
however, on technical journals of 
non-profit organizations, which 
now enjoy special postal conces- 
sions that are not available to 
privately owned publications. 

Mr. Perrottet noted the not-for- 
profit publications which compete 
with many business publications 
pay the same postage rate they 
paid in 1925. 

NBP also lashed out at associa- 
tion publications, which get second 
class recognition by classifying a 
portion of membership dues as 
“subscription payments.” 

“Not only do they receive the 
benefits of low postal rates in sec- 
ond class—giving them a competi- 
tive edge over exactly similar 
publications that pay controlled 
rates—but they also are allowed 
another subsidy in the form of 
tax exemption by the federal 
government—giving them a com- 
petitive edge over both second 
class and controlled business pub- 
lications,’” NBP complained. 


s Starting on this same note, Mr. 
Baake for ABP pointed out pub- 
lications put out by professional 
associations and other “exempt” 
groups pay a flat 1%¢ per lb. on 
editorial and advertising content, 
while privately owned trade and 
industrial journals pay 244¢ per Ib. 
on editorial and up to 14¢ per lb. 
on advertising content. 

Mr. Baake lamented last week’s 
move by Postmaster General Sum- 
merfield withdrawing proposals 
for increases on “privileged 40.” 

“The effect of this withdrawal 
is to compound further the exist- 
ing inequity by maintaining, in 
1961, the same rates he so con- 
vincingly states have been un- 
changed since 1925 or earlier. 

“And of course the effect on us, 
based on the way the Post Office 
presents its figures, is to show, an 


Ives in New York, Baltimore, Washington and 


Francisco, Los Angeles, Minneapolis, 


KE BROWN COMPANY in the South and Southwest. 


ever increasing deficit in second 
class, chargeable to all second class, 
|but assessed against a few.” 

'NBP also suggested that to min- 
imize future quibbling over rates, 
some forum be developed for 
“pre-hearing” discussion of rate 
|proposals. + 
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How many times 
must | 
repeat it? 


NO STARCH IN Th 
SHIRTS! NO 
SPORTS SH 


SPORTS 
IN THE: 


SAIRTS! NO 
RTS SHIRTS! 
HE SPORTS 
CHIN THE 


NO STARCH 
SHIRTS! N@ 
SPORTS SHIRISY NO STARCH 
IN THE SPQRTSWHIRTS! NO 


It’s a stiff proposition, making a message stick. That’s reader. Actually, it gets 37% more chances to sell the 
why frequency is an advertising must. You get an added _ average reader than the same ad in the other big weekly. 
measure of frequency with The Saturday Evening Post. And your Post ad page makes more calls on your better 
w This is proved by the new study of media acurtis magazine Prospects, too. # The Saturday Evening Post 
effectiveness, Ad Page Exposure. (APX The Setuediy Brening puts a lot more starch in any advertising 
measures the times a reader looks at your P@® ST" campaign, because .. . 

ad page.) # Your ad page in a single issue READERS TURN AND RETURN TO YOUR AD PAGE 
of the Post gets more than one exposure per IN THE POST-... THE HI-FREQUENCY WEEKLY! 
Note: Total Ad Page Exposures to the readers of one issue: Post—30.861.000 . . . Life—30,110,000 . . . Look—30,702,000 


THE INFLUENTIALS MAGAZINE 
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False Ads Can 
Peril Economy, 
Lefkowiiz Says 


BALTIMORE, June 7—Unless false 
and misleading advertising is 
curbed, the public will become re- 
luctant to purchase consumer 
goods, which in turn will endanger 
the entire national business econ- 
omy, Louis J. Lefkowitz, New 
York’s attorney general, told the 
Advertising Club of Baltimore last 
week. 

Mr. Lefkowitz, who is also 
chairman of the committee of con- 
sumer frauds of the National Assn. 
of Attorneys General, said the 
problem of consumer frauds is 
becoming larger and larger, caus- 
ing the public to lose confidence in 
the integrity of the market. Only 
a coordinated effort by news me- 


Why insurance advertisers put us first among 
New York evening newspapers 


Reasons for buying insurance are deeply rooted in 
family living—and in the New York market, the World- 
Telegram goes home to families with money to spend. 
(As a matter of fact, 76% of its copies are printed 
after 2:30 p.m.) In the first four months of 1960, the 
World-Telegram carried more insurance advertising 
linage than any other New York evening newspaper— 
significant evidence of the calibre of its readership. 


dia, business and civic groups to 


alert the public can restore con- 
sumer faith, he said. 

“Advertising must make of it- 
self an instrument of leadership 
in creating a climate of public 
opinion and knowledge which will 
refuse to tolerate those who make 
a farce of integrity, of honesty, 
and of our traditional sense of 
values,” Mr. Lefkowitz advised. 


s The New York attorney general 
outlined a program which his state 
is following to combat consumer 
frauds. Primary was formation of 
a committee of housewives who 
meet regularly with representa- 
tives of all media to work out 
problems of fraudulent advertising. 

This same committee conducts a 
statewide educational program to 
alert the public. Mr. Lefkowitz 
also pointed out that New York 
has just recently enacted several 
statutes to counter fraudulent 
sales. # 


Fallon Brangham Adds One 
Fallon Brangham & Moon, Los 
Angeles, has been named agency 


in 
Southern California. The freezer- 
food service retailer is headquar- 


for Regency Food Service 


tered in New York City. Plans 
call for a $100,000 advertising 
budget in Southern California over 
the next six months. Initial adver- 
tising will be tv spots. The agency 
has added Richard B. Fyhrie, for- 
merly with Kaiser Graphic Arts, 
Oakland, as an art director. 


Medici Joins Rival Packing 
Rival Packing Co., Chicago, has 
appointed Howard R. Medici Jr. 
merchandising and sales promo- 
tion manager, a new position. He 
formerly was director of market- 
ing and merchandising of Grant 
Advertising, was director of mar- 
keting of Cott Beverage Corp. and 
director of advertising and sales 
promotion of Orange Crush Co. 


McCarty Adds Pulp Maker 
McCarty Co., San Francisco, has 
been appointed agency for Puget 
Sound Pulp & Timber Co., Belling- 
ham, Wash., producer of chlorine 


| pointed a vp. He has been with the 
dioxide bleached softwood sulfite | agency since 1953. 


pulp. Copy emphasis will be di-| 
rected at product qualities, and a 
series of two-color bleed pages is 
schedtled in major paper industry 
publications. 


Fitzgerald Names Davis, Pih 

Fitzgerald Advertising Agency, 
New Orleans, has named Abbott 
Davis broadcast media director and 
Peter Pih manager of media re-| 
search. Mr. Davis was with Len-| 
nen & Newell, New York, before | 
joining Fitzgerald. Mr. Pih has! 
been a member of Leo Burnett Co. 
for the past three years. 


Stern, Walters Names Wahl 
Fred Wahl, former art director 
at Aubrey, Finlay, Marley & Hodg- 


Now ts the tume to come to the aad of your Party! 


DON'T PASS THE BUCK-— 


GIVE YOUR BUCKS 


son, Chicago, has been appointed | ap ieee 

art director of Stern, Walters & OIG DOWN... DIG IN... ‘gs 

Simmons, Chicago. @ ite wo See VOTE! a 
SPONSOR 


Caples Names Koenig a VP 

George Koenig, account execu-| 
tive and creative head of Caples 
Co., Los Angeles, has been ap- 


BuCKS—Ads during early part of 
Advertising Council campaign will 
| urge contributions to political 


| . 
parties. 
| 


Ad Council's 4-Month 
Political Participation 
Push Gets Under Way 


WAsHINGTON, June 8—The Aji- 
vertising Council is cooperating 
with the American Heritage Foun- 
dation in a four-month drive to 
increase political participation in 
connection with the 1960 elections. 

Objectives are to increase regis- 
trations and voting; to get more 
contributions for campaign funds 
and to stimulate personal activity 
on behalf of candidates. 

A volunteer task force of ad- 
|vertising writers and artists of 
Foote, Cone & Belding, New York, 
has prepared newspaper and mag- 
azine ads, radio musical spots, tv 
films, car cards and posters. 

All advertising space and time 
will be contributed. Allan M. Wil- 
son, vp of the council, forecast 


Want a voice in the people's choice’ 


DON'T PASS THE BUCK-— 


VOTE! 


saoem-e2"- VOTE! 


SPONSOR 


AND BALLOTS—As election day draws 
near, the Advertising Council 


Among New York's evening newspapers, 
the World-Telegram is: 


¢ First in Retail Advertising 

* First in General Advertising 

¢ First in Total Display Advertising 
¢ First in Total Advertising 


The advertiser's choice in the 
evening field! 


drive will concentrate on getting 
out the vote. 


that advertisers and media this 
year would top their own record 
of 1956, when they provided space 
and time worth at least $12,000,- 
000. 


= In the early phase of the cam- 
paign (June to mid-September) 
ads will urge: “Don’t pass the 
buck—give your bucks to the par- 


New York's gua/ity evening newspaper 


New York World-Ielegram 


The Sun 
A SCRIPPS-HOWARD NEWSPAPER 


126 Barclay Street, New York 16, N. Y. « BArclay 7-3211 © Or Scripps-Howard Genera/ Advertising Offices: 
230 Park Avenue, N. Y.C. » Chicago « San Francisco * Los Angeles » Detroit * Cincinnati * Philadelphia * Dallas 


ty of your choice.” Later the mes- 
sage will say: “Don’t pass the 
buck—vote!” 

The chairmen of the Republican 
and Democratic parties have en- 
dorsed the advertising program. # 


Destelle Joins Franz 

Thomas Destelle has joined Alex 
T. Franz Inc., Chicago, as copy 
chief. Mr. Destelle was formerly 
with Herbert Baker Advertising. 
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Westerners who sell with Sunset 


Overlooking “Hillsdale,” Bohannon-buil 


~~ 
tore 


t community on San Francisco Peninsula. 


MR. BOHANNON CREATES COMMUNITIES FOR WESTERN LIVING 


“Builder” is too restrictive a term to describe 
David Bohannon. He is a creator of communities. 
His unique subdivisions and shopping centers 
have introduced a new kind of living to hundreds 
of thousands of Northern Californians. The sub- 
urban “villages” he has built would represent a 
market value of nearly a quarter billion dollars — 
and still more are on the drawing boards. 


Sunset ideas have been incorporated in Bohannon 
homes since the beginning. “Sunset, more than 
any other magazine,” he says, “has stimulated 
good Western home design and intelligent treat- 
ment of building sites.”” He and many other leading 
developers in the West and Hawaii, who have 
set a national pace in community planning, look 
to Sunset for guidance on what Western families 
need and want in their homes. 


“Sunset’s influence,” says Mr. Bohannon, “begins 
with the architect’s drawing board and extends to 
decoration and furnishings.’’ Bohannon homes are 
equipped with products and appliances “‘as adver- 
tised in Sunset,” because he considers that the 
hallmark of acceptability to Western buyers. 


THE 


Sunset obviously didn’t invent Western Living, as 
Mr. Bohannon says it did. But Sunset has so dedi- 
cated itself to helping people enjoy Western Liv- 
ing—in homes, gardens, cooking and travel — that 
it has become a gospel-book to 2,000,000 of the 
most discriminating, influential people in the 
region. “We read about it in Sunset” is reason 
enough for these Westerners to take action. 


If you have a mind for statistics, here are some 
bench-marks: 92.4% of Sunset’s families own their 
own homes. 18% build or buy new homes each 
year. 47% own a second home or property. Over 
20% of them remodel their homes each year. 
Where there is so much pride in the home, there 
is an eager acceptance of all the things that make 
living more enjoyable. 


So, if you want the best customers in the West 
and Hawaii, place your advertising in Sunset. If 
you market in only part of the region, use one or 
more of Sunset’s three separate zone editions. 
When you do, you’ll get action. As Dave Bohannon 
says, “Advertisers couldn’t have a more desirable 
audience for their products than Sunset readers.”’ 


MAGAZINE OF WESTERN LIVING 


(in the Sunset tradition ) 


David Bohannon and Project Manager Earl Seaman 
go over plans for their next big venture, a 1600-acre 
subdivision and shopping center at Sacramento, Calij. 


LANE MAGAZINE COMPANY, MENLO PARK, CALIFORN'4 


" i: ek ie kee See ey a - ae i, Ng ee ee Lo ee eer ia oe S@ seer act 2 ae edits ay. ie " i ae i.) 
me en ‘ee ang a ‘ E Bees Ea oe Deeks Pye See. ae ere 5 es Mert, et ie ere n= a 5 be chy ee — 
a a eo ee ee Nas | oe ae Wrest & a1 are oy ee Seas cs igeeeee we 5s 7 eee 5 ae eg si aps Bowes si he 
ih “Te bs aan sk pet cena ss a ala cae F : : = MEE. eae eerie Tam j te “9 4, . PF yg a icy 

ot salen i gl ASE ealm act ea iim aE i : ; z a Aas a a sa Br: faire Lp eae age oo sia Cane a si 
‘ Ps i eS ae Fy ra me eee ag " Wate, aan bool ae me Pee Sade eee ean err eS aie Gi: ‘ 
sae a, CS SRNR bg oe oe) ie a : : Tyee «cE os ct a So oe i aD PR ON re yee BB es at “ee TY 
wi ‘ é # : 7 Sale ee 
cies z . ? . : : * ae 
re ee ; Sinn Pde 
eo eal 
fo 2 
i ie 2 Sins 
i > oe 
; “ . 3 
3 s ‘ 
y < vier sin 
ae : Laer 
ss ee vg : A ame 
Poe : ae € a ce 
2 ee ; * itn. “Segoe 
=e ee ue b Saaeee 
ae cd it to ae ag 
(3 ealecael rel (Ogee 
a = — Fa aa ine: anes 
iia « i Pe ee 
rae a : er . ity oa i 
sd se a ee Sa 
ae : . * ead aay ae ee yea 
us: ax pa = See a ee 
ae boat ae oe sk a 
~ ‘ai es BS Noclana! 
bee Rees ee we oes 
glient Ps Se Be pe 5 ee 
(inh a 2 eT ee. 
er ‘ ee He: oS 
ae is ibe cee 3 Weenie 
in a _ motes Lo 
et est Se a aa Ret ete 
po tin ee ky tae te of tor 
anne! j . eee ae ‘| une Gl 
aun Fete ES Mien Bon . ih ESS « eae : Mperntae 
Papen: . os Mi use : 
age 2 é in a ‘tangs : cahetii 
ees ay 4 = " 7 *” oe 7 aga 
: —- sit yd te ee ter Po la, ere Be ee : a + ae oat 
alee Sh. teat deg: >) Fj ot RR E ate da as 
: ae eh ee OY. Le Es - e 4 Pane. gy a tl a ad ‘ eh ee . ’ : 
ss Fete aE ES. sy rook =e 2. a8 ee tee — eal Ss ‘ ee ig ox Nae : : 
+ a a « (Roe... neta i al - 6 fo am oy % Ja . poet aha RP al i aa 
fe a : et. 20 Dig ~ ae « st er ge er | aor ns i Fae ~ oem SE a : a 
ly ts s “ae panei o _ : ; F yao i Cite wey” s, ok ™. wes ae va pl = - rei 
a s m ' . ‘ - - ‘ 3 ek ; ‘ hs <a oes o ere po ek tee eee ened ieee a : } 
a te, 7 ee er aes oe = s i eh af : ee - “ a i. oa 
ae: : Le pee a - a eS ‘ 5 oe maa Pets i aes PO baie Ss 
epee Bey oo te C29 eee rT; ~~ aa... x = ‘ = ie be at ‘ Rie i ea ee ee re oe 
ac” 2 _ nef | , tm be ; r eh f : ‘ie aaa i 7 a S aT TT ie 2 eee - date: Tako i ig Te eM a. Lom wees - 
rene ’ : : - = : ’ 
wears ce oP eee C vin Se ee ; ae See oe AD ate LoS om oe, eS ee ey 
ibe ~ 2 f ~L en 7 ae i ; e - tet , perl, ree eS . 5 , Bes 
: ie teed doen: * et —— =—t—‘<i—‘CS~ Be. ese | St =. aa fo pM 
ae. 4%, ane ll ~ {mig ee or . __ er ; ; me 3 ' ae ie ee et S a a ~ 
yh : Fa ae ao ' aT | a a — eee r . 2 z Sane emake i eee ee a a ‘ Cy © il 
cs ~ e. se TR et py Sn _— ‘ 5 Sates ae ta . eta = : o2) 
i Gg re — Kh eee ae pee os 
TI he ni e oN : aa 3 oy. «a 
py PEN, ‘ a 4 mg _ ~ ‘a J ia : Eid ay! ne ead . 4 i , 
i ’ Pe te Fe _- vor . | Bre Pee id bi. Rap eS oe yy 2 5 , ™ ie 
i ~~ oo ie BH. * -” — — sal mp: a ors pata = oe <> Senet ets “ ° is eo" * shy we ee 
ee oe ea : ’ rh to \ ei em BA. Si gee Bean li 3 7 . ; * pt ie 
ee ae ory ps) ys roe P > ae ee. nt a Fs ay ahh , es > Ms tn Ss “ . ee ae a ae a 
Cn tee, OR ee ae oe i. hea eo . . SLL av fae oy ail 
oe a eS, . ae ier *. % ote . rr. "i Pe: ; ee 3 ’ : a eee apie Sa * ~+—aaebe = * Rend ° Sa Se ue, 
eee wa a a oe . PS | ; as: of 7 Nee ie 
: ae +e? os Nv ial ~ ” : " 4 - jor * Aes a, ae ae a —) 1 Spd See genoa aero ta. Muay ay . . on Tig epee 
hiss ae oTs pee Le £E a $ = Cen a ees ee ; Sao. ag Pa Getafe ft a ' ' ee at ggg — i 4 Bete eto 
ae od , ae oo Bese fn ag? ea i 4 2 Sheet cree rs ae he ee ao: eee ba i ni 
- Bs ee, at ie = cay 337 ~~ a. ig ana sh, aie oe Wt mee ; sO ates iio Be ae n } a ») 
ree e eee, SE a i hee. Saal 
I ve ; ntl ae, oat $F He dg . aan fy ros aes aera! - ye ee - oe aa ; 3! Protoss BRE > Fe ae be 2s eee: eh eae > ae - . : “gray 
ee biseh oe, | Ase 7 ~ i i | je care cae x Be ee pps so. ies nae I, hE erg oe ar eae 
a aes wee ‘ oe ee C8 Ate ABE» ee ee I oe a peas: aia + 89 eee 
ne. x = oe 2 Ree ¥ RM se ih Sah bata . 2 Spiel SR t me pepe ai a eae es Ee Be. re fH “ = ee ss 
eee ee ae sak — ee i : -§ a ie 5 Bite = iid Si ee £ cise a wks Re ' pa Se 7 ; oa , ‘2m a: 
ee es A . ie he d é de ; Seco SOO agi cy eS a shih ~~ in nf fy Bf a. f 
ee es: Srl Weal sit a | eee areet Cc, ee ars ve pet aa ee é A pg ST aie ea " — + é ee 3 
age Fae : TSG — Eo o # “ oe Be RNG it cr a Re) ca Se . and ie a7 pm = Vale sae : ‘ a > 
he ahha, ae me so 2 pees i CEN tome a2 f : if +. a. ie seule 2 ol Oe y 
Ae — as ; , ee en — 7 re : - ‘ ay aa | t< aves ba ? ren . 
-- E a al sone x fo 4 vi 
ie aE? =a _ — he = a a i le lll Ld : 
4 a ee. ee Pe a : ae - = 4 as ¢ 
————— . 2 Sgaeites aa x 3 pony ies “7 ig ee = : a) 
*s sts it kh oie ers . ae ies Mee re) ee te Renee iit Bede ae wk ae : + ; ‘ soe 
: ITI Soele iE emt) ae = Oat a > of SE. ll aS: aa ; eh Oa ais es Sig) af al i —o pate — €s : iehe 
a he 5 eae pg PO ne tA tee ‘4 ea “a ic at oe: ‘ . ae at eee aw ee ee rs fe eee ais aes. ng = Petr ee 
sp Ras Misty eee (Sere ee eee... YE eR 88, (coe bb —_ ie.) . . ahs 
7 OT rt eee a m3 sth, aS aa _ ge Saree Sei ore erage ; os a eRe 
° bea ream. “a Ot a Mapes SO eee er en ae eee he Bese yi estes. osc eee ¥ “ad “M cr ee oa + , “0s ae 
So ce y ee SS ph wei " : mie S 8 ~ s see eo cS aie ea ea Pood iaae j rag, a ee i. ae ‘ ane @ “See < Soe ki - of arn 
a Pe ae I ee a ee a. - 
ol ee ee ee — ee ots | ee ec pita Sele a ae ie aa Sore ee ge t et eae Br ae ey a4 ' 
BN ir, 1 9 nh SO ate | yates “ a $e sae | ‘ eine tee ge ie - a ee aed weeiar “ i . é F a ¥ ee aia a Bins } eam lek 
a a : 4 ieee is ae 1 ie ee i Cen DSP apg Mme yo nad Es i AER re i « SM eRe $ ‘peer 1 Saleen ac eer 
es ‘si aed Reeve ; ee —— Eclipse Ne age ie 2, —— = ‘ Ee ae Be 
a! pie, hg . : 4 ; ae ee es F —. & . i ade at Se : rea ieppetoce ake an eg Sr agape’ Tae gt 5 
ee ee OR een A ea ed ge . ae eee werd, 7201 i eee te ; Peek ha ie Ze eee Bers) re —<- ee 
Ree | , aaeret ae alain 5 aa ae Ps ' Ee. 4, E ‘ . a cael es . : “So eels 2 j PVE AIS) agate ha! ROS Gath eau I 
ae “ae ee Oi = Re ee aan eT aes al | oo ate eae Doe Se; Bg oe Res Raa eee eof . See ees a ae 
an aa oe, ee - «jaar oe ee se ; ie apes A Sone ee sg oe ee (ri 
io —sashey . we a oe ee SS a —— ete So See eC ARR or ns 3 (pen SE eae mas ee ee ie — “ABS es ; Ree 
: Lay ee RS ; Bien) ty ee aes ae . eet SES: Bec) ete jae eens Res pala ean oS Wee 5 “Ra Bed eee 
ran < oe fe be ; oj ee Be ae a ‘eek a” a any aoe b. Fie a oes e oo eae oe ee a ae ‘ * ‘ eS) 
‘ the 7 :* hs ae ea ~d ee i LNB a, rah: aye 1 ST SP fees st Peas sist $ ay 4 toned ‘ re cae ae a | ‘alte 
z ‘ te? yeh vaits eee z 2 ‘ ae, ee was E re ree ener Bas rs Sie Se sp ry he Sgr ere 
foe Ll ' _ pa ° “ } - ee ats : e v > 7 ee AE a one i a Tinie ttl oe 4 Nas ge oe ees Soa a a ee ae 7 ie 
Pe | j 065 eae ose - _ yh ™ : t [ms . eles a Sei hic. ee RRS = joie oe on aa te =e i est) os ae < ° * Lense totes is a gg a sy ny ie 
“oleae } ¥ ) ee - er aMaty et yt TR on Os eae aa ills Cre 2 Man ee a se tS oa cae eee ik i we fi keds SAS et 4 
a a : } & of is Moy gk SS) Se Ee a i a) th ela Wy gees - Pk : of ro Sr teh tt. 
aoe i : i fa Cy at be Se oe et joe ; Re F OLE TR aS em ee ee oo = BE * oe Ss Sp. a. — 
Se ~ aioe , . j . ¢ Patligc tS agen Renee Tet, ca ees cia Tek Me one eae Oe pe § soa 1 ee Soy omer “jou ; a3 
vig ae ES n> «gees Fee: ; 5 pO, Par ee co es ye ea arene “ce ee Eirias ee ———- a ae . ¢ 5 R . Se 
pe oe Se ME on eee Se pgp rie , ee Ww A — SET Sea ra ps ay Sa ret oii a a ee ee i pheerlg - 5 t ee t -_ mS eee. 
BSE De a ee Se a Py oe eet The ee | rr Be sala bi can ee a cee is ta a ie hn a fries oid ue t 2 ae ee Rae 
ee ee Bea ae Th Rempatieee te oS: oe oie [yaks SRR nc eens meee. 4 De Oe eaies ager’ ee tea ae i a a | | RRR mae 
Peo Bes SR NE Sap ere : — a We aE ates : Ss RS. eo ee pilose: 18 otek Bae ‘ eee mal Briel abs i 8 Mm ee nid. ee. 
3 ~ re : De EE ae) Ne NS ee sad 
a re eS ee Sen Ge ene ae : 
ae ae 
Cra 
sti =" jae ‘ 
oie ee ess 
a | igre 
pas a es _ 
i 
fae 
\ ‘We my . , 
i ae BE ma # * 
oe re Re ee ae Se 
1 tah ll el rr id aes 
3 Rene TEES Eas ote a . 
SSS i cea ale At ie et 
ae i “ae 2 ee “ ee ay ee “s oars “ : ae 
“4 SAMS oy ly a ’ “y : + * Sat, 
i fj - nee PME rie 5 ip elle ae tr au ee ee e+ ia 7 ee 
: UO ale Ae eee ae i ane is, om ty a 
ke i sbi Ne ara mee ah anne a ee a 
penser | ; oe: ne : Ny 
ys | : acct Pere TY ime ; ae 
Seer } el. . er ee ets des > nee 
fs ste j i> ae eens : ma > 4 . ate i care 
an ch | r By , Ce —— noe we aa ‘ ; +S Age 
Eres | Sofie re eee a - wee 5 ee Seco a ee 
Hayl ma — WER i ’ Sen ph ie cs aa eal 
4 ra ee ‘ae se eee ees PAP Seagen 
ie 1s Ee Te a ‘ ere ais: 
wae oe ee Soret EERE aye ae ee oes uae | Be es oes 
i P be i MR a a ies My AN i i oo 2 el oe 
ea ch ace Cerne 5 Ca, awe” Me RRR, ACS, a a z 
‘ E ri * Be se Te ek ~, a = Pe A 
ts es : vi. 6 a eee he “ected ot Pe % 
ze my poe ae a 
= at ths a ask en Re 2) i ria ve 
ree Cee STN oA Beat ee ee a 8, 
2h ie as i Eo Une erie tee sips can eat t\ ; eee. a 
ares f ris ed oy Se cet ohne a % ig en eae ee ie 
aceon e DEO ii an pa ee, a 
—— : a . 
i : an ane ent e 
ays «3 ~~. ee 
5 : “a ; 
is at 7 © B ; : 
7 _ | 6 | 
: « Z ‘ pa Byiiee 
e .* — as 
= oes 
Se x 
QY gs 
a ‘ei 
i ei 
fy . tail 4 ’ 
ee re : y ‘ 
ne i ae No ee eee heeeaumnrall (iii ee eet 44 : VS i ; : ; : : : : 


10 


Franchises Stimulate Competition, 
Say Mattress Makers Hit by U.S. 


Cuicaco, June 
Co., one of four important licen- 
sors of mattress trademarks which 
were sued last week by the De- 
partment of Justice for alleged 
anti-trust law violations (AA, 
June 6), this week announced that 
it will “vigorously uphold and de- 
fend the legality of the Spring-Air 
franchises.” 

Spring-Air contended that the 


government complains of the very | 


provisions in the franchises which 
stimulate competition in the mat- 
tress industry by enabling rela- 
tively small manufacturers to 
make and sell nationally adver- 
tised Spring-Air brands without 
being obliged to pay for national 
advertising they do not use and 
could not otherwise economically 


9—Spring-Air 


cal small businesses throughout 
the country to manufacture and 
|sell its products under its brand 
name. In this way, we have been 
able to merchandise and exploit to 
the fullest extent our nationally 
recognized trademark, and to pro- 
| vide vigorous and continuing com- 
|petition to the giant individual 
corporations in the bedding indus- 
try. 

“At the same time,” Mr. Singer 
|said, “‘we have contributed to the 
{opportunity for small businesses 
|to participate in the advantages 
|of the use of this trade name. Any 
|change in this program would be, 
|in essence, a direct blow at thou- 
\sands of small businesses. To up- 
hold the government’s contentions 
|would be to give preferential 


Bowler Clayton 


OFFICERS—F red G. Johnston Jr., Construction Digest, 
has been elected president of the Associated Con- 
struction Publications. James Clayton, Rocky Moun- 
tain Construction, Denver, was elected Ist vp; Ken- 
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Metzger Johnston 


vp; Gordon L. Anderson, Construction Bulletin, Min- 
neapolis, secretary-treasurer, and John D. Bowler 
Jr., Southwest Builder & Contractor, Los Angeles, 
director. Ray Metzger, Construction News, Little 


afford. treatment to the individual cor- 
The company pointed out that | porations.” 
the mattress manufacturers who 
have Spring-Air franchises 
independent local companies, and| AGE that there would be no cut- 
that each of them owns and uses|back in its national advertising 
brand names of its own in addition | program as a result of the consent 
to trademarks which are licensed | decree, which bans Restonic from 
from Spring-Air. The company | mentioning price in its national ad- 
said sits franchise assures each | vertising. 
plant of its right to continue this| “We don’t know if the consent 
part of its business without re-|decree will handicap us or not,” 
striction. |Restonic said. “We will just have 
The Justice Department has|to wait and see how things de- 
known the terms of Spring-Air | velop. We agreed to the judgment 
franchise agreements since March,| because we felt that we could 
1957, when there was a grand jury operate under it, but we want to 
investigation which did not result |make it clear that by signing the 
in an indictment, Spring-Air said.| decree, we are admitting to no 
violations of any laws.” 
s “It seems unjust for the re- Although Restonic declined to 
sources and power of the national |discuss advertising expenditures, 
government to be used against a |Mmeasured media sources disclosed 
method of doing business which | that Restonic invested $74,187 last 
helps small businesses to compete year in national ads, $42,550 in 
in a market strongly influenced by Magazines and $31,637 in news- 
national brands and large nation- Papers. 
wide corporations,” Spring-Air 
said. “We will certainly defend|® Price advertising in national 
ourselves and endeavor to estab- | ads was described as an “absolute 
lish that it is not illegal for small |™must” by industry sources. “Can’t 
companies to use franchises with you picture our company running 
territorial limits in resisting fur- an ad in the same magazine or 
ther concentration in the bedding newspaper with Simmons Co., 
industry.” with the Simmons ad highlighting 
Carl N. Singer, exec vp of Sealy | prices and our ad completely ig- 
Inc., also named in the suit, noring prices,” the company said. 
charged this week that the Justice Another source predicted that if 
Department’s suits against mem- the courts rule that prices may not 
bers of the bedding industry be used in national advertising for 
“strike at the very heart of the Serta, Sealy and Spring-Air, the 
great variety of franchise oper-|Ccompanies may drastically slash 
ations in the U.S.” their national ad budgets. Local 
In addition to Spring-Air and advertising (done by member 
Sealy, suits were filed against Companies) presumably is not a 
Serta Associates and Restonic factor in the anti-trust action. 
Corp. Restonic agreed to a consent, Serta reportedly invested about 
decree which prohibits it from | $300,000 in national ads in 1959, 
using prices in its national ad-| With an additional $2,500,000 being 
vertising, and from establishing | invested by Serta members in 
exclusive sales territories for its local media. It was estimated that 
member companies. Sealy spent some $1,500,000 in na- 
Mr. Singer said the suit “has tional media last year, plus an 


far wider implications than simply |¢stimated $2,500,000 by Sealy mem- 


in its present form as a_ suit|bers in local advertising. Spring- 
against certain policies 
manufacture and sale of bedding | national ads last year, with no es- 
by licensee arrangement. 
intends to defend this case vigor- ing. + 
ously to a conclusion,” he said. 


A&W Root Beer to Meltzer 
s The Sealy executive pointed out 
that several years ago, the Federal j.. and its two subsidiaries, A&W 
Trade Commission ‘ ; 
Sealy and dismissed a charge of Gy have appointed Richard N. 
anti-trust implication. ; 


designed not to restrain competi- 


promote it, we believe Sealy’s 


beer stands across 


cism,” Mr. Singer said. “It is our 
firm belief that the owner of a Glass 
trademark has a lawful right to’ 
promote his own brand name, 
forcefully and adroitly. This is the 
real issue in this case, and it is the 
principal reason that we feel con- 
fident the courts will uphold our|ed Stone-Cooper Inc., New York 
stand. 


distributes 
units for frosting glasses, 


Stone-Cooper Adds One 


are|® Restonic Corp. told ADVERTISING 


in the Air invested about $150,000 in 


Sealy timate available for local advertis- 


A&W Root Beer Co., Los Ange- 
investigated products Corp. and Frosty Glass 


+s ; |Meltzer Advertising, Los Angeles, 
Because our actual operation is | +. handle its advertising. The par- 


: h tee ent company is a franchise organ- 
tion, but rather to aggressively ization which operates 2,200 root 


“i the nation. 
program does not warrant criti- agw Products markets a unit for 


powering rotating signs and Frosty 
self-contained 


Youngs Rubber Co. has appoint- 


\for a national campaign on Atha- 
“Sealy has operated successfully Spray, a new aerosol medication 


neth O. Dinsmore, Constuction, Arlington, Va., 2nd 


Rock, is the outgoing president. 


Anderson Dinsmore 


as some of the things a “disturb- 
ingly high number of top agency 
and advertising people are saying 
about radio”: 

e Radio stations are all alike. The 
only difference is the physical 
difference of power, frequency, 
tower height, etc. 

e Tonnage is the answer; buy by 
numbers. 

e All stations cut rate; even the 
best client will say to an agency: 
“You’re not buying by the card, 
are you?” 

e Radio used to be a major medi- 
um; now it’s a supplementary 
medium. 

e Radio is a subliminal medium; 
even the commercials fade into the 
background. 

e If you can’t afford to buy 50 or 
more spots a week, you might as 
well stay out of radio. 


Clean Up ‘Unholy 
Mess, Matthews 
Urges Radio Men 


Bad Rate Situation 
Brings Agency Woes, 
Burnett Exec Says 


New York, June 9—Another 
agency voice has joined the chorus 
of pleas for stabilized radio rates. 

Leonard Matthews, marketing 
vp of Leo Burnett Co., Chicago, 
called on the Quality Radio Group 
stations to take the lead in clean- 
ing up the “unholy mess” that 
exists in radio today due to a 
confusion of local, regional, na- 
tional and co-op schedules, mixed 
with brokerage deals and the cut- 
rate activities of traveling buyers. 

Mr. Matthews left the impres- 
sion that he was preaching mainly 
to broadcasters not in the room, 
but he asked these high-power, 
old-line station operators to as- 
sume leadership in an industry 
cleanup drive. 

The Burnett executive was a 
featured speaker at a two-day 
program and promotion clinic held 
here this week by the 19 members 
of the Quality Radio Group, which 
is headed by Ward L. Quaal, vp 
and general manager of WGN, 


# Mr. Matthews said these obser- 
vations are not generally true, but 
that “we all know stations that 
qualify for these indictments.” 

To improve their standing with 
listeners, the agency man advised 
stations to tailor their fare to the 
community and give it a “good 
mixture of what the people want 
to hear and what they should 
hear.” He said the medium was in 
danger of becoming a potpourri of 
entertainment, news and commer- 
cials, so blended that it hides the 
impact of all, including the com- 
mercials. 


Agencies and advertisers, Mr. 


major advertising agencies “don’t 
want to get into a dogfight,” but 
that they never know if they are 
buying radio at the best rate for 
the client. This means, he con- 
tinued, that agencies that abhor 
the practice find themselves forced 
into “price squeezing” to protect 
themselves from competing agen- 
cies that go to the client with 
plans for getting radio more 
cheaply than his current agency. 

He complained of a growing 
volume of time brokerage buys in 
radio co-op, with the practice 
spreading to television as well. He 
urged the Quality stations, “as 
leaders, not to accept brokerage 
under the guise of legitimate co- 
op.” 

Mr. Matthews’ suggested medi- 
cine for what ails spot radio rates: 
A single rate if possible; if not 
possible, fair and rigid standards 
for rate differentials. 


said the big advertisers have 
sometimes insisted on being 
squeezed into much-sought-after 
time periods, with the assumption 
being that they would have such 
a heavy schedule that only the 
little advertiser would be hurt. 


= Kevin Sweeney, Radio Adver- 
tising Bureau’s president, had an 
easy job convincing the Tuesday 
luncheon meeting about the vital- 
ity of radio. To emphasize the 
medium’s selling power, Mr. 
Sweeney pointed to two surveys. 
Preliminary results of a study by 
R. H. Bruskin Associates show 
that seven out of ten people said 
that they would turn on their 
radio set or call a radio station to 
substantiate rumors of an enemy 
attack, he said. 

The second survey Mr. Sweeney 
referred to is a year-long test 
being conducted by RAB in Cleve- 

The agency executive said na-|/and to measure the day-by-day 
tional agencies are getting a tot | impact of all money spent in 
of pressure from some clients as a|Media by the Higbee Co., a large 
result of the ever present rate|epartment store. Although Hig- 
problem. bee has been advertising in news- 


papers for the past 90 years of its 
# Mr. Matthews advised radio to|100-year history, radio has been 


be increasingly concerned about | able to match newspapers in im- 
the kind of image it has today|pact during the less than nine 


? 


for several decades under a pro- for athleve’s foot. Magazines, news- | among a great many advertising| months it has been used, the RAB 


gram involving franchising of lo-| papers and radio will be used. 


and agency people. He listed these | head said. # 


Chicago. Matthews said, must share the 
blame for the tendency to disre- 
es Mr. Matthews said that the| gard commercial standards. He) 
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Users of Business 
Papers Must Demand 
Audits, Beard Says 


New York, June 8—Associated 
Business Publications today com- 
mented that the recent Assn. of 
National Advertisers survey of un- 
audited business papers shows the 
need for advertiser demand for 
audit statements at the space buy- 
ing level. 

The survey (AA, June 6) shows 
61% of the publications didn’t reply 
to the survey made by an impor- 
tant segment of their customers; 
32% of those responding asserted 
an audit statement is not worth 
the time and cost; 31% reported 
that a sworn statement, post of- 
fice receipt or CPA audit is good 
enough. 


s William K. Beard, ABP pres- 
ident, commented that these fig- 
ures show a “couldn’t care less” 
attitude on the part of the un- 
audited publications. He went on 
to say that “the expressed desire 
for audits on the part of advertis- 
er organizations will not have the 
desired effect unless it is backed 
up by a demand for audits on the 
part of firing-line people who ac- 
tually place business paper ad- 
vertising space.” 

(For another expression on the 
ANA survey, see editorial on Page 
18.) 


ABP ISSUES NEW 
‘RESEARCH CHECK-POINTS 


New York, June 8—Associated 
Business Publications, through its 
publishing management commit- 
tee, has issued “Check-Points for 
Sound Advertising & Marketing 
Research.” 

These proposals have been sent 
to member publishers for test use. 
They are based on ARF and IARI 
data. 

ABP publishers have been asked 
to use the form in presenting their 
research, and to publicize their 
use of the form and report results 
to ABP headquarters. The form 
provides for data and information 
about techniques, presentation and 
interpretation of any study. The 
form is available to other business 
paper publishers. 

Members of the committee are 
Angelo R. Venezian, McGraw- 
Hill Publishing Co.; Arthur J. 
Bamford Jr., Bakers Weekly; John 
W. Hartman, Sales Management; 
Charles H. Hashagen, Lebhar- 
Friedman Publications; James H. 
Moore Jr., Moore Publishing Co.; 
Archer W. P. Trench, American 
Metal Market, and D. Bradford 
Wilkin, Progressive Architecture. + 


Zakin Adds Elko 

Elko Textile Co., New York, has 
appointed Zakin Co., New York, 
to handle its advertising. 
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BALTIMORE § 


IS AN 
VENIN 


PAPER 
MARKET 


---AND THE BALTIMORE NEWS-POST ITS 
LEADING EVENING NEWSPAPER! 


Baltimore merchants know this! That’s why 
they put practically all their advertising dollars 
“on the line”—in the evening newspapers! 


’ Baltimore Is An Evening Paper Market 

Evening newspaper circulation represents 
97% of all occupied dwelling units in the A. B. C. 
City Zone. And of these, The Baltimore News-Post 
delivers the most. 


When you advertise in the News-Post, you’re 
reaching the market you want to reach—the Big 
Market, the Buying Market, the Evening Paper 
Market! 


The Fresh Point of View 


The Baltimore News-Post is the biggest selling 
evening newspaper in the Baltimore area. It gives 
its readers the most complete, up-to-the-minute 
news coverage—it analyzes the news in depth—it 
provides entertaining and informative features 


for every member of the family—and, it’s famous 
for its modern, “fresh point of view”! 


Call in Your Hearst Advertising 
Service Representative 


Plan now to present your product to the Bal- 
timore buying public when it’s most receptive to 
your message — in the pages of The Baltimore 
News-Post. 


WEWS-POST CAPTURES” 
3 “FIRSTS” IN 
BETTER NEWSPAPER 
CONTEST! 


In the 1960 Maryland 
Press State-wide competi- 
tion, the News-Post won 
first place awards in Editor- 
ials, News Photography and 
Typography, and placed sec- 


LOCAL ADVERTISERS 
PUT THEIR MONEY IN 
THE EVENING PAPERS 
Media Records Prove tt: 
The two Evenings Papers 

carry 85% of the Daily Re- 

tail Advertising. 


——SS——_—_s 


ews-Post 
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CBS-TV Returns to | 
Giveaway Arena with 
New ‘Video Village’ | 


New York, June 8—CBS-TV| 
may have been playing the wait- 
ing game. 

The network, which announced 
in the wake of last fall’s tv quiz 
scandal that it was scrubbing its 
schedule of all lavish giveaway 
game shows, appeared today to be 
making a timid re-entry into this 
type of programming. CBS will 
add a new game series, “Video 
Village,” in the weekday 10:30 
a.m., EDT, time period, starting 
July 11. 

The new show is being produced 
by Merrill Heatter and Bob Quig- 
ley. Mr. Heatter was producer of 
“Top Dollar,” a quiz show dropped 
by CBS during its housecleaning 
last October. 


e® CBS has been dominating the 
afternoon scene with its block of 
soap operas. Its “Edge of Night” 
garnered the highest rating of any 
daytime series, 9.9, according to 
Nielsen’s average audience ratings 
for the two weeks ended May 8. 
Next in line was its “Guiding 
Light,” with an 8.8, followed by 
“As the World Turns,” with an 
8.5. 

The morning segment, however, 
presents an entirely different pic- 
ture. NBC here has been winning 
in the Nielsen ratings with its list 
of game shows, including “Play 
Your Hunch,” “Price Is Right” and 
“Concentration.” CBS obviously 
hopes to get a better early start in 
the ratings race by pitting its new 
game show against “Play Your 
Hunch.” 


s Although CBS seems to. be 
bending slightly away from its 
aversion to giveaway shows, Frank 
Stanton, president of CBS, told 
ADVERTISING AGE that the new 
show represents “no change in 
policy.” Mr. Stanton was not fa- 
miliar with the format of the 
show, but, he said, “It must be 
within our policy, with the money 
prizes being small enough and the 
merchandise prizes paid for by 
us.” 

Michael Dann, vp in charge of 
network programs in New York, 
said that the show would conform 
with network policy. The prizes, 
which, he described as “nominal,” 
could amount to “several hundred 
dollars.” Merchandise will include 
such things as appliances, cameras, 
and sporting goods. 


= “Video Village,” which seems to 
be a tv version of such familiar 
old games as Monopoly or Finance, 
utilizes its studio village setting as 
a giant game board. Two contest- 
ants compete for prizes by alter- 
nately spinning a dice cage and 
advancing a number of squares 
which correspond to the number 
shown on the dice. 

The squares offer prizes and 
setbacks. First player to reach the 
end of the “‘village’”’ wins the game 
and vies against a new opponent..- 
Jack Narz, formerly of “Top Dol- 
lar,” will serve as host of the new 
show. 

“Video Village” will replace “On 
the Go,” a human interest inter- 
view show. Two other new shows, 
both dramatic series, will be addea 
to the CBS daytime lineup this 
summer. 


s “Full Circle” will replace “For 
Better or Worse” in the 2 p.m., 
EDT, time slot, starting June 27 
from Hollywood. “Far Horizons” 
(tenative title), another new Hol- 
lywood production, will begin 
broadcasting in the 11:30 a.m. time 
period, starting July 11. On that 
date, “December Bride’ will shift 
from its current 11:30 spot to 10 
a.m., replacing “Red Rowe.” No 
sponsors have been signed yet for 


CONTEST WINNERS—These two young stalwarts are the top winners 

in the annual competition for creative writing and poster art in the 

San Francisco public and parochial schools sponsored by the San 

Francisco Advertising Club: Jim Castillo, 17 (right), Continuation 

high school, won the $75 first award for poster art and Stephen 

Yotter, 17, Abraham Lincoln high school, won the $75 first award 
for creative writing. 


Carnation, Toni, Crisco, 
Pall Mall, Revion, Colgate, 
Playtex Among Leaders 


Cuicaco, June 9—Of the 100 
product categories listed in the 
1960 Consolidated Consumer Anal- 
ysis, 11 brands led in all 21 mar- 
kets covered. 

Compiled from surveys conduct- 
ed by 22 participating newspapers, 
items surveyed include food, soaps 
and detergents, toiletries, bever- 
ages, appliances, automotive and a 
miscellaneous category. 

Categories where the brand 
choice was unanimous in all mar- 
kets were: 


e Powdered milk—Carnation. 
All purpose shortening—Crisco. 
Instant potatoes—French. 
Facial tissue—Kleenex. 

Paste floor wax—Johnson. 
Liquid floor wax—Johnson. 
Lipstick—Revlon. 


Non-filter cigarets, women— 
all Mall. 


Home Permanent—Toni. 
Toothpaste—Colgate. 


& 
* 
. 
. 
e 
e 
. 
P 
* 
* 
e Girdles—Playtex. 

® For each subject in the survey, 
medians have been calculated to 
show a three-year trend picture 
for a combination of all 21 markets. 
In addition, a three-year trend in 
product use market-by-market is 
shown for each of the basic product 
categories. 

Among the brands which held 
the lead in their respective cate- 
gories in large majorities of the 21 
markets were: 


e Peanut butter—Skippy led in 17 
markets. 


e Instant coffee—Maxwell House 
in 16 markets. 


e Cake mix—Betty Crocker in 13 
markets; Pillsbury in six. 


e Refrigerated, ready-to-bake bis- 
cuits—Pillsbury, 18. 


e Frozen vegetables—Birds Eye, 
15. 


e Aluminum foil—Reynolds, 16. 


e Products for linoleum or tile 
floors—Spic & Span, 18. 


e Household laundry products— 
Tide, 20. 


the new series. # 


e Electric shavers for men—Rem- 


1] Brands Are No. 1 in All 21 Markets 
in ‘60 Consolidated Consumer Analysis 


ington, 18. 


e Underarm deodorant, men— 
Mennen, 19. 


e Washing machines—Kenmore, 
aT, 


e Television sets—RCA Victor, 20. 


e Automatic dishwashers—Gener- 
al Electric, 20. 


e Automobiles—Chevrolet, 18. 


2s A dramatic switch which was 
noted in the scouring cleansers cat- 
egory last year has heightened. In 
the 1958 report, Ajax was most 
often named in 17 markets and 
Comet in five. Last year, Comet 
was favored in 15 markets, Ajax 
in five. This year’s analysis puts 
Comet ahead in 19 markets and 
Ajax ahead in two. 

Winston cigarets gained the larg- 
est number of firsts in the filter 
category among men—10. Kent 
held first place among men last 
year in 12 markets and this year 
holds the lead in eight. Women, 
however, still favor Kent in 14 
markets. 

Among non-filter cigarets, Cam- 
el led in 14 markets in the men’s 
division, and Pall Mall in six. Last 
year, Camel’s lead over Pall Mall 
was 18 to two. Pall Mall captured 
first place in all markets surveyed 
in the wemen’s division. 

Newspapers participating in the 
15th consumer analysis were the 
Chicago Daily News, Chicago Sun- 
Times, Columbus Dispatch & Citi- 
zen Journal, Denver Post, Duluth 
Herald & News-Tribune, Fresno 
Bee, Honolulu Star-Bulletin, In- 
dianapolis Star & News, Long 
Beach Independent & Press Tele- 
gram, Milwaukee Journal, Modesto 
Bee, Newark News, Omaha World- 
Herald, Oregon Journal, Phoenix 
Republic & Gazette, Providence 
Journal-Bulletin, Sacramento Bee, 
Salt Lake Tribune & Deseret News, 
San Jose Mercury & News, Seattle 
Times, St. Paul Dispatch & Pioneer 
Press and Wichita Eagle. # 


Kansas City FM Group Formed 

The FM Broadcasters of Greater 
Kansas City has been formed as 
a division of the Electric Assn. of 
Kansas City, Mo., with Chris J. 
Stolfa, commercial manager of 
KCMO-FY, as its first chairman. 
Member stations include KCJC, 
KCMK, KCMO-TV, KXTR, 
WDAF-FM and KBKC-FM, both 
scheduled to go on the air this fall; 
as well as educational stations, 


KANU and KCUR. 


W. F. Silbersack, 58, 
Head of American 
‘Home Products, Dies 


DARIEN, CONN., June 7—Walter 
F. Silbersack, 58, president and a 
director of American Home Prod- 
ucts Corp., died here yesterday. 

Mr. Silbersack was born in 
Cincinnati, attended the University 
of Cincinnati from 1918 to 1921, 
and worked with Procter & Collier 
and Thompson Koch Co., Cincin- 
nati agencies, from 1917 to 1923, 
and part of his later university 
career he was assistant professor 
of advertising and marketing at 
the university. 

He joined A. S. Boyle Co. in 
1923 and became general manager 
in 1925. When the Boyle com- 
pany was acquired by American 
Home Products he came along, 
was elected a director in 1935, 
exec vp in 1943, and president in 
1945. 


LESLIE A. TRUMBLE 


La CROsSsE, WIs., June 7—Leslie 
A. Trumble, 64, advertising man- 
ager of Trane Co. for the past 38 
years, died June 1. 

Born in Vassar, Mich., Mr. 
Trumble was a graduate of Ohio 
Northern University, where he ma- 
jored in electrical engineering. He 
joined Trane in 1922, only seven 
years after it was incorporated, and 
became the company’s first ad 
manager. At that time, the com- 
pany made only heating specialties 
and pumps. 


s In his early years with Trane, 
Mr. Trumble wrote several tech- 
nical articles which appeared in 
national air conditioning trade 
magazines. During his long service 
with Trane, he built the ad depart- 
ment from a small group of people 
to an organization of nearly 60 ad- 
vertising and publicity specialists. 
His chief outside interest since 
college has been electricity and ra- 
dio. One of his projects at the time 
of his death was an ingenious new 
type of tape editing machine. + 


Conover-Mast Tells 
Own Publishers: New 
Deadlines Are Firm 


NEw YorK, June 9—Conover- 
Mast Publications, which an- 
nounced a new schedule of closing 
dates for its eight magazines last 
week, has put its own respective 
publishers on notice that it expects 
the new deadline rules to be fol- 
lowed to the letter. 

A. M. Morse Jr., vp of the com- 
pany, said that C-M is determined 
to eliminate “the fantastic waste 
of valuable human time, and of 
money, too, on the part of all con- 
cerned. We are going to make our 
rules stick and we hope others in 
the industry will take an identical 
attitude.” 


= Henceforth, Mr. Morse said, Con- 
over-Mast publishers who accept 
advertising or plates after final 
deadlines will be “penalized spe- 
cific sums in their profit and loss 
statements.” He did not give any 
details on the mechanics of the 
penalty, nor did he say how much 
acceptance of a late ad would cost 
the guilty publisher. 

For advertisers who submit 
plates after final closings Conover- 
Mast said it would “not run the 
hazard of being late making over 
for them. The risk of lost invest- 
ment is taken by the agency and 
the advertisers,” it added. 


# Conover-Mast has also appointed 
Bernard Wain as sales manager of 
Construction Equipment, New 
York. Mr. Wain, who was formerly 
regional sales manager of the mag- 
azine in Chicago, succeeds Charles 
R. Byrum, who has resigned. + 


Advertising Age, June 13, 1960 


Shaffer Named 
Bissell Ad Head 
as Fors Resigns 


GRAND Rapips, MicH., June 10— 
William B. Fors, director of ad- 
vertising, and Robert E. Gray, sales 
manager, of Bissell Inc., manufac- 
turer of Bissell carpet sweepers, 
have resigned from the company, 
effective immediately. 

Mr. Fors told ADVERTISING AGE 
that he and Mr. Gray resigned be- 
cause of a “marketing policy dis- 
agreement.” Both said they were 
not ready to announce future plans. 

A. J. Shaffer, sales promotion 
manager, was promoted to adver- 
tising manager, succeeding Mr. 
Fors. Bissell said a successor to 
Mr. Gray has not been appointed. 
Mr. Shaffer told AA that he had 
no idea why Messrs. Fors and Gray 
resigned. Mr. Shaffer has been 
with Bissell for 15 months, and op- 
erated his own wholesale appliance 
distributor company in Lansing, 
Mich., before joining Bissell. 


= Mr. Fors joined Bissell as sales 
promotion manager two and one- 
half years ago and has served as 
director of advertising for the past 
six months. Mr. Gray has been 
sales manager of Bissell for the 
past three and one-half years. + 


Common Circulation 
Audit Form Needed, 


Gascoigne Asserts 


Cuicaco, June 8—T. Richard 
Gascoigne, board chairman of Hay- 
den Publishing Co., today urged 
circulation managers of leading 
business publications to work for 
the adoption of a common circula- 
tion audit form. 

Speaking at the fifth annual cir- 
culation seminar sponsored by Ad- 
vertising Publications Inc., Mr. 
Gascoigne pointed out that “this 
progressive step is squarely up to 
the circulation managers.” 

He reminded his audience that 
“the advertising buyer is not in- 
terested in whether the audit is 
blue or yellow, but rather what is 
on the audit. If a joint committee 
of circulation managers from Busi- 
ness Publications Audit and from 
Audit Bureau of Circulations were 
to work for a common audit form, 
everyone would benefit.” 


e While avoiding talk of any BPA 
or ABC merger, Mr. Gascoigne 
added, “As a publisher, I say let 
those who wish to retain member- 
ship in ABC do so. And as a pub- 
lisher, I say let those who wish to 
retain their membership in BPA 
do so. But as a business man, I 
would hate to see the duplication 
of activities.” 

In detailing the features that 
should be incorporated in this pro- 
posed audit form he stressed uni- 
formity and completeness. He not- 
ed especially the importance of 
requiring all publications in an 
industry category to comply with 
standard definitions and circula- 
tion breakdowns. 

“While the current breakdown 
is more definitive in BPA—num- 
bering 60 categories in the case of 
electronic publications,” Mr. Gas- 
coigne said, “uniformity is better 
adhered to in the case of ABC. 
Adopting the best features of both 
would clearly benefit the adver- 
tiser. The common form should be 
uniform for the field covered.” # 


Tri-Metal Names Corson 

Robert R. Corson, formerly with 
the Philadelphia Inquirer, has been 
named advertising manager of Tri- 
Metal Works Inc., East Riverton, 
N. J., manufacturer of ice cream 
trucks and pizza mobile units. 
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- Ambasciata d'Italiana_ 
His Excellency, Signor Manlio Brosio . . . Ambassador of Italy 
to The United States and Mrs. Brosio are shown in the Residence 
of The Italian Embassy at Washington, D.C. One of a 
series by WTOP-TV on the Washington diplomatic scene. 
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Tobelman Joins Horton, Church 


William Tobelman has joined 
Horton, Church & Goff, Provi- 
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'Wade Moves Hecker to L.A. 


pimeig 


dence, in its account service de-| , 


partment. He formerly was adver- 
tising manager of the industrial | 
products division of Brown &| 
Sharpe Mfg. Co. 


| 
| 
| 
| 


Arthur V. Hecker has been) 
transferred from the Chicago of-| 
fice of Wade Advertising to its) 
Los Angeles office. He will be pro- | 
duction manager there, in charge) 
of all print production. 


Bickers Joins McDonnell 

John H. Bickers has been named 
advertising manager of McDonnell 
Aircraft Corp., St. Louis. He for- 
merly was ad manager of the | 
Cedar Rapids division of Collins | 
Radio Co. | 


Kapp Joins Management 

William K. Kapp, formerly with 
Good Housekeeping and Parade, 
has joined the New York sales 
staff of Management Magazines | 


mu = 


: book! In 5 years, 4 times the — of ene next 


WHY? Because these leading dealers and 
wholesalers say they “Depend upon it the 
. according to Fall, 1959, national surveys i 
independent Market rpenoret Bure 


HAR iWAR E 
TAIL 


most” . 


I: 


|Inc., Greenwich, Conn. 
| 


ER 


the U. S., New York, has presented 


tage.” 


FOR POSTERITY—Equitable Life Assurance Society of 


Congress films of its tv series, “Our American Heri- 
Melville P. Dickenson, senior vp of Equitable, 
presents the films to Jennings Wood, chief of the li- 


Dickenson 


to the Library of 


Stevens 


brary’s exchange and gift division, and Robert 
Stevens, coordinator for the development of col- 
lections. The 1959-60 series over the National 
Broadcasting Co. network covered the lives of 
famous Americans. 


’ = 
Giveaways’ in Conn. 
Called Legal Under 
‘Certain Conditions’ 
HARTFORD, June 7—Connecticut 
Consumer Protection Commission- 
er Attilio R. Frassinelli said last 
week that so-called “giveaways” 
tied in with other purchases can be 
legal under the state’s unfair prac- 
tices law, provided “certain condi- 
tions” are noted. 

Basing his stand on a legal opin- 
ion from the state attorney gen- 
eral, Albert L. Coles, the commis- 
sioner said that giveaways can 
conform with the 6% minimum 
price markup law provided certain 
conditions are met. 

He said a store may advertise 
and dispense “free” merchandise 
under the law, provided the price 
of the “combined items,” including 
the free items, adds up to the 
minimum price markup standard. 


= In determining the legality of 
such tie-in sales, he said the value 
of ali such items must be computed 
to see that the total price for the 
combined items does not go below 
the minimum markup provision. 

The commission has also turned 
attention to clarifying the situation 
where certain merchandise is of- 
fered free with purchases totaling 
$5 or more. 

Mr. Frassinelli said this practice 
complies with the law as long as 
none of the items in the total pur- 


chase falls below the minimum 
markup level and that the total 
price can absorb the cost of the 
free item. 

He indicated in this case his 
main point would be to detect the 
so-called “loss leaders.” 

The minimum markup law calls 
for a 6% markup plus freight on 
items which a store buys from 
wholesalers. But in the case of 
many large chains, buying direct 
from the manufacturer and by- 
passing the wholesaler, the mark- 
up must be 8%, plus freight, rather 
than 6%. # 


WPEN Joins Mutual 


WPEN, Philadelphia, formerly 
an independent, has affiliated with 
Mutual Broadcasting System. Mu- 
|tual’s previous affiliate in Phila- 
|delphia was WIP, which left the 
network recently to become an in- 
dependent. 


Earley, Mammen Promoted 

Arthur E. Earley, head of the 
marketing services division of 
Meldrum & Fewsmith, Cleveland, 
and Edwin H. Mammen Jr., group 
supervisor of the agency, have 
been elected vps. 


Moore Gets Exide VP Post 


C. J. Moore, former general 
sales and marketing manager of 
the Exide industrial division of 
Electric Storage Battery Co., Phil- 
adelphia, has been promoted to 
vp-marketing of the division. 


as more than 
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...it’s people in action, giving you the 


finest service available anywhere 
on these services you need: 
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69% of Retailers 
See Good Summer 
Sales, BofA Finds 


New York, June 7—Summer 
dog days are not expected to 
muzzle retail business this year, 
according to a survey issued by 
the Bureau of Advertising, 
American Newspaper Publish- 
ers Assn. 

After checking 188 retailers 
in 83 markets in the U. S. and 
Canada, the BofA reported that 
nearly seven out of ten—or 69% 
—of the retailers were cheerful 
about summer business pros- 
pects, while 21% expect about 
the same volume as last year. 
A drop in summer sales was 
forecast by 10% of those sur- 
veyed. 


s Although most of the retail- 
ers were optimistic about sum- 
mer sales in 1960, things did not 
appear as bright as in 1959, 
when 78% forecast increased 
business. For this summer, the 
average sales increase predicted 
was 8% against an average pre- 
dicted decline of 7.5%. 

Most of the merchants, how- 
ever, are optimistic about prof- 
its, with 59% expecting an av- 
erage profit rise of 10%, 28% 
expecting no change in profits 
over last summer, and 13% pre- 
dicting an average profit de- 
crease of 7.5% from last year. # 


WLW Names Gaulocher 


WLW, Cincinnati, has ap- 
pointed Todd Gaulocher eastern 
sales manager. Mr. Gaulocher 
was formerly an account exec- 
utive in both radio and tv sales 
in the New York office of Cros- 
ley Broadcasting Corp. 


Corrigan Joins Shriver 

George T. Corrigan has joined 
Shriver Co., Baltimore, as an 
account executive. Mr. Corrigan 
was formerly with Bert Claster 
Productions and on the sales 
staff of WBAL-TV, Baltimore 
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_Tele-Tape Productions Bows 
yi ; "| ‘Tele-Tape Productions, a new 


t for the Debbic Reynolds Vile 
{2 
Toscan 


coat fl organization to provide mobile tv 
Ty | © \tape production, has been opened 

y | at 434 W. Chicago Ave., Chicago. 
Principals, all formerly with Na- 
tional Broadcasting Co., are Phil 
Bodwell, president; John Natale, 
vp, and Ray Fruetel and Richard 
Riedel, directors. 


ISmer let, 


& 
Unlike any other advertising medium, transit 
advertising keeps your message constantly 
on the move. In Philadelphia, Alfred Politz 
Media Research documents 120,000 actual 
exposures of a single outside King Size 
Poster in one month. Transit advertising 
moves throughout the city where people are 
. . » Where people shop. That’s just about as 
close as you can get to point of purchase. 


‘McConnell, Eastman Boosts 2 = 
McConnell, Eastman & Co., To- 

ronta, has appointed Hugh L. Ken- 

nedy to the new post of adminis- 

|trative vp. W. G. Angus, former 

eee A BOK—H. =. Gossard +o. | vp and account supervisor at the 

will feature its Answer-Debd | agency, succeeds Mr. Kennedy as 


foundation line in these bores | yp and manager of the company’s 
designed to look like record al-| Toronto office. 


bums. 
‘ Dunston Names Creative 
Gossard Drive to Dunston Leathers, New York, 


a Feature Debbie manufacturers of leather gift and 
“ig m ’ 


Mutual Transportation Advertising, Inc. 


35 E. Wacker Drive, Chicago 1, Illinois 


specialty items, has appointed Cre- 500 Fifth Avenue, New York 36, N. Y. 


’ ’ ative Advertising Service, Phila- 
New ‘Album’ Pack  deipnia, to handle its advertising. 
Cuicaco, June 7—Fall adver- There was no former agency on the 
tising and merchandising cam- | 2°Count. 
paigns for H. W. Gossard Co. 
will center on the “Debbie| 
Reynolds look,” and will feature | 
the Hollywood star’s picture in| 
advertising and on boxes. | 

Answer-Deb foundation gar-| 
ments will be featured in color | 
pages in August issues of Made- | 
moiselle and Seventeen, and in| 
September issues of Photoplay, | 
Redbook and True Story. 

Ads will promote the offer of | 
“Mirror Talk,” a booklet on| 
fashion and grooming co-au- | 
thored by Miss Reynolds and | 
Gossard. It is free with the pur- | 
chase of Answer-Deb garments. | 

Packaging innovations include 
a new “album” box, with a 
foundation garment inside the 
flat, 124%” package. 

Edward H. Weiss & Co., Chi- 
cago, is the agency. # 


Taft Broadcasting Shows 
$4,253,021 Protit for ‘59 


Taft Broadcasting Co., Cin- 
cinnati, had net revenues of 
$10,426,310 and operating prof- 
its of $4,253,021 for the 1959 fis- 
cal year which ended March 31, 
1960. Both figures were gains 
over 1958 revenues and profits, 
with revenues for that year 
amounting to $8,972,501, and 
profits hitting $3,470,817. 

On the basis of 1,486,528 | 
shares of common stock out- | 
standing, Taft had final net} 
profits of 95¢ a share for 1959, 
as compared with 76¢ a share 
for the previous year. 


Chilton Promotes Three 
Richard H. Groves has been 
promoted to marketing manager 
of Iron Age, a Chilton publica- 
tion. He will be assisted by Rob- TO AVOID DISTRACTION... 
ert A. Wilt, appointed promo- 
- manager, ar George V. . 6 ee 
ee an Sell the_D When His Mind I Med 
market research: Mr. Groves e t octor nt is un Ss on e tcune 
previously handled the maga- 
zine’s marketing assistance pro- 
gram; Mr. Wilt was promotion 


“Doctor, those detail men are still waiting.”’ 


Tell your sales story in MODERN MEDICINE which 

manager of Chilton’s book di- i ‘ . 
vision, and Mr. Shanno was as- captures the concentrated attention of the busiest medical 
sistant promotion manager of D ‘ f ~ 
Iron Age. practioners in the U.S.—in a mood to buy, prescribe 
Andrews Agency Adds | or recommend. This is the only publication to give doctors 

Racine Hydraulics & Machin- i 
ery, Racine, Wis., has appointed complete, concise, current reviews of the most 
Andrews Agency, Milwaukee, R , : ; 
to handle advertising for its important developments in diagnosis and treatment 
machinery division as part of 
the company’s planned expan- from all over the world. 
sion and diversification into the 


construction equipment field. 
L. W. Ramsey Advertising, Dav- Sell the Doctor when his mind is on medicine ...in 
enport, Ia., handles the com- 


pany’s hydraulic and mobile di- 


=> ~MODERN MEDICINE 


Pqeeere ee Sendeve nll 84 South 10th Street, Minneapolis 3, Minnesota 
ager of WIBW, Topeka, Kan., 
has been elected president of the 
Kansas Assn. of Radio Broad- 
casters. 


Minneapolis « Chicago » New York * San Francisco » Los Angeles + In Canada: Modern Medicine of Canada, Médecine 
Moderne du Canada « In Great Britain: Modern Medicine of Great Britain + In Australia: Modern Medicine of Australia [3 7aA\ 
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| GENE RAYBURN | 


Seven men capture | MERY GRIFFIN : 
the most responsive audience i 
in daytime television! 


i 


ne Giant audiences, too...as you can see from /-BILL CULLEN 


the record on the right. 


eee PRS i; a’ > 3 


These men are alive—alert, spontaneous— 
seven top salesmen who operate in broad 
daylight. They attract the ladies; entertain 
them; and lead them gently but firmly into 
a sales story woven deftly into their plot. 


Gallup & Robinson reports this is by far 
the most effective selling approach for the 
sponsor. G&R says your sales message can 
attain a 32% greater impact over the av- 
erage commercial when a star is P 

ally involved in its presentation. 


Many astute advertisers havé learned timaeG 
the profitable way. Among thogeaiiimmm 
tisers who have recently pe ca & ‘ 
selves in the new NBC daytim@vhinel > 
are Brown and Williamson, Knox Gélatir? 

Coty, General Mills, Jergens, Mennen, wl 
Colgate-Palmolive, Thomas Leeming Co., 
Mentholatum, Plough Chemical, Purex, 
and Proctor Electric. BILL LEYDEN 


No wonder! NBC has the highest average 
share of daytime audience (38.2) for the 
second consecutive month. And it’s deliv- 
ered at the lowest cost per thousand ($1.25) 
of any network. 

LOOK WHAT'S HAPPENING 


IN BROAD DAYLIGHT ON JACK BAILEY | 
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“DOUGH RE MI” 40.7 SHARE 2,255,000 AVERAGE HOMES PER MINUTE 


aig 


‘PLAY YOUR HUNCH” 48.5. nm E HOMES 


VF 


3,890,000 AVERAGE HOMES PER MINUTE 


,032,000 AVERAGE HOMES PER MINUT 


ah 


SOURCES: NATIONAL NIELSEN, APRIL.I AND IT, 1960; INCLUDING SPONSORED AND SUSTAINING PROGRAMS. 
NIELSEN ESTIMATED COST PER THOUSAND PER COMMERCIAL MINUTE, MARCH—APRIL, 1960 
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The Editorial Viewpoint... 


Some Give Up Too Easily 


The consent judgment entered into by Restonic mattresses with 
the Department of Justice last week mystifies and alarms us. 

Under the decree, Restonic—which licenses mattress trademarks 
to manufacturers—agrees to eliminate nationally advertised prices 
from its operation, presumably leaving each manufacturer to set his 
own price, and presumably making it possible for the same mattress, 
bearing the same trade name, to sell for widely differing prices in 
various sections of the U. S. 

The decree mystifies us because we can’t understand why Restonic 
should have accepted it without a court fight. It alarms us because 
it seems to us a strange perversion of anti-trust laws, and an ex- 
tremely dangerous precedent which might easily raise holy hob 
with established marketing patterns. 

We must admit that we have not read every detail of the Justice 
citation and argument, but we still fail to see how a group of manu- 
facturers, each licensed to operate in a specified territory, violates 
the laws of competition by agreeing to conform to certain manufac- 
turing and marketing standards, including a national advertised sug- 
gested retail price. 

These manufacturers are not in competition with each other; they 
are in competition with other manufacturers of other brands of mat- 
tresses. We can understand quite clearly why they must not be 
allowed to engage in price-fixing with their competitors, but we can- 
not for the life of us understand why they can’t determine a nation- 
ally advertised suggested retail price under which each of them sells 
in his own area, presumably in free and vigorous competition with 
other mattress manufacturers who sell and market other brands. 

Serta and Sealy have indicated to ADvERTISING AGE that they will 
not sign such a consent decree without a struggle, presumably in the 
courts, and we applaud their determination to test the legality of this 
assumption by the Department of Justice. 

Aside from the fact that in this instance we think Justice has 
trumped up a case with no merit, and that to allow it to go unchal- 
lenged can create enormous difficulties for franchise holders in other 
areas (think of the soft drink business, for example), we dislike 
heartily the notion that important deviations from long accepted 
business practices can become the law of the land through admini- 
strative decree. 

We do not believe that any major deviation from existing practice, 
or any challenge to generally accepted business customs or prac- 
tices, should ever be accepted purely on an administrative motion. 
It is far better and far more sensible to have judicial determination 
of debatable points than to retreat from attack without even an 
attempt to hold one’s ground. 


Still Arguing Over Audits 


It is shocking to discover that the merits of circulation audits for 
business publications—or for that matter, for any kind of advertis- 
ing media—are still a matter for discussion. And it is even more 
shocking to learn that there are at least 117 such publications who 
believe the “cost and time required to prepare and pay for audits 
are not justified.” 

We are referring, of course, to the questionnaire which the busi- 
ness paper committee of the Assn. of National Advertisers sent to 
944 unaudited publications recently, and to the replies which it re- 
ceived, explaining why these papers don’t provide audits. 

Out of 370 replies, 32% don’t believe the cost is justified, and 
another 31% think a sworn statement is ample, while another 7% 
“see no reason for an audit,’ because “business is good” or they 
“have no competition,” or “nobody ever asks for an audit statement,” 
or something similar. Aside from the small number who are not qual- 
ified to provide an audit yet because they are too new or for some 
other easily explainable reason, only those publications issued by 
societies or associations, which use their membership lists for cir- 
culation purposes, seemed to have a reasonable excuse for not pro- 
viding audit; and even in the latter case, some form of certified 
outside audit of circulation seems reasonable to provide. 

The sad point, of course, seems to be that buyers go on blithely 
ignoring audits and their availability. And as long as this is true, 
perhaps the unaudited publications are right—why go to the trouble 
and expense of having an outside audit of circulation if your adver- 
tisers don’t even care enough to ask for one? 


We're on the Spot Again 


Advertising just can’t seem to do anything right! Now it is on the 
pan because it decries the value of hard work and portrays the 
“zenith of success” as a “man without worries who is reclining in a 
soft chair, and a beautiful girl handing him a bottle of something.” 

This, says Dr. Willis M. Tate, president of Southern Methodist Uni- 
versity, is wrong. Happy people are busy, working hard; advertising 
should not urge people to get away from it all, to have fun. 


—Jim Corcoran, account exec, Donahue & Coe Ltd., Montreal. 
“He was taken off the soap account when all his research proved 


was that nine out of every 10 Hollywood stars . . . leaves one!” 


What They're Saying... 


‘Fancy’ Doesn't Apply 
... When the advertising manag- 
er or agency advocates an exciting 


ing and execution that must go into 
exceptionally effective artwork 
may be “lavish”... but the only 


and dramatic departure to adver- 
tise either product or plant, the 
answer is always the same: “We’re 
appealing to a serious technical 
market. We can’t use that fancy 
artwork.” 

If I could accomplish just one 
single thing...in behalf of any 
such disappointed advertising man- 
ager or agency, I would like it to 
be: convince technical manage- 
ment that there is no such thing as 
“fancy artwork.” Design, illustra- 
tion, typography and photography 
can be either simple, elaborate, low 


“fancy” in it is the buying “fancy” 
it stimulates in you, me, our wives, 
neighbors, friends and business as- 
sociates alike...who all react to 
attractive visual appeals. 
—Art Schlosser, president, Monogram 
Art Studio, New York, at the Assn. 
of National Advertisers’ workshop on 
advertising to business and industry. 


Bear Facts 

Smokey the Bear is our own 
star salesman. He has sold so many 
humans on playing safe with fires 
that the U.S. Forest Service is be- 
coming slightly concerned at the 


key, high key, rich, coarse, loud, 
soft, conservative, flamboyant, 
Brooks Brothers or beatnik. But 
good artwork is never, never “fan- 
cy.” Creative, imaginative think- 


rapid increase in the bear popula- 
tion. 
—Lee H. Bristol, board chairman, Ad- 
vertising Council and Bristol-Myers 
Co., speaking to the Sales Executives 
Club of New York. 
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Rough Proofs 


Shivering attendants at conven- 
tions in hotels offering air-condi- 
tioning should insist that this does 
not necessarily mean refrigeration. 


Cartoonists are such notoriously 
poor spellers they should be edited, 


jas when Willard Mullin in a fight 


picture refers to Floyd Patterson’s 
“phsyce.” 


“Bell Telephone System is help- 
ing to create the world-wide com- 
munications and tracking network 
for America’s first man _ into 
space.” His number will be A-1, 
not U-2. 


“More professionals and top am- 
ateurs,” the ad says, “are playing 
the new 1960 Titleist than any oth- 
er golf ball.” 

And of course they won’t object 
if the duffers follow their ex- 
ample. 


For Father’s Day, “There’s no 
better way to say what’s in your 
heart than with a Whitman’s 
Sampler.” 

If Father is counting calories, it 
will make a nice treat for the kid- 
dies. 


Raymond Burr will be flattered 
when he sees the slim silhouettes 
of Perry Mason illustrating the 
latest Gardner whodunit now run- 
ning serially in the Post. 


Joseph B. Hall tells why he and 
other Kroger executives spend so 
much time calling on housewives 
to hear their views on supermarket 
operation and service. 

It’s nice work if you can get it. 


High-fidelity addicts screamed 
with pain and outrage when they 
heard Jascha Heifetz, the eminent 
violinist, had described their form 
of sound reproduction as “high 
phooey.” 


New York baseball writers, who 
used to have to spread their wor- 
ries over three major league teams, 
are finding that this year the frus- 
trated Yankees can absorb their 
full quota. 


“Summit collapse delays intro- 
ductory ad drive for Moskovitch 
Russian auto in U. S.,” headlines 
the world’s greatest advertising 
journal. 

“Delays” may be putting it mild- 
ly. 


“He must be stable and respon- 
sible; job-hoppers will not be con- 
sidered,” says an agency looking 
for an art director. 

Don’t blame the job-hopper: 
Man proposes, client disposes. 


Susie the sociable secretary says 
she wonders if those earthquakes, 


tidal waves and volcanic eruptions 
were all the result of Mr. Khrush- 
chev’s explosion. 


Copy Cus. 
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The suburbs account for the biggest share of Delaware 
Valley’s sales... 71% of the automotive, 76% of the lumber 
and building supplies, 65% of the food store sales. And it’s 
in the busy-buying suburbs that The Daily Inquirer reaches 


30% more adult readers than the major evening newspaper!* 


“Source: ‘'Philadelphia Newspaper Analysis’’ by Sindlinger & Company Inc. 
Highlights available on request. 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Mad’ zon Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 
eos = % 
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DETROIT 
RICHARD |. KRUG 
Penobscot Bidg. 
Woodward 5-7260 


So, if you want to sell more where they’re buying 
more—put your advertising in The Inquirer! 


The Philadelphia Inquirer 


SAN FRANCISCO 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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Media's Law: 


To a seller of cameras, the pulling 
power of an advertising medium is 
equal to the number of cameras 
sold. 
To media men, pulling power is 
3 influenced by several inter-related 
= factors. 
‘ | The law or formula looks like this: 
~ 


@@eee eee eo we ove a. 


Pulling Power 

TN = 

J ff Circulation Volume 
ae wr x 

- 7 Editorial Vitality 
Reader Confidence 


The larger measure of these ingre- 
dients in the Chicago Tribune ac- 
counts for the greater results pro- 
eh) PRE. : duced for advertisers. 
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ABER AAV eh The Chicago Tribune, with a cir- 
Pe a Vy bt i Sateen culation 1% times that of any other 

: . ‘ 

‘ 


: ‘ ott aa Chicago newspaper, out-pulls the 
other papers by at least 3 to 1 and 
as much as 15 to 1. 


More Chicago families read the 


. 
% 


@))- 


magazines combined; more than 

six times as many Chicagoans turn 
/ its pages as turn on the average 
evening TV show! 
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Tribune than the top five weekly 
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Selling 
Television 
Sets? 


Here’s a preferred market— 


at a popular price: 
for less than 5¢ apiece, 
you reach 85,000 dentists 


(income and standard-of- 


living well above average) 
in a magazine they read 
devotedly. May we give 


you facts and figures? 


ral Hygiene 


PITTSBURGH, PENNSYLVANIA 


Ontario but placed outside 


Toronto, June 7—In a move de- 
signed to retain much of the esti- 
mated $40,000,000 a year now 
spent on beer and liquor advertis- 
ing beamed at the province of 
its 
limits, the provincial government 
has decided to relax its restrictions 
against such advertising by On- 
tario-based companies. 

At the same time, however, 
Premier Leslie M. Frost of On- 
tario made it plain that the prov- 
ince intends to exercise control 
over—and to crack down on— 
brewers and distillers which con- 
tinue to channel in from outside 
Ontario stronger advertising than 
the new laws allow. 

He said that liquor and beer 
stores here will stop selling prod- 
ucts of companies which try to 
circumvent the regulations. 

(In Ontario, liquor is sold only 
through the government-operated 
outlets of the liquor control board; 
beer is sold only through closely 
government-supervised stores op- 
erated by brewers on a cooperative 
basis.) 


® Said Mr. Frost: “I believe (the 
new laws) will bring back to On- 
tario the control of a matter which 


Eying $40,000,000 Ad Plum, Ontario 
Relaxes Liquor and Beer Ad Rules 


and provinces surrounding us.” 

He continued, “Unfortunately, 
what is now taking place is that| 
we have unbridled and uncon- | 
trolled advertising emanating from 
outside the province. This seems, 
to me to be an unsatisfactory | 
situation, both for the advertisers | 
and for the public of Ontario. 

“If we have our own code, I am 
sure we would be providing the 
alternative which would make it 
possible to obtain the cooperation 
of all concerned. Under these cir- 
cumstances, the liquor control 
|board would, in the eyes of the 
public, be justified in reviewing 
the desirability of doing business 
with such advertisers or handling 
their products in the various out- 
lets in the province.” 


| 
| 


s For the first time, beer and wine 
commercials will be allowed on 
television and radio and stronger 
advertisements will be permitted 
in newspapers, magazines and 
posters. 

Only public service or institu- 
tional advertising for beer and 
spirits has been allowed in On- 
tario and all this subject to ap- 
|proval by the liquor control board. 
|As a result, major advertisers 


greatly concerns this province, and | haye been won either by U. S. 
which presently is, in fact, being | television and radio outlets or by 
operated from 10 different states| Ontario publishers which have 


“THEY GOTTA STOP KICKING 
MY HOUND DOG AROUND” 


This was the campaign song of Champ Clark of Missouri, 
Democratic Leader of the House who in 1910 succeeded in 
curtailing the power of Uncle Joe Cannon, the Republican 
Majority Leader at the time. Now the Postmaster General has 
gotta stop kicking my hound dog around for Third Class Mail 
is the Hound Dog of Commerce and Culture. It always was 
and always will be. Like a hound dog it finds the worthwhile 
prospects for cultural and commercial activities. 

Don’t let anyone throw the argument that Third Class Mail 
is “Junk Mail” as dust in your eyes to confuse you. There 
always was and will be a small percentage of mailers who 
ought to be dn jail; just as in Wall Street, investigations dis- 
close that there are fraudulent security dealers who should be 
denied the use of the mails. But mail order, mail service and 
their affiliated activities have been and always will be an 
American Free Enterprise, Honest, Worthwhile Activity of 
Small Business. 

As to the figures submitted that Third Class Mailings are 
the cause of annual postal deficits, there are lies, damn lies 
and statistics. In our opinion, the fallacies involved in calcu- 
lating post-office statistics in regard to third class mail is the 
next best argument to enlist your cooperation to stop the 
Postmaster General from “kicking my hound dog around”. 

Please write your Senators and Congressman not to change 
the Third Class Mail Rates. 


Walter Drey 


We offer any one of the following current Eight Page 
(Price $1.00) Persuasion by Mail Reports at 25 cents each or 
all of them for $1.00. 

(a) One Million American Highbrows and Middlebrows with 
compilation formula revealed. 


‘ (b) All Americans are Joiners with Inventory of Association 
: lists currently available. 
: (c) Mailing Lists are a Bridge with Five Basic Persuasion 
‘ by Mail appeals explained. 
(d) Serendipity in Mailing List Research with listings of 
serendipity developed lists available only through us. 
Send for them today. 
WALTER DREY, INC. 
Compilation Engineers s Mailing List Specialists 
BROKERAGE e COMPILATION e RESEARCH 


257A Park Ave. S., New York 10, N.Y. 333A N. Michigan Ave., Chicago 1, Ill. 


managed to have their publica- 
tions printed outside the province. 

The new regulations, which will 
become fully effective by Aug. 1 
or Sept. 1, will permit brand ad- 
vertising but will not allow “drink- 
ing scenes, bottles or glasses nor 
shall they be of suggestive nature.” 


® The premier said that for com- 
panies which break the Ontario 
regulations there will be fines and 
penalties. 

He also said in his statement that 
he hoped the new code of ethics 
would become ‘the basis for a 
Canada-wide system. 

In both public service and brand 
advertisements only the corporate 
name will be permitted. In ad- 
dition, space limitations will apply 
to both types of ads. 

Ads in newspapers must not ex- 
ceed 640 lines per advertisement 
and only one ad per company will 
be allowed in any daily issue and 
no more than two advertisements 
by a company will be allowed in a 
week in any newspaper. 


= The maximum size of ads in 
magazines and periodicals will be 
7x10” and only one will be allowed 
per company in each issue. 

Sponsorship of television and 
radio shows must comply with the 
regulations of the board of broad- 
}cast governors, which controls 
|public and private broadcasting 
in Canada. 

In other words, a brewer will be 
allowed to advertise only that 
“this program is brought to you 
by the XYZ brewing.” 

By agreement, distillers make 
no use of radio or television in 
the U. S. and are not permitted 
to do so in Canada. 


PLUM NOT SO JUICY, 
CANADA ADMEN SAY 


TORONTO, June 7—Leading agen- 
cy executives involved in brewery 
and liquor accounts in Ontario 
\received news of the proposed 
| relaxation of advertising regula- 
tions with a marked coolness. 

Questioned by ADveRTISING AGE, 
they said, in consensus: 


1. Brewers are unimpressed. 

2. Brewers are getting as good 
an advertising buy from Buffalo 
tv stations as they can get any- 
where. 


3. Brewers probably will give 
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for Dogs 


SPACE SAVER—Nutrena Mills Inc., 


Advertising Age, June 


13, 1960 


Minneapolis, has redesigned the 


package for its Nutrena dog food to be more visible to passing shop- 
pers but require 22% less shelf space. Ads for the new package will 


run in regional editions of Look 


and The Saturday Evening Post 


and on tv and newspapers during June and July. John W. Forney 
Inc. is the agency. 


some “token” business to Ontario 
tv outlets purely as a public rela- 
tions move. 

4. The government will have a 
hard time cracking down on brew- 
ers who “hard sell” via U. S. sta- 
tions, because one of Canada’s big- 
gest brewers, Carling Breweries 
Ltd., which sells extensively in the 
U. S., will be able to maintain, for 
instance, that its Buffalo-spon- 
sored television shows, primarily 
beamed at the Ontario market, are 
for U. S. consumption. Agency of- 
ficials ask, if Carling is allowed to 
sell on Buffalo stations, why aren’t 
other Canadian brewers, whose in- 
terest is national only, allowed to 
do so? 

5. Brewers will be more selec- 
tive in their purchase of tv prop- 
erties in Canada. 

6. Since newspaper ads are now 
to be limited in size, this medium 
will be used more regularly. 

7. Only Canadian tv _ stations 
which will benefit substantially 
from the move will be those out of 
reach of Buffalo. 


BREWERS NEED US, 
SAY BUFFALO STATIONS 


BuFFALo, June 7—Sales manag- 
ers of Buffalo tv and radio stations 
carrying Canadian beer advertising 
have adopted a “wait and see” at- 
titude on Ontario plans to relax 
regulations controlling beer and 
liquor advertising. 

Sales managers said they are 
concerned over possible loss of 
some of this business as a result 
of the proposed change in the On- 
tario rules. But they doubt that 
all of it will be lost, pointing out 
that the proposed Canadian setup 
would allow only institutional ad- 
vertising of beer and liquor on the 
Canadian side. They hope Canadi- 
an brewers will continue to use 
Buffalo tv and radio to do the di- 
rect selling job in the Canadian 
market, as a supplement to insti- 
tutional advertising. 

One sales manager pointed out 
that in order to sell beer in the 
U.S. market, Canadian brewers 
will have to continue to use media 
on this side of the border. # 


WSOC-TV Promotes Scruggs 
William M. Scruggs Jr., who was 
formerly in charge of promotion 
and merchandising at WSOC-TV, 
Charlotte, N.C., has been promoted 
to the post of southern sales rep- 
resentative for the station. 


W. E. Long Boosts Pesick 

John Pesick, assistant director 
of radio and tv at W. E. Long 
Advertising, Chicago, has been 
appointed the agency’s account 
executive for the eastern portion 
of the nation. 


Plymouth Dealers 
Lose Appeal in 
Price Fix Case 


SAN FRANCISCO, June 7—Convic- 
tion of the Plymouth Dealers’ 
Assn. of Northern California on 
charges of conspiring to fix auto- 
mobile prices, has been upheld 
here by the U. S. circuit court of 
appeals. 

The decision had been awaited 
as a guidepost in similar cases 
pending against the Ford Dealers’ 
Advertising Assn. of San Jose and 
Chevrolet Dealers Inc., of the 
Oakland area. 

Harold Faulkner, attorney for 
the Plymouth dealer group, said 
that until he has read the decision 
carefully he will not know wheth- 
er the case will be appealed to the 
U. S. Supreme Court. 

The Plymouth Dealers’ Assn., a 
group of 67 dealers in six San 
Francisco Bay Area counties, was 
convicted by a jury May 16, 1959, 
and was fined $5,000 by Federal 
District Judge Willis Ritter. 


= Dealers had contended that if 
they- sold new cars at factory sug- 
gested prices they would have re- 
ceived a 24% gross profit. The 
association, it was claimed, sug- 
gested a price that gave them 
3344 %. 

This, the dealers argued, was 
“merely packing,” intended to en- 
able them to give larger trade-in 
allowances, and did not affect the 
actual new car price. 

The circuit court of appeals 
ruled, however, that the action in 
itself was a violation of the federal 
anti-trust law, regardless of the 
intent of the dealers. + 


Litman-Stevens Names Lorey 

George Dewey Lorey, formerly 
with the Jefferson City office of 
Hall, Haerr, Peterson & Harney, 
has been named a vp of Litman- 
Stevens & Sher Advertising, Kan- 
sas City, Mo. He will head the new 
division of creative merchandising 
for industry. 


Kelsey Joins Trav-Ler Radio 
Lester L. Kelsey, who headed his 
own radio and tv sales organiza- 
tion which specialized in private 
label brands, has joined Trav-Ler 
Radio Corp., Chicago, as vp and 
merchandising manager. 


Bresnick Names Clapp VP 


The Bresnick Co., Boston, has- § 


appointed Kenneth D. Clapp a vp. 
Mr. Clapp has been serving as ac- 
count supervisor and member of 


the plans board. 
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lis Great 


...to deal with sueh wonderful people ° 


. . . like those who created the enchanting Northern Tissue Advertising Agencies in Chicago— 
advertisement reproduced on the following page. Aubrey, Finlay, Marley & Hodgson, Inc. 
Batten, Barton, Durstine & Osborn 
This adorable little girl is one in a series presenting the four Gordon Best & Co. 
famous American Beauties. You have been charmed by them in Leo Burnett & Co. 
national magazines and billboards since their Giiatoe ©, Frank, tac. 


- Hanson & Stevens, Inc. 
George Hartman Co. 
Kenyon & Eckhardt, Inc. 
McCann-Erickson 


introduction back in 1959. 


The dynamic but heart warming campaign is the “baby” of Young 


& Rubicam, Inc., Chicago, advertising agency for Marathon’s Needham, Louis & Brorby 
Northern Product Division of the American Can Company. Frances Tatham-Laird 
Hook of Flourtown, Pennsylvania, was chosen to do the Northern J. Walter Thompson Company 


, ‘ , , F . Young & Rubicam, Inc. 
Tissue pastel portraits. Their loveliness speaks for itself. ‘Their . 


birth ignited a nationwide | ir wi 
th ignited a nationwide love affair with these soft, angelic faces piasiilihin Aéeneiee Uhitidaee 


We’re showing this advertisement as a typical example of our Baker, Johnson & Dickinson— Milwaukee 
: ; : i z born— Pittsburgh 
custom color engraving, to point up a ha alliance. From the Batten, Barton, Durstine & Os 8 
ae 3 hi 8» ‘ P P PPy : Batten, Barton, Durstine & Osborn— Minneapolis 
yeginning of this series, every set of color process engravings Bosell & Jecobs—Omahe 
has been under our care. Campbell-Mithun— Minneapolis 
; Fuller & Smith & Ross— Pittsburgh 
The Best Color Engravings go along with the combined skill of Juhl Advertising — Elkhart 
everyone concerned, right down to the color proofer. Every member Ketchum, MacLeod & Grove— Pittsburgh 
of the organization made particular effort to nurse these 
engravings . . . not unusual for Hutchings & Melville, where Firms other than Advertising Agencies— 
every job receives special coddling. Watch this combination pay Abbott Laboratories—North Chicago, Ill. 
off in ads which sELL AT THE POINT OF IMPRESSION. Bell & Gossett— Morton Grove, Ill. 


Field Enterprises Educational Corporation—Chicago 
Florsheim Shoe Company —Chicago 

Joanna Western Mills—Chicago 

Meredith Publishing Company— Des Moines 


. Olson Rug Company—Chicago 
IVA Flutehings & Melville lne ‘ Pollack ie re cami tines. Ohio 


Sears, Roebuck & Company—Chicago 


, Southern Bell Telephone Company — Alanta 
CUSTOM PHOTOENGRAVERS ; 
Teletype Corporation—Chicago 
4043 North Ravenswood Avenue, Chicago 13 Zenith Radio Corporation—Chicago 


*All the wonderful people who use our services, most of them 
regularly, a few occasionally: 
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For prints of Northern's 4 little girls (11” x 14”) send 25¢ in coin to Northern, Box 150, Green Bay, Wis. 


cA snowy kitten 
warm and small 
Of softness is 
the allinall 


Softness ie Moréhern 


Northern lissue is made with fluff 
Nothing else is soft enough 


In Fresh, clean eclors and purest white 
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Church Council 
Hits TV ‘Stress 
on Sex, Violence’ 


New York, June 7—The Na- 
tional Council of Churches last 
week assailed television’s and 
Hollywood’s “pathological pre- 
occupation with sex and vio- 
lence,” as well as “dishonest 
practices within the industries.” 

The criticisms came in a 
statement called “The Church & 
the Mass Media,” prepared by 
the council’s study commission 
on the role of radio, television 
and films in religion. 

“In regard to the radio and 
television industries,” the state- 
ment said, “it is our conviction 
that sponsors, advertisers, net- 
works, stations, program pack- 
agers and others sharing control 
over program and program bal- 
ance, should be held account- 
able and should hold themselves 
responsible for the impact of 
radio and television upon Amer- 
ican home and community life.” 

The church body pointed out 
that “these industries have been | 


in the throes of a crisis with 
major moral dimensions. 


a “The churches, along with 
other elements of the responsi- 
ble public, have an obligation to 
speak representatively to the 
Federal Communications Com- 
mission and Congress and to 
urge the FCC to fulfill its legal 
mandate to supervise and reg- 
ulate the radio and television 
stations in the public interest.” 

It was urged that the “FCC 
improve its disposition to en- 
force and its means of enforcing 
the power it already has to 
grant or withhold licenses on 
the basis of the demonstrated 
readiness of stations to operate 
in the public interest. 

“We would encourage the 
FCC,” the study group added, 
“to set up local boards of re- 
view and hold public hearings 
at the local level to evaluate the 
performance of radio and tele- 
vision stations in those cases 
where questions have been 
raised as to their operation in 
the public interest. Wide public 
participation in local hearings 
should be encouraged.” 


@ The national council said tv 
and radio stations and networks 
“should assume more responsi- 
bility for presenting to the pub- 
lic a wide range of viewpoints 
concerning the paramount issues 
of peace, disarmament, nuclear 
fission, and even issues which 
are unpopular with the govern-| 
ment, the industry and the, 
churches. This will require the | 
presentation of news in depth | 
and more and better programs 
on controversial issues.” 

According to the study com- 
mission, the tv, radio and mov- 
ie media present an image of 
man that is “often poles apart 
from the Christian understand- 
ing of man and his ‘purpose. 

“We speak here not merely of 
the pathological preoccupation 
with sex and violence or of rev- 
elations of dishonest practices 
within the industries, but more 
fundamentally of the assump- 
tion in both the content of the 
media and the policies which 
govern them that man’s end is 
material advantage, power and 
pleasure, to be achieved through 
competing with, manipulating 
and exploiting his fellow man.” 

The statement called on 
church leaders “to prepare 
themselves to speak in practical 
and authentic terms to the needs 
and responsibilities of the ra- 
dio, television and film indus- 
tries.” 

It approved “the concept of 
industry self-regulation” by) 
Hollywood, while noting that) 
the motion picture production 


code has “become increasingly in-| 
effective.” It called on the movies 
to treat human life “with integrity, 
respect for the person, the avoid- 
ance of stereotyping, and the recog- 
nition and honest treatment of 
controversial issues.” + 


McMahon Joins AMF 


John J. McMahon, formerly with 
the National Industrial Conference 
Board, New York, has been named 
marketing research director of 
American Machine & Foundry Co.’s 
atomics division, Greenwich, Conn., 
a new post. 


Miller to Venard, Rintoul 
Gilbert Miller, formerly eastern 
district sales manager of Quick 
Frozen Foods, has joined Venard,| 
Rintoul & McConnell as an account | 
executive. At one time Mr. Miller) 
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NSWER-AMERICA 


Will Make Your Client's Advertising More Effective 


Answer-America, a network with more than 250 telephone answer- 
ing exchanges, with offices in the United States, Canada and Mexico, 
can offer your clients varied services 24 hours every day .. . they 
can maintain branch offices, receive mail and orders, have phone 
service and listings in telephone directories. Mail can be addressed 
to any one of the Answer-American affiliates and will be sent to the 
general office for reply or forwarded on to established regional 
offices. Answer-America can also do special services, make telephone 
surveys, handle mail and telephone orders to tie in with local news- 
paper, radio and T.V. advertising. For complete information, write 
Answer-America. 


Executive Office 


ANSWER-AMERICA, INC., 55 East Washington Street, Chicago, Ill. 
RAndolph 6-2339 
AFFILIATE ANSWER CANADA 


was with WMEX, Boston. 


Some figures are unusually provocative. In the big 6- 
county San Francisco-Oakland area, for example, 
KSFO reaches 41% of all radio homes in a single day — 
43,300 more homes than the second-place station. In 
just one week, KSFO delivers 80.6% of all homes— 
only 9% less than all Bay Area stations combined.* 


It’s significant, too, that 


SOURCE: Cumulative Pulse Audience, February, 1960 


carrying the tremendously popular Giants baseball 
games (as it is now) or the games of the highly favored 
49ers, KSFO continues to deliver the greatest effective 
circulation in one day —or seven. For choicest availabili- 


ties in the Bay Area, 
...or AM Radio Sales. 


SAN FRANCISCO-OAKLAND 
KVI Seattle-Tacoma + Golden West Broadcasters QWS8 


even when the station is not 


KMPC Los Angeles 


*The combined unduplicated weekly circulations of all San Francisco-Oakland radio stations is 89.7% of total radio homes. 
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Judge Rules Connecticut Gas 
Price Sign Size Law Illegal 

Judge James P. Doherty, Bridge- 
port, Conn., common pleas court, 
has ruled that a state law regu- 
lating the size of gasoline price 
signs is unconstitutional. 

The judge’s decision sustains a 
demurrer to a criminal complaint 
against Albert R. Pinoia, Fairfield 
gasoline service station operator 
who was arrested, convicted and 
fined $50 by Fairfield town court 
last Feb. 23, after his demurrer to 
the state’s complaint had been 


overruled by Judge James W. | 
Zwecker. The state has the option | 


to appeal the decision. 


Haire Names Elfenbein 

Julien Elfenbein, formerly ed- 
itor of Housewares Review, which 
is published by Haire Publishing 
Co., New York, has been named 
special assistant to Thomas B. 
Haire, company president, with 
responsibilities in research and de- 
velopment, a new post. 


‘Campbell Forms PAR 
Market Test Service 


EVANSVILLE, INbD., June 7—A new 
service to aid market testing of 
|new products, new labels and other 
|innovations in the grocery field 
| was announced last week by Prod- 

uct Acceptance & Research Inc. 
The service is designed to pro- 
| vide immediate and continued dis- 
| tribution of the product in the test 
|area, along with complete weekly 
reports of the product’s “behavior” 
in the stores during the test period. 

PAR has lined up 260 food stores 
in the Evansville area in which it 
will install “new product centers” 
to feature the new products under 
test for a five-week period. After 
that, the product will be moved in- 
|to regular shelf position in these 
|stores for an additional eight 
weeks of market testing. 


j 
| 


to provide maximum attention by 
‘consumers initially, and then to 


® This two-phase cycle is designed | 


PAS 


test repeat purchases and competi- 
tive factors. 

R. Craig Campbell, president of 
| PAR, said the service can be used 
| to test new products, new labels, 
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WHAT ARE THE MERCHANTS 
OF ‘ELSEWHERE DOING? 


ACB Research Reports will tell you 


TEST ER —Craig 
Campbell, presi- 
dent of Product 
Acceptance & 
Research, dis- 
cusses new prod- 
uct center, which 
his company uses 
in test market- 
ing, with Luther 
Cain, Evansville, 
- Ind., food store 
operator. Prod- 
ucts shown here 
are only to illus- 
trate how the 
center will look 
when operations 
begin next month. 


steeert 


sb): 


offers and other innovations before 
national distribution. 

Each week during the test peri- 
|od, manufacturers are given com- 
plete reports on the products, in- 
cluding unit sales, dollar sales, 
turnover and sales per linear shelf 
foot. 

For specialized research desired 
by clients, PAR has retained El- 


rick & Lavidge, Chicago, market- | 


ing planning and research organi- 
zation. 

The stores cooperating with 
|PAR are of various types—chains, 
independents, co-ops, etc.—and 
sizes, and account for 70% 
| volume in the area. They can also 
be used for “split run” tests of 
| various labels or offers, Mr. Camp- 
bell noted. 


s Among the advantages of the 
testing service, he said, are: 


|e Guaranteed distribution. 
_e Guaranteed retailer cooperation. 


@ No costly introductory expenses, 
| such as introductory allowances. 


|e Development of retailer-orient- 
‘ed information which may be used 
in trade advertising and product 
/introduction in other markets. 
Mr. Campbell, formerly vp and 
| general manager of the Pablum 
| division of Meade, Johnson & Co., 


of the) 
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said Evansville was selected as the 
test area because it is a good test 
market—and also because he lives 
| there. Expansion of PAR into other 
| test markets is anticipated, he said. 
| Meeting with agency market re- 
|searchers at Keyes, Madden & 
Jones in Chicago last week, Mr. 
| Campbell said that the new product 
|centers are designed to handle an 
|average of ten products in any 


_ week. Cost for service, scheduled 
|to begin next month, ranges from 
| $2,600 to $7,600, depending on the 


|extent of service. + 


Rumrill Names Fagerstrom 

Seth Fagerstrom, account group 
|art supervisor at the Rumrill Co., 
| Rochester, has been named to the 
additional post of general super- 
visor of the agency’s art depart- 
ment. Fayette F. Harned, vp for 
special art projects, has been given 
|the additional responsibility of 
|contacting and evaluating outside 
art services. These additional re- 
sponsibilities were previously han- 
dled by Victor F. Boero, who has 
| resigned to join Ketchum, MacLeod 
|& Grove, Pittsburgh. 


'McGannon to Receive Award 
Westinghouse Broadcasting Co. 
and its president, Donald H. Mc- 
Gannon, were honored by the 
Television & Radio Advertising 
Club of Philadelphia with the 
presentation of its second annual 
Liberty Bell award for “out- 
standing and continuing dedica- 
tion to creative, informative pub- 
lic affairs programming.” The 
|award luncheon was held June 


/10 in the Barclay Hotel, Philadel- — 


| phia. 

Broadcast Executives Elect 
| Richard A. Keating, Bolling Co., 
‘has been elected president of the 
| Broadcasting Executives Club of 
New England. Other new officers 
include Franklin S. Browning Jr., 
Badger, Browning & Parcher, Ist 
vp; Thomas Y. Gorman, WEEI, 
Boston, 2nd vp; Alice M. Liddell, 
Kenyon & Eckhardt, secretary, and 
Myron L. Eastwood Jr., Hoag & 
Provandie, treasurer. 


Ad Clinic #17 


(a transparent device to get 


you to read this Sheraton ad) 


if they are advertising your brand... 

your competitor's brand...and to what 

extent...you see all 1,393 markets 
as one clear, coherent picture 


In and around the 1,393 cities in which 


more than 15 years. It is rather diffi- 
cult to enumerate the many ways in 
which this information has been used, 
but suffice it to say it has provided a 
valuable tool for our advertising and 
sales departments over the years.” 


More than 1,100 progressive com- 
panies are subscribers to one or more 


Make your claims believable 


by A. Expert 


daily newspapers are published there 
circulates newspaper display advertis- 
ing costing two billion dollars yearly. 

This newspaper advertising expen- 
diture is far larger than that of all 
other media combined. Yet you never 
see it! Aside from your home town, 
the other 1,392 key markets are pretty 


much a blind spot. 
upg : Reports may be 
What’s going on .. . are ‘the mer- 


chants of these 1,392 “Evsewnere’s” 
pushing your brand . . . supporting a 
rival brand .. . ignoring your field... 
are competing brands dominating cer- 
tain towns or areas with their nation- 


ally placed newspaper advertising .. . 


The answer to these and similar 353 Park Ave 
questions are of vital importance to 
manufacturers whose goods are sold 
through retail outlets. ACB Reports 
tell you exactly what is going on in 
any one or more of these markets. 
Leading merchandisers rely on ACB 
Reports. Lever Brothers Co., soap and 
allied product manufacturer says: 
“Various departments here at Lever 


Brothers have used ACB facilities for 


ee areas Rel Moire Wat ootIe CoeC eke ee en ee 


management of 
and other useful data. Catalog sent 
free on request. 


ACB reads every advertisement in every daily newspaper 


of ACB’s 14 different Newspaper Re- 
search Services. 


Send for big ACB Catalog 


If you are not thoroughly informed 
on the many uses of ACB Reports ask 
for the big ACB Catalog. Its 48 pages 
are filled with the uses to which these 


put for more efficient 
sales and advertising 


ACB SERVICE OFFICES 


. South » New York 10 
18 S. Michigan Ave. + 
20 South Third St. - 

161 Jefferson Ave. - Memphis 3 
51 First St. - San Francisco 5 


Chicago 3 
Columbus 15 


HOTEL 
RESERVATIONS 
IN 
4 SECONDS 


| SHERATON HOTELS 


machine confirms your room 


Ave., Boston, Massachusetts. 


No, sir, “4 seconds” is correct. Sheraton’s RESERV ATRON 


in a flash. All you do is phone the nearest Sheraton Hotel or 
reservation office. To show us how well this ad pulls, we'd 
like you to send for free, 104-page booklet on Sheraton’s 
54 hotels. Write: Sheraton Corp., Ad Age Ad #17, 470 Atlantic 


Here’s a headline 
that just goes 
too far. 


Wouldn't “4 minutes” 
be a little 
more accurate? 


anywhere — electronically 


| 
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The Houston Chronicle Carries Over Twice 
As Many EXCLUSIVE Advertisers As Both 
Other Houston Newspapers Combined 


Exclusive Retail Advertisers 


Chronicle . ... . . . . 1016 Placing 1,290,419 Lines 


2nd paper ) eeneaan. Opie k eke . . 277 Placing 214,921 Lines 
3rd paper RT Bhd 3 135 Placing 345,30! Lines 


Exclusive General Advertisers (Including Automotive and Financial) 


Chronicle . .... . . . . 832 Placing 792,393 Lines 


2nd paper. Nahe eee aes 356 Placing 352,067 Lines 
ME stot eos pee & eee 


And . . . More Advertisers 
Place The MAJORITY Of Their 


Linage in The Chronicle 


Retail Advertisers 
65% Majored in The Chronicle 


25% 2nd paper 
10% 3rd paper 


General Advertisers (Including Automotive and Financial) 
62% Majored in. The Chronicle 


35°% 2nd paper 
3% 3rd paper 


SOURCE: Media Records 1959. 


In Houston, The Chronicle 
Reaches MORE People... 


Carries MORE Advertising . . . 
Sells MORE Merchandise © 


THE HOUSTON CHRONICLE 


Read By More Houstonians Than Any Other Newspaper. . . 
The Chronicle is ao MUST Buy! 
The Branham Company—National Representatives 
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Petersen Launches ‘Kart 
Petersen Publishing Co., 


U.S. Television Ownership 


Los 


Angeles, will begin publication of by Geographic Area 
Kart, a monthly, with the first is- 

sue on sale July 28. The 96-page Source: A. C. Nielsen Co. 
rotogravure magazine has an ini- Total Television 
tial print order of 300,000. Rates Memes emes 
are based on $300 for a b&w page.|yorai vu. s. 52,000,000 45,200,000 
Karts are small motor vehicles 

driven competitively om special | NORTH EAST 13,057,000 12,043,800 


kart race tracks. 


NEW ENGLAND 2,951,800 2,725,060 


CONNECTICUT 707,700 655,550 
Lessing Co. Appoints Rice MAINE 260,900 234,580 
Lessing Advertising Co. Des) — massacHuseTTS 1,461,700 —‘1,358,160 
Moines, has named Gordon Rice NEW HAMPSHIRE 168,200 153,320 
an account executive. He will also RHODE ISLAND 249,800 232,810 
supervise the agency’s direct mail VERMONT 103,500 90,640 

department. For many years with 
Ford Motor Co., Mr. Rice most re- MIDDLE ATLANTIC 10,105,200 9,318,740 
cently has been sales manager of NEW JERSEY 1,751,500 1,628,530 
a Des Moines direct mail company. NEW YORK 5,084,000 4,694,940 
PENNSYLVANIA 3,269,700 2,995,270 
Doerner Joins D'Arcy bis NORTH CENTRAL 15,611,500 14,061,900 

Russell C. Doerner has joined 
D’Arcy Advertising Co., Cleveland.| EAST NORTH CENTRAL 10,917,100 10,032,610 
Mr. Doerner was formerly a copy | ILLINOIS 3,106,600 2,848,170 
chief with Stix, Baer & Fuller, St.) INDIANA 1,424,200 1,297,250 
Louis department store. MICHIGAN 2,336,700 2,151,580 
PR er OHIO 2,898,200 2,700,660 
WISCONSIN 1,151,400 1,034,950 
IN THE RAC. & WEST NORTH CENTRAL 4,694,400 4,029,290 
1OWA 859,800 775,950 
A KANSAS 675,300 557,660 
MINNESOTA 974,300 847,360 
MISSOURI 1,373,300 1,215,750 
4 F NEBRASKA 443,000 372,520 
in today s modern NORTH DAKOTA 170,600 124,890 
TH DAKOTA 198,100 135,160 

food stores |} sou 0 

| SOUTH 14,968,000 _—-11,908,440 

BME oo a 
| SOUTH ATLANTIC 6,971,300 5,700,400 
: | DELAWARE 126,900 116,850 
Reach the retailers who syst oF cowumsia 243,500 223,900 
operate 112,000 foodstores, FLORIDA 1,448,500 1,177,440 
with $24 billion in annual GEORGIA 1,024,400 809,900 
ue voprecentine 4% | loan cat «(thee | 
of the total food business. sain caenaia oaen prio 
es fl. a 
WEST VIRGINIA 512,600 403,540 
Reach 80% of all supermarkets EAST SOUTH CENTRAL 3,188,300 2,366,000 
(exclusive of national chains), ALABAMA 838,600 638,230 
50% of all a pe KENTUCKY 831,100 622,170 
2 GF GN superettes, GM VO MISSISSIPPI 555,700 354,310 
untary and cooperative group TENNESSEE 962,900 751,290 

headquarters and all members 

: WEST SOUTH CENTRAL 4,808,400 3,842,040 
of National American Whole- anmaneaas 482.100 344,100 
sale Grocers Association and LOUISIANA 855,800 676,420 
National Food Brokers Asso- | OKLAHOMA 679,700 556,310 
ciation. TEXAS 2,790,800 2,265,210 
WEST 8,363,500 7,185,860 
| MOUNTAIN 1,946,600 1,528,330 
ARIZONA 357,200 297,940 
These are the COLORADO 514,600 425,520 


S888 S828388 8 S 


38 


888288 


Total Television 
Homes Homes 
IDAHO 185,600 142,100 77 
MONTANA 213,900 137,040 64 
NEVADA 89,600 69,040 77 
NEW MEXICO 245,900 182,150 74 
UTAH 243,500 216,060 89 
WYOMING 96,300 58,480 61 
PACIFIC 6,416,900 5,657,530 88 
CALIFORNIA 4,901,300 4,401,480 90 
OREGON 588,500 466,920 79 
WASHINGTON 927,100 789,130 85 


Total homes as of January, 1960 are Sales Man- 
agement estimates. 

Television homes, as of January, 1960, Nielsen | 
explained, were “derived systematically by applica- | 
tion of growth rates since the spring of 1958 in| 
terms of changes in ‘total homes’ and of television 
ownership penetration patterns during the past 
year.” 

Television ownership percents are “Nielsen es- 
timates based on studies of trends in the acquisition 
of television, by area and county size. Growth in 
television ownership, observed in the maintenance 
and recruiting of thousands of homes for Nielsen 
research operations, has been applied to former | 
non-owners of television, county by county. The) 
rate change for individual counties has been based | 
on average growth rates for counties of similar | 
characteristic.” The county-by-county _ statistics | 
will be made available July 18. 


Canadian Television Ownership 


by Geographic Area | 
Source: A. C. Nielsen Co. of Canada 


Total Television 
Homes Homes* 
CANADA (9 PROVINCES)? 4,266,800 3,423,410 80% | 
MARITIMES 319,000 228,930 72 
PRINCE EDWARD ISLAND 23,200 14,390 62 
NOVA SCOTIA 165,700 129,980 78 
NEW BRUNSWICK 130,100 84,560 65 
QUEBEC 1,123,000 983,130 88 
ONTARIO 1,547,700 1,336,930 86 
PRAIRIE PROVINCES 810,700 536,860 66 
MANITOBA 230,800 159,610 69 
SASKATCHEWAN 243,300 148,000 61 
ALBERTA 336,600 229,250 68 
BRITISH COLUMBIA 446,400 337,560 72 


*Includes TV homes for counties with less than 10% ownership 
tNewfoundland available at later date 


Total homes estimates for each county were de- 
veloped by Nielsen and “tie to provincial totals de- 
termined by the Dominion Bureau of Statistics, as 
of May, 1959, and adjusted to reflect conditions as 
of December, 1959.” 

Television homes by county or census division, as 
Nielsen explained it, “are the projected counts de- 
veloped from ownership percentages as found in the 
county-by-county survey and applied to total homes. 

“The original field work from which ownership 
estimates were derived consisted of a series of spe- 


cial studies covering all counties of Canada during 
| November and December, 1959.” 


distributors 
who control 
food store space 


Their magazine is 


NARGUS 


CAROLINA | 
BULLETIN 


enuiviine-tinkines 
SENTINEL | 


Leading Monthly 
Magazine in 
Food Distribution 


PUBLISHED SINCE 1914 BY 
National Association 
of Retail Grocers 
of the United States 
(NARGUS) 


360 N. Michigan Avenue 
Chicago 1, Illinois 


Salem 


. . . penetration plus is the big plus you get 

and Sentinel. Over 100% penetration in fast growing Winston- 
. with more than 70% penetration throughout an 
1l-county trading area with over $¥2-billion in retail sales. Here’s 
coverage where it counts . . . here’s coverage you can count on 
... for genuine sales impact! Buy North Carolina’s COLORACTION 
Newspapers. National Rep., Kelly-Smith Co. 


Revenue Chie 


with the Journal 


Philco Shifts Marketing Execs 
Philco Corp., Philadelphia, has 


executives. They are Henry E. 


eat 
: Bowes, former vp of marketing, 


jassistant to the vp of marketing, 
‘named vp of marketing; Rayford 
« |E. Nugent, former vp of sales, now 
f | vp-assistant to the vp of market- 
ing; Frederick D. Ogilby, former vp 
and director of special market 
planning, named director of sales. 


EWRR Gets Heritage Stations 
International Good Music Inc., 

Bellingham, Wash., has appoint- 

ed Erwin Wasey, Ruthrauff & 


tions, planned as a group of sta- 
tions in 25 markets to provide fine 
music programming. First Heritage 


KGM4J, Seattle. 


Heldt Opens Writing Service 


tion and editing of medical and 
pharmaceutical literature for in- 
dustry has been announced by the 


ford Ave., Stamford, Conn. The 
principal is Marion Fear Heldt, 
former copywriter for L. W. Froh- 
lich & Co. and Erwin Wasey, Ruth- 
rauff & Ryan. 


switched several of its marketing | 


|named vp and general manager of | 
|the consumer products division; | 
/Robert G. Urban, former vp and| 


Ryan, San Francisco, to handle ad- | 
vertising for Heritage FM Sta-| 


station to go on the air will be 


A new service for the prepara-| 


Heldt Writing Bureau, 171 Stam-| 


NEW LABEL—Nehi Beverage Co., Los 
Angeles, introduces its new Par-T- 
Pak label on its quart line with 
color ads in Sunday supplements, 
two-color spreads in Los Angeles 
dailies and radio spot jingles. 
Compton Advertising is the agency. 


Reach, McClinton Names Three 

William S. Bahrenburg, formerly 
with Life, has joined Reach, Mc- 
Clinton & Co., New York, as a vp. 
Edward W. Haggarty, formerly ad- 
vertising brand manager of the 
consumer products department of 
Union Carbide Chemicals Co., has 
joined Reach, McClinton as an 
account executive for the Playtex 
family products division of Inter- 
national Latex Corp. Louis S. Hal- 
lenstein has joined Reach, McClin- 
ton in Chicago as a copywriter. 
He formerly was with Kuttner & 
Kuttner and W. E. Long Adver- 
tising Agency, Chicago. 


Kaplan Joins Fitzsimmons 
Edward Kaplan, a registered 
pharmacist who was _ formerly 
copy chief of William Douglas Mc- 
Adams Inc. and medical copywrit- 
er at E. R. Squibb, has joined Don- 
ald F. Fitzsimmons Inc., New York. 


James Crawford to F&S&R 

James D. Crawford, formerly an 
account executive with Deutsch & 
Shea, has joined Fuller & Smith 
& Ross, Boston, as an account 
executive. 


. Traffic 
World 


is the weekly 
newsmagazine of 


transportation 
management* 
in every industry 


and in every mode 
of transportation 


* 
the men who set transpor- 
> tation policies in their own 
organizations and collec- 
tively form the national 
transportation policy — in- 
dustrial traffic managers, 
carrier executives, port au- 
thority traffic executives. 
public warehousemen, 
educators, government and 
¥ militaryofficials,transpor-  ¢ 
j tation attorneys, chamber 
of commerce officials. 


See our Service-Ad 
in SRDS Class. 148 
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"WHY NOT YOUR ADVERTISING? 
The over 3,200,000 known spenders who read the Big Three Sportsmen’s 


Magazines offer a prime market of your best prospects in the Leisure- 
Time field,at lowest cost! Why overspend on wasteful,scatter-shot media? 


SPORTS AFIELD - OUTDOOR LIFE + FIELD & STREAM 


PORTS AFIELD of LARGEST CIRCULATION GAIN OF ANY MAGAZINE 
a UP 211% viet in tHE LAST 15 YEARS! 


SPORTS AFIELD | i: 


A HEARST KEY MAGAZINE + 959 EIGHTH AVENUE + NEW YORK 19,N.Y. 
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New York’s Garment Center is the world’s most 
productive 0.1 of a square mile. Its annual dollar sales 
equal the value of all the oil from Texas each year. 

It occupies only 18 square city blocks...you can walk 
around it in half an hour...yet it produces more dollars 


a year than all the world’s gold mines in three years! 


New York’s garment business employs about 250,000 


people. That’s like hiring every adult in Toledo. Their 


wages are close to $900,000,000 a year. They work for 
about 11,000 firms in the New York area, more than 
all the manufacturers in Akron, Milwaukee, Baltimore, 


Toledo and Boston combined. 


Hardly anyone wears more than one dress at a time, 
but some people buy a lot more clothes than others. — 


The direct way to reach them is the Herald Tribune: 


—-—. = * 


“the market without waste”. Of all New York papers, 


the Trib has the highest concentration of families with 
$7,000-and-up incomes: the ones you most easily sell 
at a profit. No wonder the Trib carries the fourth 


largest volume of general advertising of all U.S. 


mA eK RA RA MA FA 2 el 


newspapers. You and your business are missing plenty 


if you don’t advertise where the most active 


money is—in the New York 


Herald Tribune 


5 San Francisco GA 1-7437  @ McAskill, Herman & Daley, Inc.: Miami Beach JE 2-1715 @ Allin Associates: Toronto EM 4-2269, Montreal VI 5-6898 
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= i Is there a more effective way for you to sell 
aes ie, THOUGHT LEADERS of en 


er Visualize your sales story in the 
_ unique editorial climate of = — 


the new BETTER Fanner METHODS 


coming in n July. 
ae your BFM shiteeaiieds ‘nein ia a sinters 
explanation of this THOUGHT-LEADER concept. 
BETTER FARMING METHODS 


Watt Publishing Co. |= Mount Morris, Ill. 


Advertising Age, June 13, 1960 


Zwald Heads AIA Chapter Better Addressing 
The Oregon chapter, Assn. of 


Industrial Advertisers, Portland, Aim of Canadian 


has elected Robert L. Zwald, Elec- 

tric Steel Foundry Co., presi- | Post Office Drive 

dent. Other officers are Mel Car- 

penter, Georgia-Pacific Corp., vp;, MONTREAL, June 7—The post 

William R. Warner, Hyster Co.,| office of Canada will spend $200,- 

secretary, and Thad Gable, Photo- 900 to promote better addressing 

Art Commercial Studios, treasurer.|this year, and that investment 
|““‘brings truly big returns when one 
considers the mammoth job it is 

go ogg Chlmegtbee ses called upon to do,” according to 

Mentaiate 3. 3. inaa tim named |e William Hamilton, postmas 


ter general. 
to handle trade paper advertising,| A former executive director of 


direct mail and publicity for Co-| the Federation of Canadian Adver- 
lonial Neon Sign Co., North Ber-|tising & Sales Club and general 
gen, N. J.; New York Transformer | manager of the Advertising & 
Co., Alpha, N. J., and Standard |sajes Executives Club of Montreal 
Plastics, Fogelsville, Pa. until his election as a member of 

the Canadian parliament in 1959, 


Olsen Names Jones 'Mr. Hamilton told ApverTIsinG 
Rolland W. Jones, formerly sales | AGE: 
development manager of Indus-| “We know, just as any business 


trial Marketing, Chicago, has knows, that it cannot offer the 
joined Olsen Publishing Co., Mil- | |best in service unless its clientele 
waukee, as business manager of |knows what services it has to of- 
Sales & Advertising. fer and knows how to use them 
most effectively. So we have 


ms 


OFFICIAL UNITED STATES Navy PHOTOORAPH 


Ambassador with a blackboard, the Hope 
specialist will help the often woefully few 
local medical technicians train helpers. 
The result: many more hands. And that 
means one Hope dollar is multiplied 
many times over. 


This great seaborne health cen- 
ter will carry a new kind of aid 
abroad—with your help. Part of 
the people-to-people project 
Hope, it will enlist 200 specialists 
in sharing our health skills. 


worked out arrangements to in- 
form the public about the postal 
services that are available and to 
help them make the best possible 
use of these services. 


s “This year our advertising. pro- 
gram is built around the theme of 
‘better addressing,’ which in our 
six biggest cities is tied in with a 
campaign to improve the effective- 
_ |ness of our postal zoning arrange- 
ments. 

“This campaign will use just 
about every medium in the adver- 
tising business. . . tv, radio, direct 
| mail, newspapers, posters.” 
| Mr. Hamilton termed the $200,- 
000 expenditure “pitifully small by 
commercial standards,” comparing 
it with one particular company 
which is putting aside $250,000 to 
advertise instant mashed potatoes. 
The post office has an annual 
volume of $180,000,000. + 


Reeves Gains Account, Drops 
Another; Elects 3, Adds 1 

Knox Reeves Advertising, Min- 
neapolis, has gained an account— 
the building products. division 
of Wood Conversion Co., St. Paul— 
and dropped one—Pacific Gam- 
ble Robinson Co., Minneapolis— 
which moved to Campbell-Mithun. 

Three new vps have been elect- 
ed. They are Howard Jones and 
Ralph Klapperich, account execu- 
tives, and Robert T. Sturgis, media 
director. Herbert F. Webster, for- 
merly with Fuller & Smith & Ross, 
Pittsburgh, has joined Knox 
Reeves’ creative department as a 
copywriter. 


YOUR HELP CAN COME BACK AHUNDRED TIMES OVER —_— stein tera ver 


tising manager of the Southern 
Pacific Co., San Francisco, has been 


: named president of the Assn. of 
If enough of us heip, the §.S. Hope will be outbound ‘Saliced Sivertsing Shanaere: 
in 1960. First port of call: Indonesia. A bold health \Other new officers incluile J. N. 
roject called Hope will be underway. Ragsdale, Assn. of American Rail- 
ped y a y roads, Washington, Ist vp; G. V. 
The need is crucial. Many places, too many health Frederick, Baltimore & Ohio Rail- 
hazards exist. Too many people robbed of the will to road, Baltimore, and a F. ass 
; Chicago, Burlington & Quincy Rail- 
live. Too few hands to help. Often, a doctor for 100,000. cad ailied tee. one a ee 
Hope’s approach is practical. Help where a nation’s gen, Great Northern peter, St. 
Paul, and A. W. Eckstein, inois 
doctors ask help. Help them help themselves to health. Conteal Ruibeend, Chimamh trees- 
By training, upgrade skills— multiply hands. Hope’s doc- neat, 
tors, dentists, nurses, and technicians will man a center 
complete to 300-bed mobile unit and portable TV. Metal Climax Names Bridge 
= h ‘ of American Metal Climax Inc., 
You can not only make every dollar do t € work 0 New York, has named Harry P. 
many, you can earn a priceless dividend. With health Bridge Co., Philadelphia, and its 
r ; ith themselves are public relations affiliate, Worden & 
eee self-respect ig a ved gad with Co., to handle advertising and pub- 
less likely to war with others. lic relations, respectively. G. M. 
Hope is yours to give. It’s a people-to-people project. ony at New York, is the pre- 
For one year’s worth, 3% million Americans must give ——— 
a dollar. Don’t wait to be ae Mail a ages or more Harrington Names Dickinson 
, Box 9808, Washington 15, D.C. icki : 
One local doctor for 100,000 people. These are the odds Hope now to HOPE, Bo , g , John F. Dickinson, a vp of Har 


_ may face. Yet Hope can mean so much. The health of this child. 


rington, Righter & Parsons, New 


The health of five Indonesians. Trained hands and only a dol- & ; | a ionic a or beth selon 
lar’s worth of penicillin can cure them of crippling yaws. <l Pp 


resentative. 
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Advertisement prepared by Gilbert Advertising Agency, Inc. 


“Our exclusive campaign in The New Yorker has played a major 


_ role in building the Harburt brand name. The excellent results we 


received prompted our switch from black and white double columns to 


: four-color bleed pages.” a Lb Q C ae NEW YORKER 
ake President, MAGAZINE 
Harburt of Boston, Inc. 
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ENGINEERING... 
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PURCHASING... 


How can you 


CONCENTRATE TO DOMINATE 


the metalworking market... 


»..and still cover all four buying influences? Metalworking is 
BIG .. . accounts for over half of all manufacturing in the nation. Metal- 
working is BROAD . .. embraces nine high volume sIc segments. 
Metalworking is GROWING . . . will increase from $150 to $225 
billion by 1965 . . . $340 billion by 1970. In the light of these facts... 
are you investing enough to make the most of this BIG, BROAD, GROWING 
market? Are you covering all sic segments. . . all important buying 
influences? Are you concentrating your dollars . . . to create a dominant 
campaign in the publications which can help your salesmen most? Of 
course, you use the “‘verticals”’ and single function publications to round 
out your program. But first, make sure you invest enough dollars in a 
publication that enables you to CONCENTRATE TO DOMINATE the managers 
in all of Metalworking America. STEEL will do the job for you. 
STEEL’s circulation is proportionately matched to all sic’s in metal- 
working. By editing to the common interests of metalworking managers 
... STEEL covers all key buying influences in administration, produc- 
tion, purchasing and engineering. In STEEL . . . you can CONCENTRATE 
TO DOMINATE. 


[Njp|P 


If T E E i serves all four functions best because it serves them al/ 


The Metalworking Weekly 


administrative 


engineering 


A PENTON Publication Penton Building Cleveland 13, Ohio 
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ie Bad 


| RADIO 
the STORER station — backed by 33 years 
of responsible broadcasting « CALL KATZ 


TOTAL 


The Gap W 


The Journal-American now leads 
the World-Telegram and Sun by 
more than 140,000 families and 
the Post by over 270,000 families 


FOR THE 6 MONTHS ENDED MARCH 31, 1960, AVERAGE NET PAID 
CIRCULATION OF THE EVENING JOURNAL-AMERICAN EXCEEDED 


600,000 


During the 6-month period just ended, more and 
more families switched to the Journal-American 
while both the World-Telegram and Sun and the 
New York Postlost circulation. The Journal-American 
now reaches by far the largest percentage of the 
evening field in its history. It has 75.8% as many 
readers as the other 2 evening papers combined. 


are switching to 


NEW YORK 


THE READER’S CHOICE 


Represented Nationally by Hearst Advertising Service Inc. Offices in Principal Cities 


INFORMATION 
RADIO -” 


90,000 WATTS « 


the 


Studebaker Buys Five Jazz 
Festivals on CBS Radio 
Studebaker-Packard Corp., South 
Bend, Ind., will sponsor CBS Ra- 
dio’s “World Jazz Series,” a sum- 
mer schedule of fifteen 55-minute 


shows presented at 9:05 p.m., EDT. | 


The car maker, which sponsored 
the Newport Jazz Festival on CBS 
Radio last year, again will sponsor 


the event this year, as part of the| 
world jazz group. The Newport) 


Festival will run July 1-4. 

Other festivals in the group in- 
clude: one from French Lick, Ind., 
July 9-31; from Detroit, Aug. 19- 
21; from Philadelphia, Aug. 26-28, 
and one which was held in New 
York June 4-5. The Studebaker 
buy was made through D’Arcy Ad- 
vertising Co. 


Stocking Joins Zlowe 

Willard Y. Stocking, formerly 
director of advertising and public 
relations of M. Lowenstein & 
Sons, has joined Zlowe Co., New 
York, as an account supervisor. 


mixed with wa- 
jter (4 oz. to a gallon of water), 
and the solution then is said to 
wash off the car while leaving a 
| wax film which can be buffed to a 
gloss. 


The momentum of the Journal-American’s circula- 
tion gains has accelerated in recent months, resulting 
in figures substantially higher than 600,000. These 
gains have been registered in every area of the 
Metropolitan New York Market. Journal-American 
circulation is UP in the City. UP in Westchester. UP 
in Long Island. UP in New Jersey. UP everywhere! 


MORE and MORE New York Families 


Circulation figures ore from A. B.C. Publishers’ Statements for the 6 months period ending March 31, 1960. 


Advertising Age, June 13, 1960 


Simoniz TV Ads 
Promote Wax ,0 


Cuicaco, June 7—Simoniz Co. 
will use national and spot televi- 
sion to introduce its newest prod- 
uct, an auto polishing wax in a 
water base, called Wax,0. 
| Advertising this season for the 
/new auto wax will run during July 
jand August on the “Jack Paar 
Show” (NBC-TV) three times a 
week, plus tv 
spots in several 
major markets. 
A heavy ad 
drive will pro- 
mote the prod- 
uct next sum- 
mer, according 
to Paul Green- 
field, Simoniz 
director of mar- 
keting. 

Simoniz 


SIMONI 


said 
Wax,0 was de- 
veloped after 
two years of re- 
search. The 
product is 


Young & Rubicam is handling 
the current campaign, though a 
successor agency is to be an- 
nounced this month (AA, May 
30). # 


Folger's Cottee TV Spot 
Featured in Brochure 


| Fletcher Richards, Calkins & 
| Holden, San Francisco, has mailed 
|a 32-page brochure containing the 
;complete storyboard of a tv spot 
| nares created for J. A. Fol- 
|ger & Co. to leading retail grocers 
and Folger salesmen throughout 
| the 11 western states and in Van- 
couver and Victoria, Can. The 
Folger’s coffee commercial, cre- 
ated by Format Films, West Coast 
animated film producers, features 
Bolder Bean as its lead character. 
The agency plans to use the 
|Bolder Bean character as focal 
| point of new outdoor board, trade 
and newspaper campaigns aid in 
point of sale promotion materials. 


Chester Burger Named 
President of CCI 


Chester Burger, formerly vp of 
|Ruder & Finn, has been named 
|president of Communications 
| Counselors Inc., a division of Com- 
munications Affiliates, New York. 
| The latter is a service organization 
of McCann-Erickson Inc. How- 
ard Chase resigned as head of 
CCI last year to form his own pr 
company, and Sydney W. Morrell 
was named exec vp of Communi- 
|cations Affiliates last March. 
Mr. Morrell was previously vp 
\in charge of public relations for 
International Telephone & Tele- 
graph. 


Sleex Fall Campaign Set 

Sleex Products Co., a division 
|of Formfit Co., Chicago, has an- 
|nounced plans for a fall advertis- 
ing campaign for its line of cotton- 
lined rubber girdles. Magazines on 
‘the schedule include Good House- 
| keeping, Life and True Story. Ads 
are also set for 61 locally edited 
| Sunday supplements and run-of- 
|paper editions. Tv spots are also 
| included, and spot radio will be 
|tested in several markets. Mac- 
Farland, Aveyard & Co., Chicago, 


is the agency. 


'U. S. News’ Boosts Rates, Base 
| U.S. News & World Report, -ef- 
| fective with its Jan. 2, 1961, issue, 
| will increase its average net paid 
circulation from 1,150,000 to 1,- 
175,000 and will boost its b&w, page 
'rate from $5,980 to $6,345. 
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31 Experts Discuss 
Corporate Image 
in New Compilation 


New York, June 7—The be- 
ginner with an interest in how 
corporate personalities are devel- 
oped can profit from a new book, 
“Developing the Corporate Image,” 
published by Charles 
Sons at $5.95. 

Edited by Lee H. Bristol 
director of public relations for 
Bristol-Myers products division, 
Bristol-Myers Co., the book is a 
compilation of 31 chapters written 
by specialists in different phases 
of corporate imagery. The writers 


JY., 


describe the various publics with 
which they deal, the problems 
encountered and the tools and 


methods by which they are solved. 
Some of their comments are new; 
other are reprints. 

Among the authors are Pierre 
Martineau, of the Chicago Trib- 


une; Charles Winick, of J. Walter 


sits, Space 
War! 

CLtte ste 
or S| on 
tr Sasensssceeeem NO. 171 


Kleen-Stik played a vital role ina 
space-saving demonstration for 
Miles Products Div. of Miles 
Laboratories, Inc., Elkhart, Ind. To 
show druggists how little counter 
space 2 dozen packages of Alka- 
Seltzer need, Product Mgr. Rudy 
Rasin and Merch. Dir. Hank 
Schmidt developed this ingenious 
3-piecer. The colorful cut-out of 
“Speedy” slips over a wire clipped 
at right angles to a 6" x 6" card. And 
the card fastens quickly and securely 
to the counter with (you guessed it) 
self-stickin’ Kleen-Stik — the mod- 
ern ‘‘peel-an’-press’’ adhesive! 


Frank hKarslake handled produc- 


tion for Forbes Lithograph Mfg. 
Co, 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


. 


WORLD'S MOST VERSATILE 
CELF-STIK-ing ADHESIVE 


4139 
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IDEA NO. 172 
Great Give-Away for 
Sylvania 

So suitable . . 


ingenious is this ‘Family Album” 
used as a premium by Sylvania 


. sO practical . . . so 


d33y° 


Electrie (Canada) Ltd. of 
Montreal. Inside the colorful covers 
(printed in English and French!) 
are 12 black pages for mounting the 
photos you take with Sylvania 
Superflash bulbs—each page 
equipped with strips of Kleen-Stik 
Dubl-Stik for easy attachment 
without water, glue, or tape. 
“flashed’” by Sales Prom. Mgr. 
W.P. Lewis and Ed Matthews of 
Delmar Studios and produced by 
The Delmar Studios Co. Lid., 
Downsview, Ont. Makes a pretty 
sales picture! 
With Kleen-Stik, relief from 
display and merchandising 
problems is just a phone call 
away. Call your regular print- 
er, lithographer, or silk screen- 
er for an album of ideas...or 
write direct. 


“dn i 


MILS-N337H HLIM** 


PRODUCTS, INC. 
7300 West Wilson Avenue 
Chicago 31, Illinois 


Scribner’s | 


| Thompson Co.; Charles E. Swan-|5 


son, of The Saturday Evening 
Post; Dwight C. Van Meter, of 
N. W. Ayer & Son; Bert C. Goss, 


of Hill & Knowlton. | 


Also David Ogilvy, of Ogilvy, 
Benson & Mather; Fred B. Man- 
chee, of Batten, Barton, Durstine 
& Osborn; Richard Fehr, of Doher- 
ty, Clifford, Steers & Shenfield; 
Woodrow Wirsig, of Printers’ Ink; 
Michael Horton, of Columbia 
Broadcasting System, and Robert 
J. Tiernan, of Meredith Publishing 
Co. 

Mr. Manchee’s chapter, “Ques- 


|tions for the Advertising Agency,” || 


|was carried as a feature article in 
Advertising Age (March 14, 1960) 
= Mr. 


Martineau writes: “Too 


many business men today seem to |} 


feel that promoting the corporate 
image is little more than a vague 
gesture of good will. They act a: 
if they aren’t sure that public 
attitudes toward their company 
are really important. And, unfor- 
tunately, too many of today’s pub- 
lic relations and publicity prac- 
titioners don’t view their tasks in 
terms of changing attitudes. Too 
often they are content with send- 
ing out mass-produced hunks of 
news items and then sitting back 
and clipping the newspapers, mag- 
azines and trade journals to collect 
massive scrap books designed to 
impress management with the tre- 
mendous job they’re doing.” 


Steel 
Lit up—Purchasing Week’s award of merit for out- 


| standing creativity in an 


ad is happily accepted 
|here by two Sylwania lighting division executives, 


Duffy 


's Hector Lazo, of New York Uni-| James Steel, merchandising manager, and Jim Duf- 


| versity’s graduate school of busi- 
ness: 

“Consumer advertising also has 
;much to do with [the corporate] 
image in the eyes of the trade. A 
continuous repetition of such slo- 
gans as ‘Progress is our most 
important product,’ ‘You can be 
sure if it’s Westinghouse,’ ‘Good 
to the last drop’ and similar slo- 
gans, are backed up by the quality 
of the product, go a long way 
towards creating an image that 
automatically commands respect 
and support from the trade. 

“Wholesalers and retailers tend 
to be proud to be associated with 
such well-known and well-estab- 
lished companies, that back up 
their advertising claims with prod- 
ucts and policies which earn them 
public respect and public support.” 


® Discussing written communica- 

tions, Kermit Rolland of Kermit 

Rolland & Associates, writes: 
“One company I know (and so 


do you) has successfully estab- 
lished an appealing corporate 
image through advertising and 


design. But wait until you receive 
a letter from that company! The 
image conveyed by that letter is 
completely at odds with the ad- 
vertised image. As a reader you 
have the suspicion that the image 
conveyed by the letter is closer to 
the truth, since it came from a 
non-professional image maker. 


be 


Patten 


fy, industrial and commercial ad manager. Pre- 
senting the award is Walter W. Patten Jr., dis- 
trict manager of Purchasing Week. 


And so you conclude that the 
advertised image is nothing more 
|than a slick campaign.” 


es Mr. Manchee, retired vp of 
BBDO, discusses the “understand- 
lable” reluctance of advertisers to 
approve “interpretive” advertis- 
ing. “There is noticeably less 
spontaneity when the goal shifts 
from advertising that sells the 
|company’s products to the com- 
| pany itself.” 

| Mr. Manchee suggests, and an- 
swers to his. satisfaction, six 
questions which he warns agency 
men to be ready for from the 
| client: 

| 1. “Isn’t institutional or image 
advertising pretty much blue-sky 
advertising?” 

2. “When you are promoting a 
product, you set aside a certain 
percentage of sales or anticipated 
sales for advertising. With insti- 
tutiona! advertising you have 
nothing to tie to. How, then, can 
you determine how much you 


should spend for image advertis- 
ing?” 
3. “Why cannot the image of 


objectives be accomplished just as 
well and far less expensively 
through publicity as through ad- 
vertising?” 

4. “If the officers of the com- 
pany embarked on a widespread 
speechmaking campaign, couldn’t 


the interpretive job be done al- 
most as effectively?” 

5. “If a company does make only 
ingredient products, what differ- 
ence does it make what kind of 
image it has?” 

6. “How long must an advertis- 
ing campaign run before it ac- 
complishes its image-building job?” 


oe Mr. Fehr, writing 
approach consumer magazines, re- 
ports on a top editor who listed 
three chief reasons pr people fail 
to obtain results in his publication: 
1. “They have not studied our 
book and so they suggest ideas 
that are completely out of har- 
mony with our editorial needs.” 


making demands on the crea- 
tive talent it hires; determined 
to see the job through, and pre- 
senting to management evi- 
dence of a film’s effectiveness.” 


Publisher Case to Retire; 


|With Fire Book Since 1911 


on how to) 


I. Herbert Case, 
publisher of Fire Engineering 
and general manager of FE, 
Waste Engineering and Water- 
works Engineering, which com- 
pose the municipal group of the 
magazine publishing division of 
Reuben H. Donnelley Corp., 
New York, has been named a 
consultant to the division. He 
will hold the post until his re- 


formerly 


2. “They present vague half-|tirement in one year. A commit- 


formed ideas, apparently assuming 
we will jump at the chance to 
forge their horseshoes.” . 


3. “High pressure.” 


s William D. Cayton, Cayton Inc., 
discussing the use of films and 
other audio-visual aids, concludes 
that every corporation wanting to 
project its image in this manner, 
must be: 

“Willing to sweat through the 
painstaking efforts of defining its 
own corporate image, clear in 
knowing how much it wants to 
spend for a film and what uses 
will be made of it; articulate and 
fair in presenting its views and 


ROP COLOR available both 
daily and Sunday. 


WHEN YOU SELL 
ALABAMA... YOU 
CAN'T AFFORD 
TO MISS THESE 
COUNTIES 


tee, composed of Alfred J. 
Houghton, advertising director 
of the municipal group, Dr. 
Morris M. Cohn, editorial di- 
rector, and Donald M. O’Brien, 
editor of Fire Engineering, will 
handle the responsibilities of 
publisher and general manager. 

Mr. Case joined Fire Engi- 
neering (then Fire & Waste En- 
gineering) in 1911. He later be- 
came a principal of Case-Shep- 
perd-Mann Publishing Corp. 
and was vp when the company’s 


| publications merged with Don- 


nelley. 


Seagram Wins Edgar Award 
Seagram Distillers and _ its 


|agency, Warwick & Legler, have 


| 
| 


Of ‘Alabama’s three metropolitan dailies, the 
Montgomery Advertiser-Journal delivers by far 
the most effective coverage in Central and 
South Alabama. The pages of the Alabama’‘s 
Capital City papers are the market place for 
the biggest spending families in a 19 county 
area surrounding Montgomery. 


675,100 Population 
Over 25% of Alabama’s Retail Sales 


| 


| vertising by a wholesaler. 
| 
| 


| 


$754,173,000 Effective Buying Income 


THE ONLY EFFECTIVE COVERAGE OF THE CENTRAL AND SOUTHEAST ALABAMA MARKET 


Che Montgomery Advertiser = ALABAMA JOURNAL 


MORNING—EVENING—SUNDAY 


KELLY-SMITH CO. 


National Representatives 


received the Ed Gibbs Newslet- 
ter Edgar award for “most con- 
sistently effective advertising 
by a distiller.” Other award 
winners included: Renfield Im- 
porters and its agency, Reach, 
McClinton & Co., for best single 
ad by an importer; Vogue, best 
advertising tie-in by a consum- 
er publication; Liebmann Brew- 
eries, for consistently effective 
consumer advertising by a 
brewer; Taylor Wine Co., best 
consumer ad campaign by a 
vintner, and Texas Wine & Liq- 
uor, Ft. Worth, best trade ad- 


McGiveran, Holtzman Merge 
McGiveran-Child Co., Chica- 


| ZO, has merged with Holtzman- 


Kain Advertising, Chicago. Paul 


| J. Basinger, former president of 


| 
| 


McGiveran-Child, has been 
named a principal of Holtzman- 
Kain, whose offices remain at 
59 E. Van Buren St. 
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Ralston to Let Stations Program, © 


Sell ‘Expedition’ Every Third Week HIGH RATED “2 MILWAUKEE 
"ORGY Shain: Cohitiniaa 0 wear wion vo haa} 


currently sponsored show on ABC, | 


Education Tie-in Used in “john Gunther’s High Road” and rh - ll 
‘Journey,’ ‘High Road’ — be maintained on “Expedi-| “ * — or - ~~ Fs E 


39 


St. Louis, June 8—Ralston 


Purina Co., which continually |"_.\5 Part of the educational pro-| - AVAILABILITIES IN THE A 
has combined extensive educa- gram, teachers ase provided With t fs) 
tional efforts with its network advance program schedules and; ° LARGEST FILM LIBRARY 


teaching aids, plus lists of sample’ . 
tv + gegen gore: _ aed questions to be asked students as! IN THE MARKET! 
es ot ea a — y tocaly'a followup. As a second part of - . 
produced and locally oriented |the program, several participating | 


rycen will be tied in with teachers are selected by a commit- CALL BLAIR 
a” (ADO A ote tee comprising members of the Television Associates 
1008 7. -TV) during the National Education Assn. Teach- 
This 1 gonoree™ , xs: TS Judged to have made the best 
is is how the plan works: | use of material supplied are award- 
Ralston will sponsor the half-| eq travel tours conducted in coop- 
hour show, which deals with eration with the educational group. 
famous expeditions, on Tues-| The agency for Ralston Purina 


days at 7 p.m., EST, two out of; F 4 sa the STORER stati ‘ . , 
aiiee thten- wetien. Roch tend i as. Reseom & Bonfigli, San RER station backed by 33 years of responsible broadcasting 


week, the time segment will be 
turned-over to ABC affiliates : a <neee 
carrying the network show. This 5 ; 
time will be devoted to a local 
educational show, to be called 
“Expedition: [name of city],” 
produced by the stations in con- 
junction with the local school 
systems. The program will ex- 
plore topics of local interest, in- 
cluding health, history, science, 
art, government, and natural 
resources. 


i 


TV Capital of Wisconsin 


s Although Ralston will not 
sponsor the show in the week in 
which it is turned over to local 
programming, the company has 
financed preliminary planning 
and the costs entailed by a na-| 
tional committee of educators in 
setting up local advisory coun- 
cils.to work with the stations on 
the shows. The national group 
includes 11 educators from the 
National Education Assn., who 
volunteer their time. Stations 
will be free to sell the show to 
local advertisers every third 
week. 

Ralston gets a lot of mileage | 
from its network sponsored | 
shows. When it became sponsor | | 
of “Bold Journey,” an adven- 
ture series on ABC several sea-| | 
sons ago, it received mail from! — 
teachers all over the country, | le 
asking. the company to send| § 
program topics in advance of | 
telecasting. As a result, Ralston) @ 
developed an extensive school § 
tie-in for the show. The effort 


‘Fortune’ Opens Sales Oftice 
in Minneapolis-St. Paul 
Fortune has opened an ad | 


Pa sem manage the IN BUFFALO More Advertisers Start 


Joseph F. Egan, formerly with 


the magazine’s Chicago staff. ‘ ‘i 
; fe 
Pearlman Joins ‘Esquire! the Day Right the M 
Stan Pearlman, formerly with | e a l oo ¢ In ornin 
Southern Container Corp., has) 


joined the New York sales staff 
of ——. a Me seme Rnd Spectacular linage growth offers you convincing proof that more and For Total Selling in this Great Market 
po Riayat al eot| more advertisers are discovering the potent selling power of the Morn- 
cago, replacing Robert Heiman, ing Courier-Express. 
who has resigned. : : 
From 1950-59, the Morning Courier-Express gained 41% in total linage ul d O 

Union Carbide Boosts Nelson compared with 13% for the evening paper. Retail advertising rose 21% e 

Arthur ?. Nelson el been per 8% Pome 71% versus 4.5%. The retail grocery classification 
name promotlo manager in show } oy 4 a O7 
the ad department of Union a whopping 180% an ogee only 49%. our 1e r a 
— Peay reams ged td This advertising growth can only mean proven in-the-morning selling 
merly assistant promotion man-| in Buffalo. The Courier-Express is vital to insure you your full share 
ager in charge of the company’s | of the metropolitan Buffalo market. X r S S 
technical sales literature. 

FOR MORE ADVERTISING FOR YOUR DOLLAR concen- : 

Wright Joins Don Frank trated on those with more money to spend use the Morning Courier- Western New York's Greatest Newspaper 


Homer Wright, advertising, 


Express to r ‘ 
‘ssdinaiee ak Araceae teade | p each Western New York’s top 160,000 households. 
ucts, Long Beach, has resigned! 


ROP 
Sin euataine-te- seni thin, eel FOR SATURATION use the Sunday Courier-Express, the state’s - pte a 1: 
& Associates, Anaheim, Cal., as| largest newspaper outside of Manhattan, to blanket the 489,103 families epresentatives: Scolaro, Meeker & Scott 
an account executive. in Buffalo and the eight surrounding counties. a ae: ae 
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Among these 21 look-alike Indian-head 
- oe pennies, there is one worth 10,000 times 

a its face value. The others are worth — 
well, pennies by comparison. Which one 
is the Chief? 


Don’t guess! Examine credentials care- 
fully. That’s how Business Week selects 
the Chiefs of commerce, to build a man- 
agement audience for your advertising. 


ou pick the chief? 


Business Week is sold only by subscrip- 
tion. Every subscription applicant is 
asked for title, company, and type of 
business. With few exceptions, non-man- 
agement applicants are turned down — 
last year, nearly 11,000 of them. 


And so (like the last penny in the second 
row) the Business Week subscriber is 
valued above all others in the general- 
business and news magazine field. Adver- 
tisers know that they get, in Business 
Week, the greatest management concen- 
tration — and the greatest management 
readership per dollar. 


You advertise 

in Business Week 

when you want to influence 
management men. 


oe Ea! eee B hateiee 
oe 


DY ele ae a nh Fe as ih, rae rad oe he | SE ee ‘ eg eae’ TeDaty he: : 
= : i * a ee oa ae ei A Py is: LEO Dae 2 ee Spe Yerenee oj 2 eae 
a ee owe ma igs Spe: pee Seen it eee: - eS ie Sf <8 Sy eS 
eee ee oe oe OT aie . Sey ees be se etc ee mele ed Sree <i gue 
mae Sere . ee artes a Ss ae be Sion oa es | 7 ok Oe ai . oe ar ae a 
ieee i z r p “f e) ‘° i “2 a. Fes “a gs " Ss * ; ‘ 5 A ete 
ke , " Ep. 5 
‘oe yee ‘ 
er a, PEAS hii 
ii 1 
rath a eee 
6 tine 
rege a nes 8 
aa ; 
ha "5 i 
a Ren 
eee oe ies 
of 
f = _ 
inte sy 
pay te 
i eat a 
ae oe 
‘a q 
er ¥ 
J 4 . a 
a hana 
; ‘ pepe 
; Srece 
. + r ee. 
‘ ep 
a0 ee. a gee 
ee 3 ae 
Bh sa: * i 
tb eae 
ee ; 
ah 
out aD 
i 
gee 
’ ee 
Brees if ree 
mig prods 
Wier een 
Bhat: pre re 
cae Tae 
Pe, 
eros . ppt cia 
4 apa s 
re me 
Phas 
ae f. , 
Ream wy 
ae Bhi. 
“7 Cee ieee 
? ae 
gill 
i r 
aoee 
a ie 
isi’ i 
Aare Pe 
nt . «3 
pata bi 
i ss ‘ ae 
AS , fie 
#53. 24 
* ce) y we ri 
Ry see 
Cone ar : 
ete sins ‘ 
Bs lat 
eee 
; eas 
ve eho 
ee 4 ie 
eee es 
a ‘ pat 
ote aus 
NCEA « i 
: eae es 
158 : ms 
UJ &, 
7 Ne 2 ”: ° 
oe : aa 
PARTS eat 
€: = bhi 
ares i 
ey et 
Sears - 
ae # Rae ea) 7 
eae ete FAS a i soy ga cent ¢ 
eee ° ue es ea oe pei iy ans 
i 4 ai Lene aera s © Ea 
ee: ‘ : IRE ele she nate roo 
* ‘|; BUSINESS 
oe saa ie : : i= ns. 
hope me oa - 
PBs ~ . sia adel 
‘ ; 2 Gil 33a a Gas a 
F bs . pi Seca Ei a ee eee ae 
se A McGraw-Hill Magazine Maas na casi 
Brena Re FE ee F 
Pace eines Sl, Naa 
a esa 
‘ eer re 
Bs Se! ae x 
Pr r a i aa - 
* al r 
: - . ™ ¢ 
ol en . 
Zt q 7 
> * “7 P “eg 
+ 
a ‘ a 7 ~ Fees 
: * * 
Me J 
‘ ? 
one » 
. bh’ ~ . 
- ‘- 7 a % 
ore, A 
: ee ae - - 
«* “ : pe > 
} _— = 
oh ee : : 
an ¢ 
7 ‘\ a 
; 
tf = 2) . : ve, . Re, r ae -f x ~~ oy be = 7 = 4 - _ 5 7 i 
baad OAc cae > Wee Gig ewan cme) fee ee es Se Po Oi? OMe ae ee > cb alee en =. ss ‘ : ‘ 


IRE remembers the MAN 


... for research 
on radio-wave propagation 


WINNER of the /960 Harry Diamond Memorial Award 
is K. A. Norton, of the National Bureau of Standards, 
Boulder, Colorado—cited for “contributions to the under- 
standing of radio wave propagation.” IRE is proud to 
honor Mr. Norton, and to salute all who, in this chal- 
lenging decade of the ‘60s, work for the advancement of 
electronics and apply it to the betterment of our lives. 


Your company, too, has to meet the challenge of the '60s in the 
vast radio-electronics field; to do so, it too must “remember-the 
man’’—must reach the top-level minds who control purchasing 
for electronic equipment, components and supplies. 65,243 (ABC) 
of them read Proceedings every month—ACT on what they read. 
Present your company’s facts in Proceedings—and watch the 
reaction! 


K. A. Norton 


For a share in the present, and a stake in the future, make your product NEWS in 


Proceedings of the IRE e The Institute of Radio Engineers 
Adv. Dept. 72 West 45th St.. New York 36,N. Y. ©  MUrray Hill 2-6606 BOSTON + CHICAGO + * OS ANGELES 


TULSA’S new $35,000,000 AIR TERMINAL 


—NOW UNDER CONSTRUCTION! 


Modern in every respect’. . . 10,000 foot run- 
ways capable of handling the largest and fast- 
est of the jets . . . This new project will not 
only mean greater payrolls and construction, 
but puts Tulsa ahead of any other city of com- 
parable size for the jet age. For real response 
to your advertising, select bustling, vital 
TULSA, ONE OF THE TOP FIFTY MARKETS 
IN THE U.S.! Remember you’re not “’in’’ Okla- 


homa, unless you’re in Tulsa. 


for MORE Business, USE... The Oil Capital Newspapers 


> TULSA WORLD 


TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY 


Represented Nationally by THE BRANHAM CO.—Offices in Principal U.S. Cities 
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Getting Personal 


Sam Barton, president of the Market Research Corp., whose sloop 
Aires has been a familiar sight in international racing for years, 
ended, up the winner in the May 28 regatta of the Yacht Racing 
Assn. on Western Long Island Sound. Not so lucky was Rosser 
Reeves, Ted Bates president; the 65 ft. mast on his International 
Class Spellbound snapped and the Reeves crew spent the race wait- 
ing for aid ... In another race, the jubilant although admittedly 
flabbergasted winner was George Whipple, in the pr department of 
BBDO, who won the Gipsy Trail Memorial Day Regatta at Carmel, 
N. Y. On the last buoy he skimmed past Bob Young, Benton & 
Bowles vp, winner of two regattas last year... 

Walter Wood, former vp and account supervisor at Cunningham 
& Walsh, has set up a movie producing company, Murray-Wood, 

| with actor Don Murray. They’re now in St. Louis working on their 
| first picture, “Hoodlum Priest.” Their second venture will be “A 
Most Civil War,” a comedy on Madison Ave .. . Frank Fogarty, 
exec vp of Meredith Broadcasting Co., made a hole in one at the 
| Omaha Country Club with a 168-yard six-iron shot... 


OSAP Perse > 


EXHIBITOR—Bill Olendorf, (right), vp in charge of marketing at To- 

bias, O’Neil & Gallay, Chicago, shows two of his paintings to Phil 

W. Tobias, Jr., (left), president of the agency. Bill’s paintings are 

currently on exhibit at the Chicago Art Institute’s May Flower ex- 

hibit, McKerr Observatory gallery, Old Town Art Center, and Ric- 
cardo’s restaurant. 


R. Bruce Irons, son of Robert Irons, newly-named ad manager 
of Standard Oil Co. (Indiana), has won a national merit scholar- 
ship. He’ll study American lit at Brown... Walter Annenberg, 
president of Triangle Publications and editor-publisher of the 
Philadelphia Inquirer, has been elected a term trustee of the Uni- 
versity of Pennsylvania .. . New president of the YMCA’s National 
Council is Herbert Evans, president of Peoples Broadcasting Corp... 


Awards lineup .. . Maurice Needham, president of Needham, 
Louis & Brorby, has been named “Chicagoan of the Year” in the 
communications field by the Chicago Junior Assn. of Commerce & 
Industry ... Admen of the year titles go to G. S. Corigliano, mar- 
keting division manager for Sel-Rex Corp., New Jérsey, and George 

T. Metcalf, head of his own Providence, R. I., agency ... The Spring- 
field, Mass., adclub has given its award for civic service to James J. 
Shea, president of the Milton Bradley Co., maker of games and 
teaching aids... 

-xt  Plaadits: Ray Barron and Parker Kirk, partners in the Ray Bar- 
ron Boston agency, came to the rescue of 10,000 Boston schoolboy 
cadets May 25 when the admen donated $1,800 so the young cadets 
could stage their century-old parade, cancelled because of an econ- 
omy drive ... John Arndt, board chairman of Arndt, Preston, Chap- 
in, Lamb & Keen, has received a “Golden Ruler” from the Phila- 
delphia Fellowship Commission for his work in its membership 
drive. Also honored was campaign vp, Philip Klein, chairman of 
Philip Klein Advertising . . . In Los Angeles, three of the Chandler 
newspaper family were honored at two ceremonies in May. Nor- 
man Chandler, president of the Times-Mirror Co., and his son Otis 
who has succeeded him as publisher of the Los Angeles Times, 
were presented scrolls from LA county. The senior Chandler’s was 
for his 15 years as publisher, the son’s in honor of his new job. 
Harry Chandler, ex-Times publisher, was lauded for his work in 
preserving LA’s quaint Olvera Street and for developing other civic 
projects ... 

BBDO notes: Bob Foreman, exec vp, is the author of a short story, 
“The $100,000 Shotgun,” in the current Sports Afield ... New York 
copywriter Al Kelly, played the title role in the 15th century 
morality play, “Everyman,” in recent performances in Mount Kisco 
and Woodstock, N.Y... . Detroit copywriter Jack Flounders, sky- 

| diving aficionado, is on the mend after parachuting 2,200 ft. with 
a partially closed chute. Undaunted, he says he’ll be back jumping 
as soon as the bandages come off .. . New York copywriter Dave 
Baker made his New York debut as a tenor in Carnegie Recital Hall 
to the tune of fine reviews from the press... 

David R. Uran, president of Ethical Drug Advertising, is the re- 
cipient of the Pincus Herz award, presented by the Westchester 
Pharmaceutical Society ... Adam Reinemund, dean of Omaha ad- 
vertising men and now head of his own Omaha agency, has been 

| named Alumnus of the Year by Augustana College .. . Roland D. 

| Ptak, president of Ptak & Richter Advertising, Phoenix, has been 

| named an honorary lecturer of the American Institute for Foreign 
Trade ...C. Wrede Petersmeyer, president of Corinthian Broad- 
casting Corp., has been elected to the board of trustees for the 
Committee for Economic Development .. . 
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People who put the ““BUSYNESS” into 


BUSINESS 


are very often Geographic readers. 


Among every 10 Geographic family heads, 6 are in business, 2 in professions. 


+ + + 


Resourcefulness, drive, planning, responsibility — these are the qualities of 
people who keep business busy. They’re found abundantly in the National 
Geographic audience of more than 2,400,000 homes where family heads tend 
to sit behind important desks during the working day. Here’s what our latest 
survey* shows: 


SG 


Tr — ss os a a, + ig 


IN BUSINESS IN PROFESSIONS OTHERS 


Among every 10 in business, 3 are top executives, 2 are managers or department heads. 


+ i + 
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TOP EXECUTIVES 


MANAGERS, DEPT. HEADS TECHNICAL OTHERS 


This is an impressive array of busy people with plenty of decisions to make. 
A natural interest in everything around them gives the National Geographic 
a special priority of their attention. And, like 9 out of every 10 Geographic 
family heads, they read the advertising pages. Interested ? 


*Our most comprehensive audience study yet. Its hundreds 
of facts are reported in “Double Dimensions”— a valuable 
- working tool for advertisers. Do you have your copy? 


pe ef a ey - ~ ———— on pcg : a ; 4 sage ee F E . : ; - +. peare ies ice, rene segs es Ge % ne ae nae ; on i ee. ia ae i =a = 
eee eee eee ee , ee ee ES Bs Ss 
ge ee ee ee 
yeas we 
fs s t ss 
a =e 
—- + - 
be i: 
wan ; 
a @ (- ) ee 
See : 
ae a SP a ES | 
= yay ; a; Y " oy Ps " m 
; bs = ' . 4 is Ee ; Bs, H e ] d 4 
. i ise 
a7 es 
: Cw a A a a 
2 ) y < vf ‘oo Y -@l— ai MW , 
‘a y ee bie gay e ae 
at : pal 
a ; o 
ere. ae 
, ‘*\ <i” ; 
A + 
— ” a =. 
\N oe e J 
| > — 3% : 
eg. Washington 6, D. C. : 


t's a Mans World! 


Dale B. Clarke, western adver-| 
tising representative for the Amer- 
ican Medical Assn. since 1955, has 


\Clarke Opens Publisher's Rep | will make its first venture into net- 


work tv next fall, with sponsorship 
of one quarter hour per week on 
NBC’s daytime “Loretta Young 


| 


Coming 
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casters, annual meeting, Hotel Robert 
Meyer, Jacksonville. 

June 19-24. National Advertising Agen- 
cy Network, national conference, Oyster 


Harbors Club, Osterville, Mass. 
June 20-24. First Advertising Agency 


That’s What Advertisers Reach in 


The Sporting News 
National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male R 
Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continuous Yeors 


formed his own publisher’s repre-| Theater.” It also will run a heavy | Conventions lc 

, 32 ‘ 
sentative company, Dale B. Clarke Print schedule. Charles W. Hoyt Hotel, ae ee 
Co., with offices at 1919 Wilshire|Co. is the agency. June 23-25. Maryland-D.C. Broadcast- 
Blvd., Los Angeles. The new com- jers Assn., annual meeting, Ocean City, 


. . . . . Md. 
pany will specialize in medical and |Jdeas Inc. Names Agency \Selling Companies, Hotel Statler, New | .2UM¢ 24-25. Colorado Broadcasters Assn., 
scientific publications. Ideas Inc., Des Moines, has| York. 


| Continental Hotel, Pueblo. 
| *June 24-26. Northwest Dail Pr 

named Tobias, O’Neil & Gallay, | a —— —— Footman —.. | iam. Madden Lodge, Brainerd, gee 

Knox Gelatine Sets TV Bow Chicago, to handle advertising re fee =a ng, Ho amington, Min-| June 26-29. Advertising Assn. of the 

Knox Gelatine, Johnstown, N.Y.,| its toys, novelties and premiums. | June 16-18. Florida Assn. of Broad- bday SSR, SS EE. Pane, 

July 10-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, St. Fran- 
cis Hotel, San Francisco. 

July 10-16. Outdoor Advertising Assn. 
of America, annual meeting, to be held 
in conjunction with the International 
Congress of Outdoor Advertising, Royal 
York Hotel, Toronto. 

July 24-Aug. 5. Advertising Federation 
of America, second annual management 
seminar in advertising and marketing, 
Harvard Business School, Cambridge, 
Mass. 

Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 
cago. 

Aug. 12-13. 


*Indicates first listing in this column. 
June 12-15. National Assn. of Direct 


Arkansas’ Broadcasters 

Aug. 26-27. Oklahoma _ Broadcasters 
Assn., Western Hills Lodge, Wagoner. 

Sept. 2-4. West Virginia Broadcasters 
Assn., annual fall meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

*Sept. 8-9. National Business Publica- 
tions, New York regional conference, Ho- 
tel Roosevelt. 

Sept. 9-11. Iowa Daily Press Assn., 
26th annual meeting, Des Moines. 

Sept. 16-19. Mail Advertising Service 
Assn., annual convention, Sheraton Cadil- 
lac Hotel, Detroit. 

Sept. 21-23. Life Advertisers Assn., an- 
nual meeting, Essex House, New York. 

Sept. 22-24. Advertising Federation of 
America, 10th District, Little Rock, Ark. 

Sept. 28. Assn. of National Advertisers, 
Workshop on Advertising Management, 
Ambassador Hotel, Chicago. 

Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 

Oct. 4-5. Advertising Research Founda- 
tion, 6th annual conference, Hotel Com- 
modore, New York. 

Oct. 9-13. Direct Mail Advertising Assn., 
43rd annual convention, Americana Hotel, 
Bal Harbour, Fla. 

*Oct. 10-11. National Business Publica- 
tions, Chicago regional conference, Am- 
bassador East Hotel. 

Oct. 12-15. Affiliated Advertising Agen- 
cies Network, annual meeting, Mountain 
Shadows Resort, Phoenix. 

Oct. 12-15. National Newspaper Pro- 
motion Assn., Southern Regional Work- 
shop, Phoenix Hotel, Lexington, Ky. 

Oct. 13-15. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 16-17. Texas Assn. of Broadcasters, 
fall convention, Sheraton-Dallas Hotel, 
Dallas. 

Oct. 16-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston. 

Oct. 17-18. Agricultural Publishers Assn. 
annual convention, Advertising Club of 
New York. 

Oct. 18-21. National Assn. of Educa- 
tional Broadcasters, annual convention, 
King Edward Hotel, Toronto. 

Oct. 19-21. Audit Bureau of. Circula- 
tions, annual meeting, Biltmore Hotel, 
New York. 

Oct. 22-26. National Newspaper Pro- 
motion Assn., central regional conven- 
tion, Sheraton Towers Hotel, Chicago. 

Nov. 1-3. Point-of-Purchase Advertising 
Institute, 14th annual symposium and ex- 
hibit, New York Coliseum. 

Nov. 13-16. Assn. of National Adver- 
tisers, annual meeting, The Homestead, 
Hot Springs, Va. 

*Nov. 14. National Business Publica- 
tions, San Francisco regional conference, 
| Jack Tar Hotel. 

Nov. 14-16. Broadcasters’ Pr tion 
Assn., annual convention, Sheraton 
Charles Hotel, New Orleans. 

Nov. 14-16. Southern Newspaper Pub- 
lishers Assn., 57th anniversary conven- 
tion, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 16-18. Television Bureau of Ad- 
vertising, annual meeting, Waldorf-As- 
toria, New York. 

*Nov. 17. National Business Publica- 
tions, Los Angeles regional conference, 
headquarters to be announced. 


WRC Boosts Goodfellow 


Joseph Goodfellow, formerly 
manager of WRC, Washington, has 
been promoted to vp and general 
manager of WRC and WRC-TV, 
NBC-owned stations. He succeeds 
Carleton D. Smith, who has been 
named staff vp in Washington for 
Radio Corp. of America. 


Hakim to Lennen & Newell 


Edgar Hakim, formerly with 
Young & Rubicam, has joined Len- 
nen & Newell, New York, as an as- 
sistant account executive. He will 
work on the Cluett-Peabody ac- 
|count. 
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HOW TO FIND HIM 


Many electronics men work in industries such as aircraft, automotive, petroleum, 
chemicals, etc. They work with instrumentation, computers, missile guidance 
systems and the myriad other applications developing each day. 


Now look at the badge that identifies the electronics man. 


It reads R esearch-D esign- P roduction- M anagement. The interest of the 
electronics man is in any or all of the four areas. 


| IDENTIFICATION | 


: No matter where you find the electronics man, his engineering background enables 
him to influence the purchase of electronic components and equipment. 


OxK-oKW Q There’s one best way to reach the electronics man, in whatever industry, 
in whatever area he works. It’s the magazine electronics. 52,000 electronics 


men pay to read it... every week. 


THE ELECTRONICS MAN 


vauvs" wuat ve eos W.. CIECTFONICS @ @ 


McGraw-Hill Publication » 330 West 42nd Street, New York 36, New York 


a, ee e ao ae ee ee agate i ee e Ao bade ee ‘he : os oie i iis Sgt ae vty ae va 
ee 2) aa ee Feo Vo A i= : ie eS eee NR ee, : ee aa eee - Samed cea ° carne 3 
“aa Mia te ee ee Ee Se ovis jis . ie tS Rares Reread i ae: 
i See ae ea ee. See ee ye ts eee a a 2 ees ip es ES pea ES. See er oe as Bere i Sale ge eee eae: Ue 
a = P) fa) a ee emerges 9 ave ee eg ee a eee: a : cc ae NO tae Ramey hae whe as Tat Si tea A, Om Aaa =— es eee ae iG, 
, rere by ys a ‘ . 7 “ ; * 5 x . ‘A ie 4 eri ene. re a 
- x ' é * earns 
¥ és . “ates 
eters : 
: Pare as 
ee F ee 
aig ” ee a 
#: , 
i he 
age | ‘ 
ssi 
i ne 
a i % > 
a a, - Pgh 
oe is me 
a ~ ee 
es: ~ A 
# ao 4 
7 
ee ne ee 
. 
‘ule 
Tae 
-) ee 
ea Serb 
<9 al - a seas 
hs g.3 ea a3 a " oes 77 = Ms ek 
bs ag e tee i. ery ae a we A Bias, 
Sar 54 4 a = $ a eis ic) Ole <a a 
ei Pad * ta ie eae eae ze Par ae 
ae i oa 2 - 
me pir: oo eee ae ee sk > % os 
gees te : ee ie 
= bad he ep, | , & AP sy Eas 
et ihe t a - 
da somal be ; 
s oo - oo = 
a < _ t J 
a " ; 
Bo: * — 
se ‘ . : } i se ; “ef 2 » we mom 
4 i Q " r 7 i. os oe oe “— . a = oP * pee 
2 45.10 | . oi A CR itis Se Pa ~~ % re Pe ioe 
BS Maks Ue a sic ai ou . — 4 el i i Fie See 
9 7 Oy Fy i oe eee es aad st all (del . 7 q _ fut Fe 
e 4 : ~ y a — » ‘ } -_ “ gt , +] a 
. ry 5 * ° . dee 3 m4 
Soci Es : : 82 ‘ - ' 
~~ *s q a “a he % a al 4 i "= 
Cia we - bs =f * 4 ‘ 
; ’ ~ / “a , ~ : : 2 os 
‘ if a eg? ie . LA! * oie ae o ae 
K Bo eh ee : , a) ae s i coe 
ef PS mee a fa oe 9 —- 7 ss . ee eerie ~- hee 
f no Sree ae ert eee ea & - re 4 > a ae > Uogres y 4 
ne - . ae feet 1 ze - De eee: . a ae : - . “ 
Fee ez ys pi one . . a Vas. : 
xy * P a , esr ; —_ : ‘ By * aa ot i 
ye * Wes, ines a ” * nd ‘ ie + , ate 
clea! 2 4 ‘ co . . My | A gee o - . RE Pa, 
Pt tigate Se ‘ : ; “4 ~ 4 el ‘ ts bo eee i : eae 
tes » . Ek wet a aaiee ake : “ = : hs Pas Sneess «kee ee.” + ey 
eo ee pic Deen ae Dae ne as et sais aon a ve , ; 5 i i ; — een 
ae ae v ‘=~ 3 gee 0 fer Se ; \ oda) SS ae ee rered oe ie Th Tree RES aN goa 
Pata a” st ech cae es eal ae nae a Re ie ag ae ee ihe ag aera = ei: to4. av 
ini Ta ie ; jai ig he eS a a Het ae tie nae Pas an - ae ney . wk “ rg it. pe art) oa REY 
Peery i é a mi Ole) 5 a ieee se Peres By a _ a ee g 
ee : i a et ip Oe ae Cage Sea 3 sl + r¥e apes 
ie j tie Ne Se ee, bre eee See era aN & me * 4 on f STR SEL pe ae eet 
ee i - — a eee e Acti one . * ts rt a of tho 3 he 
‘ : ’ - J m Se bee Sig ph — : 
: ' - - a, ois ’ aw; oe : : i” te 413 ¥y 
; ee = = 5 ‘ eke - - 
é ~—  . a a * : a Pee ot 3o Ct eam ie I 
- ‘* 5 ts . . it ae a eg : rg = ¢ os 2p = ae ei ah 
as K err a ‘ - | Auk Mie oy a an 2334e ree POP BIER a 
pe ah t ~* — 2 7 7 een : j gle is Saye ge or ro} (oor 3 ‘ 
ree, ‘ Se — + * os; : Mg eo ee a ight FE ecoeniah cs, = ee 
cee ‘ - a . ee ‘ eon lt ee es wi rsa si ies 
pimping) “Ast : . — | ' ae ee ee < SPRPOL ALE so Seated Fer Seat 
Pas iain” x: A ee ere, eS Rs es ’ ea a oe. hit are SMa A 2 3 rs Sag oe tetas wes ies. woragg 
peat, ore + es AL Sues : — es of ee, z ™ Me See iS eee ee ee nese? 
5 cif i sats Se eT 0 ES ee Ee ig * (—_al inres ? ass 3. a yt Ee, tae 4s Se i pee 
ele we way h.. < ~~ ! P a . Re ox eteke 5 Ba Fp rz. 3 ee a ‘ 7 wi erie 
“s cK Ramey. So Pe tee ea eee ee a EA : ~~ Sree nen) Mes ay ck eo ms ae cama Mats 
aires oe Fe i Be fy < " arate ~~ . i aes id [i “ee i is « <n a $ ° s 
: - a Pe f > ~- - er Ht ae, aS > gies " “ im 
; “ Ae ee Sal — ae si Ogee wee “Te ene se) ae Wee FOS ie ss BOOT ONLI Ri reso aoe: 
‘ i a ae . ‘ Si aes, ; oy aenae Bit 3 IS eet Pe a ve 
bate, Monet See sae SS aa ao ; ee ae “ 
a, s ae eee: H ’ aa ; ~ — ae. f 4 Picasa ea 
" i mi 7 , 4 ei ; - * * iy -¥£ ce 2 P mati . - say 
+ ale ay 7 | fo at pa w@ ‘oe ee Se, a are” ieee 
. : ~ : ee ’ Sey Pe ’ & * eps Keio" Beal age tg oa mea 
rae 5 " —s Ue ‘ } “st a ‘ » y Ce ST RI Magen 54 ae 5 
pass in a inact gig ie . . » ' a Ps Th, ws ~t a ue oh Kol tage Be a apa at Saat i cae 
Rites sy i a Bie a= “Tyvek ARSE nase i Re 8 at PO ee 
ae ai, ee = eis cee .. | leah a aa again eo a Seco aa ae ene 
i eae : Pa ee € * ee ee ~~ a oo BRS ots ei A A a oe See 
~ihie e Re 4 =e IONE 2 ne gl ae ses a ‘ ’ | he sR aR ees ES nonin tn ‘ tn : 
iu r Side! oe a $ Rey ate 
ro se y . ee rent aS 4 at a 
Be rf ee “oe + Ge — plik Mare Tee ot ee ron 
Re ste we es ee , — Sn tae a eee Ate? oo Ue ees en 4 5 
oes é 7 ener ie PA tates | Pare ari ps EPS eres ig, oe OA SAC Mee ee ee aby : 
aan gee sees POS? a3 er * ee i 7 - eer aa 
ies : . Ss . P ” 7 * 
7 a =i . < : . f 
to : * s. ‘ag 
’ ° ; 25 al a= ; 
3 : ~ b *o srbebiethy A : 
x aie Se i ie or 
: Seis 2s, eae eS ae ree aia ae aaa ae ee et ares ae 
ae : i : me ihe en Soe Bae. Ge : ets eee ve ae fea Be i Cad ax 
Pern i i RNR gait age cat ee ES a eee sl Nie 7) en ee ae, 
Cae kt a a a otis. oo. rs Seles. Cor 3 be ses en a ee SS nea at 
Se eee 1a f Aero 5 hn a ae Pe iy er NG ger ne ho / Seep PEE ws ay ghee ea 
career — dates ss? ae — peer ; ieee Big: 3a eka att. ape 
oe — — Re, ales “ ‘ees ae We Te aco ope Seay amu Sete Rieter at ae ie eye 
ees os _— hae sine a er : i De ES ais, Wipes yee ee 
eee ae , aed et yo E im eS 1, tt ete Soba Bek r 
ice so 7 * : = gag rick WON i Os 4 hah eer, a Pee : 
* Pe Fo EY See oS ae ee apa 
oe LC—FT ee ee ORE, i ae ; ao 2 peed 
ee geal - | : f a et meee oon: Sa ete Wet Oa Sa Sen 
238 ca q oi ae i a eee i... or ic: § he cts? ie Bre eet a 
Sane . Se, - oe a 4 si SS; | ae ae Power Be fone oe Al say Ama ee “toga ore: 
‘ybetalis - . eo: a eo 7 : op papaneneetaamnr ss ntc'e2 heer See Matt her ; naw ee oy a Rare 
Sete “ il : B: F ee oo aah i ea fo ; aes 8% i ar ugele? oer cha he ee oy ae 
ots. in ' 7 a 
pes atc! / ie 
aaa aes . 
1. - 
oe : 
fae — 
ae ‘a 
oo tae oe 
sh aaa ey 
ai Saat duh: i a 
ce | ee ee 
sfiet 
: : } er 
oon ; ; : cca 
peer e 
ne \a 
bye 
nye 
3 - 
: a 
a | 
{ 
' re 
BUYS" ——_ 
a 
: ae 
ke 
. . hea 
ie e Fo Pe athe : oy ; ies A Some eps hare ot pe ae i aa ees, a et ara) OST ETC : E ae eee yt eer ee Sie ee 
ew ek: eG cools foul isi eas — ee ere So aay Ae Bel ee ont: rt 47) ay oe te <a © We? 


17 award winning commercials 


The TV Commercials Council has selected and 
announced the winners of the first American TV 
Commercials Festival and Forum. 

This Forum is a new competition supported by 
Sponsor Magazine. Criteria for judgment: im- 
pact, believability, tastefulness, copy line, dem- 
onstration, identification. 

The judges were 50 top advertising men—34 
agency men, three representatives of TV stations 
or trade magazines and 13 advertisers and peo- 
ple from other areas of advertising. Their job 
was to pick winners out of the 1327 commercials 


Sheer Strips e Johnson & Johnson 


MONI 


-Simoniz ¢ Simoniz Company 


Jell-O e General Foods Corporation 


Kaiser Industries Corp. 


E INSTANT 5 


@ ~ 


that were submitted by both advertising agencies 
and production companies. 

In the awards for last year’s commercials, 
which fell into 27 categories, Y&R won five first 
places, seven seconds, one honorable mention. In 
the “specials” group, Y&R won four awards. 

In addition to the 1959 awards, 25 commercials 
from the past 10 years were selected in the 
“classics” group to form a nucleus for a “Hall of 
Fame.” Of those 25, five were from Y&R. 

Objective 1960? More good commercials. 

YOUNG & RUBICAM, Advertising 


Tang ¢ General Foods Corporation 


Drano e The Drackett Company 


Kaiser Foil e Kaiser Aluminum & Chemsical Corporation 


Strip — Patch — Spot e Johnson & Johnson (2 awards) 


Mixers ¢ General Electric Company 
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AT THE MET—Opera fan Wagner stops by the Metropolitan Opera 


House for a chat with mezzo-soprano Nell Rankin about a new 
headdress she’ll wear for her role in Aida. 


Versatile Adman ... alan wagner 


Alan Wagner who has been a! era side, he’s conducted his opera 
“standee at the Met ever since program for the past two years, 
I can remember,” puts his love|donating his services to the city- 
for opera to good use: Every) owned radio station. 

Sunday morning he conducts a| He plays and discusses new 
90-minute radio program, “Liv-| opera recordings; interviews 
- ing Opera,’ on WNYC, New|such top names as Risé Stevens, 
~ York. Richard Tucker, Lily Pons, Rudolf 
- On the advertising side of his | Bing, Robert Merrill and others; 
- life, Mr. Wagner is manager of|reports the current opera news, 
tv syndication and tv film and|/and in general takes advantage of 
tape operations at Benton &| the fact that WNYC gives him free 
Bowles, New York. On the op-|rein to say whatever he wants 


SU 


“without fear or favor—that’s al- | 


most better than getting paid,” he 
says. 

Besides the radio show, Mr. 
Wagner is a regular contributor to 
Opera News and High Fidelity 
magazine, and he and his wife, 


| soprano Martha Dreyfus, have 


ghosted an opera handbook. 


es Mr. Wagner’s interest in opera | 
| dates back almost to babyhood. His 


parents both sang; his mother, pro- 
fessionally. 
Richard Wagner, 
After completing his master’s de- 
gree in English at Columbia Uni- 


versity by writing his thesis on | 


Shakespeare and T. S. Eliot, 
spent a season in summer stock. 


he 


Then at the age of 21 he became | 


an assistant professor of English 
at Alabama State Teacher’s Col- 
lege and head of its one-man dra- 
matic arts department. Despite its 
size, the department, under Mr. 
Wagner’s guidance, did several 
shows including Eliot’s ““Murder in 
the Cathedral,” with which it 
toured the South. 


s Next came a four-year hitch in 
the Navy, in the course of which 
he wrote, directed, produced, acted 
in and even built the scenery for 
original musical reviews, as well as 
such well-known plays as “Detec- 


AT B&B—Adman Wagner (center) discusses tv plan- Bartholomew (left), associate program director, and 
ning strategy at Benton & Bowles with Freddie Grant Tinker, vp and director of tv programming. = 


(He is not related to. 
the composer.) | 


Reduces Insert Rates 

The Contractor, 
Walther Publishing Associates 
New York, which recorded a 24% 
gain in advertising volume for the 
first four months of 1960, has re- 
duced its rates for inserts whereby 
the one-time cost of a 16-page in- 
sert has dropped from $12,000 to 
$3,500. Under the new rates, which 


published by | 
,,the previous rate. Two-page in- 


Hi NULUUA OU SHUATT 


were effective June 1, a one-page! service available to advertisers.” 
insert will cost $910 or the same as | . 

Arizona Realtors Sell Land 
serts will be reduced from $1,820 


to $1,400, four-page inserts from!) Arizona Land Corp., Phoenix, 


$3,620 to $2,500 and eight-page in-| sold more than $250,000 worth of 


AT WNYC—Opera commentator Wagner (left) records an interview 
with Andre Kostelanetz for the weekly Wagner radio show, “Liv- 
ing Opera.” 


tive Story” and “Our Town.” Dur- 
ing these years, he also directed, 
| produced and narrated a weekly 
live drama show on radio. 

One of the high points of his 
naval “career” was his appear- 
ance in 1956 on Ed Sullivan’s an- | 
nual servicemen’s talent show. 


| He entered it on a dare, won a top 


eaten 


wed 


DCMU LT i TEL 


|door prizes. The company offered | 
| about 70,000 acres of land for sale | 
at discount prices, offering terms | 


in Medicine Show Atmosphere starting at $10 down and $10 a, 


| month. 


Advertising began one week pre- | 


serts from $6,720 to $2,750. Pub-| | real estate during a two day festi-| ceding the sale, and included radio 


lisher Herbert Walther said the| val 
new rates, while “no earth- shak- | Grounds, featuring bands, 
ing change,” would “broaden the majorettes, ‘singers, 


OVERALL SIGN-ON TO SIGN-OFF 


FIRST nie or sx 3-HR. 


CATEGORIES: 6 AM TO MIDNIGHT 


+ 
NEILSEN APR. 1960 


7:30 AM TO 6 PM 


in 4 station vetROIT 


FIRSTS 


DETROM 


11 YEARS OF LEADERSHIP IN THE NATION'S Sth MARKET 


WIBKeTV 


the STORER station backed by 


33 years of responsible broadcasting 


pe Ro AE Ya ee are 
mrt cy fae SN ca i 


at the Arizona State Fair| and tv spots and both b&w and) 


drum color newspaper ads. Curran Co.,| 
barkers and 


cua is the agency. 


Chicago AMA Names Hardin | 
| David K. Hardin, exec vp of) 
'Market Facts, has been elected 
president of the Chicago chapter | 
of the American Marketing Assn. | 
| Other new officers include Joseph | 
H. Rabin, Paper Mate Co., Ist vp;! 
Robert D. Cunningham, Klau-Van | 
Pietersom-Dunlap, 2nd vp; Alan) 
A. Roberts, Western Adsertning; 
Agency, treasurer; Charlotte L. | 
| Tragnitz, Phy 6 Kearney & Co., re-| 
\ cording secretary, and Seymour M. | 
‘Kaplan, Acme Steel Co., corre-) 
| sponding secretary. 
| 


| 


Baltimore Newspaper Names | 
Becker General Manager 


J. Stephen Becker has been | 
fore general manager of the) 
Baltimore News-Post and Sunday | 
|American, succeeding Nelson J.| 
Quimper, who is retiring from his| 
| posts of general manager and as-. 
sistant publisher. Mr. Becker will | 
|be succeeded as business manager 
|by Edgar J. Schnackenberg, for-| 
/merly business manager of the) 
| Pittsburgh Sun-Telegraph. 


Advertising Age, June 13, 1960 


spot and did a “stand-up = 
comedy routine,” a kinescope — 
of which he still keeps in his 
office. 

When he got out of the Navy 
in 1957, he joined B&B as an 
assistant film supervisor. He as- 
sumed his present title last 
year. + 


PROGRESS 
ROP 


COLOR 
MATS 


(Glass-Fiber or Plastic) 


Hit Your Register Marks 
Right on the Nose! 


Superior shrinkage-resistance and 
superior register-preservation—re- 
sulting from our materials and 
meticulous workmanship—are the 
reasons for more and more leading 
R.0.P. Color advertisers sending 
their plates to Progress. Want more 
information? Phone or write now. 


PROGRESS Plate Making Company 
913 Filbert Street, Phila. 7 WA 2-0447 


The PROGRESS + HANSON + PROGRESSIVE Group 
One of America’s Most Complete 
Graphic Arts Organizations 
Philadelphia - New York - Newark - Lancaster 
Wilmington - Baltimore - Washington - Richmond 
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it takes all six to go like the 60’s. |n the decade ahead GNP will soar from $486 to 
over $695 billion . . . and much of this expansion will stem from the new product ‘‘explosion”’ 
within the Original Equipment Market. Your company’s success will depend largely on how you 
evaluate markets and media now. Nothing will help you to measure the potential for your 
product as well as an OEM PRODUCT PROFILE prepared by the Market Research Department 
of Macuine Desicn. It provides an in-depth analysis of your product in terms of the OEM. And 
no other magazine will help you to make the most of this potential as effectively as MACHINE 
DesiGn. For no matter how you measure it . . . MacHine Desicn offers greater value for your 
advertising dollar. That’s why we suggest you ask your MD man for facts on all six points— 
editorial, readership, advertising, response, circulation and marketing help—to soar like the 


60’s. Macuine Desicn, A Penton Publication, 7DESIGN 
Penton Building, Cleveland 13, Ohio. GD [ 
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William S. Jack, 71, 
Personnel Practices 
Innovator, Is Dead 


San Dieco, June 7—William S. 
Jack, 71, airplane parts manufac- 
turer whose super-benevolent em- 
ploye relations practices startled 
the business world during World 
War II, died June 4 in his home at 
Rancho Sante Fe. 

Mr. Jack and Ralph Heintz 
founded Jack & Heintz in 1940 
to manufacture an airplane engine 
starter. The company’s practice of 
giving employes huge bonuses, free 
vacations, free lunches and other 
unorthodox benefits won many 
friends for Mr. Jack, but the gov- 
ernment accused the company of 
“war profiteering” as sales and 
profits continued to mount. 

In 1944 the company placed ads 
in 60 dailies in industrial cities to 
tell people that the company 
would be “renegotiated out of 
business” by a war price adjust- 


NOW! SAVE 85° 
ON EVERY DOLLAR 
YOU BUDGET FOR 
CONTEST PRIZES! 


CONTESTS UNLIMITED, INC. 
WRAPS UP A “PRIZE” 
PACKAGE AT 85% OFF 

LIST! OFFERS COMPLETE 
SERVICE FROM CONTEST 
IDEAS TO CONTEST 
COMPLETION! 


Sure, it’s important to line up the 
right prizes at the right prices for 
your next contest. That we do blind- 
folded. 

But what about lining up all the 
details of your contest—the follow- 
through, if you will, that will make 
your contest effort more appealing, 
more effective, more profitable. 
This we do, too, but with our eyes 
wide open. And we do it all: 


Provide prizes * 
Process entries 

Legal approvals 
Delivery of prizes 
Obtain celebrities 

for drawing and 
judging winners 
Original contest ideas 
TV exposure 


For full details on how to save 
time, money and your nerves, 
write today to: 


Contests 


Unlimited, Inc. 
Dept. 20 
1780 Broadway, New York, N. Y. 
PL 7-9445 


¥ A partial list of brands 
available as prizes: 
Westinghouse, Amer- 
ican Motors, Admiral, 
Puritan Sportswear, 
Eastman-Kodak, Water- 
man Pen, Mitchell 
Reels, Pan-Am Airways, 


Arpege by Lanvin. 
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ment board which claimed the 


government was due _ $7,000,000 
through renegotiation of 1942 J&H| 
contracts. 

Mr. Jack maintained that his 
large profits were due in large} 
measure to his benevolence to em- | 
ployes, which resulted in negligible | 
absenteeism and high production 
quotas being met. 


MARTIN E. HUBERTH 

BRONXVILLE, N. Y., June 7—Mar- 
tin F. Huberth, executive commit- 
tee chairman and former board 
chairman of Hearst Corp., New 
York, died June 2 at Lawrence 
Hospital of a heart ailment. He was 
85. 

A close associate and advisor of 
the late William Randolph Hearst, 
Mr. Huberth had supervised the 
vast real estate holdings of the 
Hearst organization since 1920. 

He resigned as board chairman, a 
position he had held since 1943, on 
May 23 due to ill health and was 
named executive committee chair- 
man. He was succeeded by Wil- 
liam Randolph Hearst Jr. At the 
time of his death, Mr. Huberth 
was a member of the executive 
finance, radio and television com- 
mittees and a trustee of Hearst as 
well as president of the Hearst 
Foundation and International Stu- 
dio Art Corp. 


s In 1938 he joined American 
Newspapers Inc., then the senior 


|/holding corporation of the Hearst 
| newspaper interests, as president. 


In 1943, when American newspa- 
pers merged with its subsidiary, 
Hearst Corp., Mr. Huberth became 
chairman of the new company, 
which continued under the Hearst 
name. 

Born in New York, he began his 
real estate career at 13 as an of- 
fice boy for Folsom Bros., New 
York. In 1904, with his late broth- 
er, Harry, he founded the New 
York real estate company of Hu- 
berth & Huberth, which has repre- 
sented the Hearst real estate in- 
terests since 1910. 

He left the company in 1938 to 
join American Newspapers and 
severed his connections with the 
real estate company a year later. 


PHILIP AND NATILE YOUNG 

Detroit, June 7—A double fu- 
neral service was held here June 7 
for Philip Young, 51, associate 
creative director in tv and radio 
for Campbell-Ewald Co., and his 
wife, Natile, 49, who died a few 
hours apart May 28. 

Mrs. Young died of a broken 
neck suffered in a fall on a stair- 
way in their home, and was found 
by her husband. He suffered a 
heart attack and died while relat- 
ing circumstances of the accident 


to police. + 


James R. Adams 


Allen Billingsley 


AFA Elects Adams,Billingsley to Hall of Fame 


NEw York, June 7—James R. 
Adams, who died in 1956 at the 
age of 58 and who had written 
some $200,000,000 worth of ad- 
vertising copy, and Allen L. Bil- 
lingsley, who died in 1954 at 64 
years of age after seeing his agen- 
cy’s billings grow from about $4,- 
000,000 to $40,000,000, were elected 
to the Advertising Hall of Fame 
here yesterday. | 

Announcement of the election of | 
the onetime board chairman of) 


AFA Meeting 


MacManus, John & Adams and} 
the former president of Fuller &| 
Smith & Ross came at the conven- 
tion of the Advertising Federation 
of America. 

Mr. Adams, a co-founder of Mac- | 
Manus, was “regarded as one of| 
the creative greats in the field of | 
automotive advertising and as the 


father of Cadillac advertising.” 
The AFA citation said that his 
two books, “More Power to Ad- 
vertising’ and “Sparks Off My 
Anvil,” are “still regarded as de- 
finitive studies on advertising 
psychology.” 


s Mr. Billingsley was named to 
the Hall of Fame “for his great 
leadership and many contribu- 
tions toward higher ethical stand- 
ards in advertising.” The only 
board chairman of the American 
Assn. of Advertising Agencies to 
serve three terms, he helped or- 
ganize that group’s committee on 
improvement of advertising con- 
tent and served as its first chair- 
man. The committee originated 
the interchange of opinion on ob- 
jectionable advertising. 

Started in 1949, the Advertising 
Hall of Fame now includes the 
names of 31 men and one woman. 


Becton, Dickinson Will Use 
Consumer Media for First Time 

Becton, Dickinson & Co., Ruth- 
erford, N. J., manufacturer of pre- 
cision medical equipment, will 
take to consumer media this fall to 
promote its full line of fever ther- 
mometers. The campaign will kick 
off in October with two-color in- 
sertions in Good Housekeeping, 
Ladies’ Home Journal and Parents’ 
Magazine, backed by in-store pro- 
motional materials using a “Doubt 
and certainty” theme. 

This is the first time Becton, 
Dickinson has ventured into con- 
sumer promotion, and Richard N. 
Shaw, sales manager, said: “It is 
believed that this represents the 
first large-scale consumer promo- 
tion of fever thermometers.” L. W. 
Frohlich & Co., New York, is the 
agency. 


Ad Guide Goes Japanese 

A Japanese language edition of 
the “Advertising Management| 
Guidebook Series,” originally put | 


|out by the Assn. of National Ad- 


vertisers, New York, will be pub- 
lished by Hakuhodo of Tokyo. The 
seven-volume series has been pur- 
chased by individual advertisers 
in 17 countries, but this is the 
first time the ANA has approved 
foreign translation of the series. 


Mutual Promotes Miller 


Frank Miller Jr., previously 
manager of programs and oper- 
ations at Mutual Broadcasting 
System, New York, has been pro- 
moted to director of programs and 
operations. He fills the vacancy 
created when Joseph F. Keating 
was promoted to programs and 
operations vp last February. 


Philly Admen Elect Tillman 

Walter L. Tillman, manager of 
the Philadelphia edition of TV 
Guide, has been elected president 
of the Television & Radio Adver- 
tising Club of Philadelphia. Mur- 
ray Arnold, station manager of 
WPEN, was elected vp. 
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‘Bonham Urges 


MediaCensorship 


5 of Distasteful Ads 


Miles President Tells 
AFA Some Competitive 
Copy Reflects on All Ads 


New York, June 7—The pres- 
ident of one of the country’s 
largest drug marketers today 
called upon media to exercise 
their own censorship to upgrade 
the “character” of advertising. 

Lewis Bonham, president of 
Miles Products Inc., told a gen- 
eral session at the Advertising 
Federation of America annual 


AFA Meeting 


convention that any company 
president must be concerned 
with the “character” of adver- 
tising and all the media in it. 

“At the risk of perhaps not 
agreeing wholly with [FTC] 
Commissioner Kintner,’”’ he com- 
mented, “except for a few cou- 
rageous voices which have been 
raised in recent months, noth- 
ing, apparently, is being done 
that I can see to upgrade the 
character and ethics of certain 
distasteful and disparaging ad- 
vertising. Some of the competi- 
tive claims that are being made 
today—and, I must say, particu- 
larly in television—are a reflec- 
tion upon the media and the ad- 
vertising business in general. 

“It is going to take some high 
level action and enlightened 
thinking on the part of media 
management in the way of cen- 
sorship to correct this. It seems 
to me that this is a primary, 
and urgently needed, step if the 
media want to continue to build 
the character and respectability 
of their properties. 

Mr. Bonham said, “The big 
question is when will something 
effective and realistic be done 
by media to control this delin- 
quency? Obviously, many ad- 
vertisers and their agencies are 
not going to conform of their 
own volition.” 


s Mandall Kaplan, vp, Kitch- 
ens of Sara Lee, told the session, 
“I look for three specific things 
in an advertising program: 
First of all, our advertising 
must be highly creative; it must 
express the Sara Lee premium 
quality story. The second ques- 
tion I ask about an advertising 
program is what is its immedi- 
ate objective? And in this ques- 
tion the emphasis is very def- 
initely on the word immediate. 
What is supposed to happen 
soon? The third and most im- 
portant way I look at an adver- 
tising program is in terms of 
how it influences the consumer.” 

Mr. Kaplan, who saw Sara 
Lee volume grow from a total 
of $400,000 in 79¢ cakes the first 
year (1951) to the point where 
1,000,000 cakes are now baked 
weekly, had some pointed com- 
ments to make about building 
brand images and dealing. 

“If building a brand image is 
to be defined as that form of 
marketing where nothing hap- 
pens and then suddenly every- 
thing happens, then I am not 
interested in building a brand 
image. If, on the other hand, 
building a brand image is to be 
defined as that form of market- 
ing where something happens 
today in such a way as to cause 
something additional to happen 
tomorrow, I am for it 100%.” 


= Mr. Kaplan did not speak 


kindly of the deals, which are 
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so prevalent in grocery market- | 
ing today. 

“There is no need and there | 
is no place in our business for 
some of the opportunistic prac- 
tices that have long clouded the | 
marketing horizon,” he. said.) 
“Most dealing practices spring) 
from the desire to buy a tem- 
porary gain from a competitor.) 
We at Sara Lee see no need to} 
buy such a gain. We are not}! 
building a business with some-| 
thing we are taking away from) 
somebody else. We are building | 
a whole new area of sales,| 
based on the decision of the 
consumer to buy the very best 
food products obtainable.” 

Mr. Kaplan said the 79¢ in- 
troductory price of Sara Lee) 
all-butter coffee cake was con- | 
sidered an “unheard of price” | 
in 1951. But it is still sold at the | 
same price, despite increases by | 
other bakers, thanks to in-| 
creased volume and production | 
efficiencies, and “many con-| 
sumers who used to think our | 
prices were too high now tell us | 
what a great bargain Sara Lee | 
cakes are,” he said. 


# Formation of a new AFA) 
sixth district was announced to- | 
day, covering Indiana, Michigan 
and Illinois. William Over, of 
the Indianapolis Times, was 
elected governor. Lieutenant 
governors are W. D. Moore, 
Chrysler Corp.; Reid G. Chap- 
man, WANE and WANE-TV, 
and Frank Baker, Grant, 
Schwenk & Baker. The secre- 
tary is Arthur V. Crary, Advo- 
cate Publishing Co., and the 
treasurer, Katie Fitzsimmons, of 
McCann-Erickson. + 


Display Industry Forms 
National Display Guild 

National Display Guild, a not- 
for-profit organization to pro- 
mote professional installation 
and merchandising at the point 
of sale, has been formed with 
offices at 5412 N. Clark St., Chi- 
cago. John E. Sanders is execu- 
tive secretary. The guild stems 
from a non-inflationary contract 
between Local 41 of the Win- 
dow Trimmers & Displaymen’s 
Union and employers. 

Purpose of the guild, Mr. 
Sanders said, is to develop and 
improve the display business 
and to extend the professional 
and social interchange among 
people engaged in the profes- 
sion toward higher standards of 
craftsmanship. 


Chase Joins Ethiopian Line 

Roger Chase Jr., formerly re- 
gional sales director for the 
Middle and Far East for Trans 
World Airlines, has been ap- 
pointed general sales manager 
of Ethiopian Airlines, with 
headquarters in Addis Ababa. 
Mr. Chase will be in charge of 
all Ethiopian Airlines advertis- 
ing. 


Borden Names Thompson 


Sam D. Thompson, formerly 
vp and director of trade and in-| 
dustry relations of the Borden | 
Foods Co. division, has been ap-| 
pointed director of trade and | 
consumer relations of the entire, 
Borden Co., New York, a new) 
position. He has been with Bor-| 


den since 1929. 


Otto Adds Miller, Alexander | 

Charles F. Miller, formerly | 
with Roy S. Durstine Inc. and) 
G. M. Basford Co., has joined | 
Robert Otto & Co., New York, | 
as an art director. Otto also has 
named Arthur A. Alexander Jr. | 
to its media department. Mr.| 
Alexander recently returned| 


from a year in Spain. 


Pittsburgh Agency Moves 
Advertising & Public Rela-. 


‘tions Consultants Inc. has 


moved to new offices in the) 
Carlton House, Pittsburgh. 
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‘BY LENTHERIC 


YEAR-ROUND—In its first year-round campaign, Lentheric is running | 
a monthly series of color pages like this one in Glamour, Harper’s | 
Bazaar, Mademoiselle, New York Times Magazine, Seventeen, The 
New Yorker, and Vogue. Each ad pictures a man reminiscently 
sniffing a bottle of Tweed. 


Lentheric Marks 75th Anniversary 
With Its First Year ‘Round Ad Drive 


New York, June 7—Lentheric, | after bath freshener and bath pow- 
75 years young this year, is cele- 
brating its diamond jubilee as a 
fragrance house with a new line of 
bath products, a new agency, and 


its first year-round campaign. 


Last year was the year of hair 
coloring; this year will be the year 
of bath products, the company be- 
lieves. With people living longer 


| 


and wanting to look younger—and | 


having the money to spend on such 
a quest—the company decided it 
was simple logic for a fragrance 
house to bring out a line of bath 
oils and accessories designed “to 
return moisture to dry-cleaned 


skin.” 


@ Response to Lentheric’s Bain 
d’Or line of “bath requisites” this 
spring has proven the accuracy of 
The company 
has even been surprised to find 
| stores setting up special displays 
| without urging from the company. 
As a result, Lentheric is adding an| must insure quick identity for it- 


such calculations. 


der to the line this summer. In- 
troductory ad for these two prod- 
ucts is running in the June Vogue 
and July Harper’s Bazaar. 

The agency handling the Bain 
d’Or campaign and all other Len- 
theric advertising is Altman-Stol- 
ler, New York, chosen last fall 
(AA, Oct. 26, 59) for its fashion | 
background and for its belief that) 
you can’t research the emotions of | 
a woman—you either understand | 
her or you don’t; you either know | 
how to talk to her in an intimate) 
way or you don’t. 


| 
| 
| 
® The third innovation of the year | 
is Lentheric’s first year-round! 
campaign. Although fragrance) 
sales are heaviest during the holi- | 
days, Lentheric has decided that | 
a company really loses out by ad-| 
vertising only at Christmas. There | 


‘are so many ads running then, 


Lentheric figures, that a company 


CURRENT—T y p i- 

cal of Lentheric 

ad program today 

is this Bain d’Or 

ad which ran this 
year. 
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Fiow to 
influence 
management 


decisions... 


Dominant, continuous advertising to management in Dun’s 
REVIEW and Modern Industry is the effective... selective... 
economical way to influence business decisions. Here your dollars 
buy frequent, impressive advertising which is read by important 
executives when they are thinking about business and most respon- 
sive to business advertising. And this advertising reaches men 
your salesmen often can’t. 

This is the reason advertisers are placing more pages in DuN’s 
REVIEW, the business management magazine. They have found it 
the place to influence the decisions of men who have the authority 
and interest to act. 


The following facts show clearly how DuN’s REviEW and Modern 
Industry can help your advertising dollars work harder by provid- 
ing concentration and dominance on the major decision-makers at 
the heart of America’s industrial and business market. 


2. READERSHIP AMONG 
THE RIGHT PEOPLE 


The circulation of Dun’s 
REVIEW represents an un- 
matched audience for those 


1. THE RIGHT EDITORIAL 
ATMOSPHERE 
Business advertising has the 
best chance of being seen and 
acted upon when prospects 
are reading and thinking who sell products or services 
about business. to business and industry. 
Dun’s REVIEW stimulates ¢ Over 50,000 readers are 
reader interest in moderniza- Presidents. 
tion and improvement in all Over 84,000 readers are 
phases of business operation: in top management. 


executive methods, produc- " 
tion, product development, Almost three-quarters of 


. he readers have the 
marketing, employer rela- t 
tions, finance, business con- pony * mrp Manager 
ditions, and government pol- oF eee. . ’ 
icy. Authority of editorial * Paid circulation is 
coverage establishes a highly 117,500. 
receptive atmosphere for * Pass-along readership 
product and corporate ad- boosts total audience to 
vertising. 300,000. 


3. READERSHIP IN THE RIGHT PLACES 


Dun’s REVIEW concentrates advertising on your best prospects. 
@ 55 per cent of the readers are in Manufacturing or other Industry. 
e@ 39 per cent are in Distribution, Finance, and Service. 


@ Over half of the companies reached do $1,000,000 or more in 
sales annually. 


@ Circulation includes eight out of every ten manufacturers worth 
$1,000,000 or more. 


4. THE RIGHT PROGRAM COSTS 


Management advertising in DuN’s REVIEW logically extends and 
complements sound trade paper advertising. Yet, while adding 
important management coverage, it costs little more than adver- 
tising in any good trade paper. 

Dun’s REVIEW also provides economical coverage of top manage- 
ment without the prohibitive cost of broad circulation newsweek- 
lies. Management advertising is strictly on its target in the pages 
of Dun’s REVIEW. 


Impressive advertising programs are possible in Dun’s REVIEW. 
And these programs get results . . . economically. 


5. THE RIGHT VALUES FOR 

CORPORATE-FINANCIAL ADVERTISING 
Dun’s REVIEW readers have an average income of $27,015 placing 
them among the very best prospects for personal investment. 75 
per cent of the magazine’s readers own stocks and/or bonds. 
Corporate — plans are accumulating potential investment 
money in the “‘billions’’ every year. 42 per cent of the companies 
reached by DUN’s REVIEW have pension plans whose funds rep- 
resent a major reservoir of investment dollars. 63 per cent of the 
readers have a voice in company investment policy. 
Institutions represent a major investment factor. 45 per cent of 
Dun’s REVIEW readers are members of the governing bodies of 
schools, hospitals, churches, or community government. 
Banks, Finance, and Insurance companies are prime objectives for 
the Corporate-Financial advertiser. Over 8,800 DUN’s REVIEW 
readers are key management people in these firms. 


To influence a business decision 
tell the decision-makers who read 


DUNS 
REVIEW 


AND MODERN INDUSTRY 


and men who are going to be! “* 
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50 
‘ 
self with a year-round campaign. 

The three big months for fra- 
grance sales are May, November 
and December, the company re- 
ports. Spring and summer sales 
are good, with women finding the 
use of fragrance refreshing and 
cooling. Sales then pick up with 
back-to-school buying, and con- 
tinue into the fall when women 
are shopping the new fashions and 
spending money on _ themselves 
again. Sales then peak out during 
the holiday buying spree. 


® Lentheric always has a special 
promotion for its Red Lilac fra- 
grance in the spring, as it has 
found that women get in a spring 
mood and will switch to a floral 
fragrance then, although they will 
not do so during the rest of the 
year. After its seasonal push, Red 
Lilae is then removed from the 
market until the next spring. 
Over its 75 years, Lentheric has 
watched the perfume industry 
prove a number of advertising 
axioms. Such as: The failure of a 
fine fragrance can usually be 
traced to lack of good advertising; 
and conversely, the success of a 
fine fragrance can usually be 
credited to good “big” advertising. 


® The industry has also found that 
a perfume house can’t promote too 
many fragrances at once. The suc- 
cessful houses have each taken one 
big perfume and put most of their 
promotion behind it, Lentheric 
notes, rather than distributing 
their marketing dollars among all 
the fragrances in a line. 
Nowadays it can take anywhere 
from two to ten years to develop a 
fine new fragrance. After the ini- 
tial acceptance and success period, 


Real Estate advertising 
attracts substantial in- 
vestors. The 
second in all Real Estate 


Mirror is 


among New York's sev- 
en dailies — and first in 
New Homes advertising. 


Make 
The Mirror 
a MUST! 


most fragrances have a life of ups 
and downs depending upon the 
type of fragrance in current vogue 
and feminine whim. 

A major way of perpetuating the 
life of a fragrance is the continual 


| introduction of product variations 


| 


| 
i 


‘a 
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ANTE-BELLUM—In 1913, testimonial 

ads like this marked Lentheric’s 

advertising in France. Mlle. Brigitte 

Regent writes, under her picture, 

that she uses Lentheric perfumes 
only. 


—bringing out the fragrance in 
new forms, such as colognes, bath 
powders, sachets, pursers, aerosols, 
etc. The introduction of aerosols 
gave the industry one of its great- 
est boosts, Lentheric believes, be- 
cause it encouraged many women 
to use perfumes for the first time. 


® Colognes are still the top sellers, 
as every perfumer knows, but the 
/aerosols are a rapidly growing sec- 
ond. Bath powders rank third— 
‘and as every perfumer laments, 
no American perfume house makes 


| INVITE—This ad wae fo 
| was run in 1928 

after Squibb 
bought Lentheric 
and announced 
the opening of 
the first Ameri- 
can Lentheric 
perfume salon in 
the Savoy Plaza. 
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!\a perennial fragrance is Tweed, 


its money from perfume. 

Perfumes have been very static | 
for the past ten years, but the me-| 
tered. aerosol packages for perfume | 
have perked up perfume sales con- 
siderably. (American women’s| 
preference for cologne is in direct) 
contrast to those of French women 
who are much too economical to 
buy their fragrance in any other 
way than the concentrated per-| 
| fume.) 


Lentheric’s favorite example of 


which it introduced in 1934 and 
which still “outsells all other fra- 
|grances” and is available in 15-20 
'forms. Tweed was the turning 
|/point in American women’s fra- 
grance lives, because it was the 
first woodsey fragrance—not mus- 
ky and sensuous—and the first 
|perfume not to have a sex conno- 
| tation. 


| 
|@ Lentheric started out in 1885) 


-|when Monsieur Guillaume Len-| 


|theric opened an elegant salon in 
Paris. Perfume selling was a dif-| 
ferent story in those days: arsning 
customer got her own exclusive, | 
especially blended perfume. The| 
perfume salon was a social gather- | 
ing place, and many customers | 
thought it was a great honor to| 
work there and donate their re-| 
muneration to charity. 
Perfume names were different | 
too: The turn of the century knew | 
such names as Royal Caprice, Am- 
bre Mousse and even Parfum Hal- 
ley named after the comet. 
Lentheric perfumes were first 
sold in America in 1902 on special 
order. In 1928, the Parisian com- 
pany was bought by E. R. Squibb 
& Co. and the first American Len- 
theric perfume salon was opened 
in the Savoy Plaza Hotel, catering 
almost exclusively to international 


Paris pays a delightful compliment 
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SAVORPEARA SALON 
Avenue at W8th Street, NOW youn 
tearreran Mloantgmanen rh 


TESTED WAYS 10 
BUILD SALES AND 
CUT SALES COST” 


1 Get your product into 
original specifications. 
2 Build a cream prospect 
list for salesmen. 
3 Save salesmen's time for 
selling. 
4 Close orders before com- 
petition develops. 

Make your sales story easy 
to grasp and remember. 
6 Reach key buying influ- 
ences with your story. 
7 Inject your product into 
more buying conversations. 


8 Lead dealer salesmen to 


favor your product. 


9 Be recommended by 
salesmen selling related 


products. 


10 Funnel demand to stand- 


ard sizes and styles. 
11 Seil related equipment 


with primary purchase. 


12 Make it easy for pros- 
pects to sell themselves. 

13 Inspire confidence in 
your salesmen. 

14 Keep your product sold 
by assuring proper use. 


All of these things can be done by a single Perrygraf Slide-Chart. Thousands can be put to 
work for the price of a trade paper advertisement. Complete design and manufacture will be 


done for you by Perrygraf Corporation. SEND FOR FREE BOOKLET TODAY. 


Ave., Los Angeles 49, California 
1500-J Madison St., Maywood, Illinois 


PERRYGRAF 


slide-charts 


‘ ee 


society. 


= In 1948, Squibb opened a larger 
salon on Fifth Ave. and slowly be- 
gan expanding distribution to in- 
clude leading department stores. 
Four years later, Squibb was pur- 
chased by Mathieson Chemical Co. 
and two years after that, Mathie- 
son merged with Olin Industries 
to become the Olin-Mathieson 
Chemical Corp. 

At that point Lentheric began 
applying drug merchandising 
techniques to perfume in keeping 
| with the parent company’s mar- 
keting strategies. The company be- 
gan expanding distribution in all 
directions, and the marketing 
philosophy departed from the line 
of exclusivity and French heritage. 
| Less support was given department 
|stores—fewer demonstrators, dis- 
| plays, etc.—and department stores 
|in turn quickly lost interest in 
| Lentheric. 
| In 1956, Helene Curtis Indus- 
|tries purchased Lentheric and be- 
gan re-establishing the company’s 


CALENDARED MO. 
MENTS—The ’30s 
saw Lentheric us- 
ing highly styled 
ads like this for 
its perfumes. 


1, hg core 


TRIUMPH OF TRUTH—That Lentheric has been a consistent advertiser 
is shown by this ad, which ran in the 1880s when the perfumer was 
founded. The ad tells a fanciful little story in picture and text. 
Beauty, pursued by Love, tries to find refuge at the house of her 
sister, Modesty, but doesn’t find her home. So she goes to the house 
of Truth, who is lying about au naturel and enjoying her perfumes. 
Truth offers Beauty the run of her Lentheric perfumes, with which 
she can bring Love to heel. 


original ideals. Emphasis was once 
more placed on marketing through 
department stores and fine drug 
and chain stores—and the big aim 
today is to recreate “an aura of 
exclusivity” for the name. 


® Lentheric has reinstated its 
store training personnel and its 
store demonstrators, and is con- 
tinually planning with stores for 
special promotions, displays, local \ 
ads under the store names, etc. 

Lentheric is now operating un- 
der the belief that a perfume loses 
its appeal if a woman sees it 
everywhere, if it’s “too mass.” 
Fragrance can’t survive without 
the department store, the company 
is now convinced. Although wo- 
men may frequently buy their 
fragrance at the handy neighbor- 
hood drug store, they still want 
to see it in the department store. 
As for men, they go to the depart- 
ment store to buy perfume, and if 
they can’t find a particular per- 
fume there, they don’t buy it any- 
where. + 
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Grow with OKLAHOMA! 
Oklahoma Report 
Oklahoma City No. 5 June 1960 


32% POPULATION GAIN 
Preliminary census reports placed Oklahoma City's 1960 
population at 321,610, an increase of 32% over 1950. Proportionate growth of 


surrounding suburbs boosted the unofficial 1960 population of the Oklahoma City 
Metropolitan Area to 483.937. 


ALL TIME HIGH IN HOME BUILDING 


Oklahoma City set a new record in home building 
during April. Permits issued during that month totaled $4, 244,700. Previous 
high month was $3, 802,550. 


COMMERCIAL CONSTRUCTION UP 

Commercial construction for the first four months 
of 1960 totaled $24, 867,000 compared with $22,076,000 during the same period 
in 1959. Among more than a score of new business projects started in April 
were a newS.H. Kress Company store, a shopping center, a telephone exchange 
‘building and a warehouse. Construction on Oklahoma City's new multi-million 
dollar Post Office, covering two city blocks and embodying all the latest elec- 

tronic and labor-saving devices, will be started this fall. 


“DYNAMIC OKLAHOMA" 
With a full analytical presentation covering the vital factors 
affecting Oklahoma's zooming metropolitan growth and industrial potential, a 
special "Dynamic Oklahoma" edition of The Sunday Oklahoman will be published 
August 28, 1960. Ask your Katz man for the details about this most complete 
roundup of information about Oklahoma -- past, present and future. 


BETTER MEALS BUILD BETTER FAMILIES 
The Newspaper Industry's second major 
promotion of 1960 under the Total Selling program, the "Better Meals Build Better 
Families" promotion -- the largest promotion ever conducted by an advertising 
medium -- will be staged by the Oklahoman and Times in cooperation with the 
entire Food Industry. 

Scheduled in Oklahoma by the Oklahoman and Times for September 12-24, 
the promotion is planned to benefit all segments of the Food Industry. All levels 
of the Food Trade in the Oklahoma market gave the 1959 program unanimous 
endorsement, foretelling an even greater success this year. 


EFFECTIVE ADVERTISING COVERAGE 
Combined circulation of the Daily Oklahoman 
and Oklahoma City Times covers more than one out of every two households in a 
58-county area of Oklahoma. This rich market accounts for 67.6% of the state's 
total retail sales. Heart of this market is the Oklahoma City Metropolitan Area, 
itself the 46th ranking market in the nation in retail sales. (SRDS Market Data.) 


FARM PICTURE BRIGHT 


Oklahoma farmers have started harvesting their 1960 wheat 


crop which, government experts estimate, will be the fourth largest crop of all 
time. 


THE DAILY OKLAHOMAN AND OKLAHOMA CITY TIMES Represented by The Katz Agency 
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; 7 ing theme, always in close as- 
Illinois Tollway pn Ms with “safe, fast, comfort- 
For Mid-America Advertisers .. . GREATER ACCEPTANCE Reports It's Off to near — Paganibsrcsoet 


D 4 th » 4 a oe The program (AA, Aug. 18, 
This Day is read thoro and wit . 58) was scheduled in three phases 
lievability aan confidence. ieee reveal that Good Start vid Ads pio: a first, in 1958, Pecans the 
52.2% co subscribers spend 2 to 3 hours HINSDALE, ILL., June 7—The|openings of various sections of the 
reading Dayt three-year, $500,000 program of| tollway, with an estimated expend- 
CONCENTRATED MID-WEST MARKET advertising and traffic promotion|iture of $125,000. Phase 2, in 1959, 

: ? " for the Illinois Tollway “has been|called for a peak ad effort and 
eerie DR pe mee ey wy er aR yer extremely beneficial and produc- | $275,000. This year, the final phase, 


This 


Illinoi Senate tive in achieving its goal of ac-| will cost an estimated $100,000. 
BUY lndions Missouri celerating the normal rate of traf- : 

Iowa Ohio fic growth,” according to Quentin|#® In the first phase, large news- 

Michi Wisconsin M. Lambert, its director of public| paper ads in dailies and weeklies 

higan . . 

relations. and a saturation program of radio 

LOW COST The tollway, operated by the wey ene lg — used > 

$360 : Illinois State Toll Highway Com-|call attention to the tollway an 

oa gage ay OSS. sete) mission, was the first major toll | familiarize people with how to use 

COLOR IMPACT highway to use an intensive and wr cabin a 

continuing ad program. n identification symbol, e 
Print in four colors . . . full range! Beautiful Caples Co., Chicago, is the agen-| Scotch lassie “Mary McToll,” was 
fami azine full-color illustrated editorial content. Published cy. P : : created. Various musical versions 

The COLORful ly mag: monthly. y hate . J | version 
Luthe Church As a motivating appeal in the|of Loch Lomond, paraphrased to 
of The Lutheran s Concordia Publishing House three-year program, it was decided | “Ye take the highway and I’ll take 
-Missouri Synod. This Day ag fe a Avenue that time-saving was not as strong| the tollway and I’ll be there safely 
. Louis 18, Missouri 


as “freedom from tension,” which| before ye,” were used repetitively 
became the predominant advertis-|0n the radio. 
aoe During the second phase, the use 
of large space ads in conjunction 
| with radio spots was continued in 
\the early part of 1959. Special ef- 
ee fort was devoted to attracting traf- 
|fic on holiday weekends and, in 
| general, the program was keyed to 
lobtaining greater percentages of 
|peak traffic movements. - 

The size of the ads was later re- 
|duced to permit much greater 
| frequency of insertion and repeti- 
| tion. They promoted map requests, 
‘and Mr. Lambert notes that the 
response was tremendous, with 
more than 11,000,000 printed im- 
pressions of the map having been 
produced and distributed since 
1958. 


SOOHHHOHHOSOHOOO OOOO Ce. 


This new 
National 


Yellow Pages 
Service 

lets us buy 

any combination 
of local markets — 
with just 

one contract! 


es In June, 1959, a 13-week pro- 

SP OCSOOOOEEOOOESEEEHEOO OOOOH, gram of tv spots was inaugurated. 

© ° The tollway’s own advertising ef- 

fort received considerable assist- 

ance from the promotion of others, 

TELL MUE MORE ? which included Standard Oil Co. 

(Indiana) and Arlington Park, 

Washington Park and Aurora 

Downs racetracks, which found it 

MITTTITIIIIT TIT advantageous to feature the toll- 

way in radio, newspaper and tv 
coverage. 

Others, including real estate 
agencies, banks, savings and loan 
associations, shopping centers and 
manufacturers, also discovered 
that existence of the tollway en- 
larged their market areas and be- 
gan to promote it. 


eeteeeeeetese 
®ecccceee® 


= There has been some criticism 
in the press about the fact that 
the only outdoor signs along the 
tollway, aside from traffic signs, 
give directions to the racetracks. 
Mr. Lambert told ApvERTISING AGE 
that these signs are only to “fa- 
cilitate traffic,” since the volume 
of traffic going to the racetracks is 
so great. 

This year the commission plans 
to devote its advertising message to 
promoting three classes of traffic 
which tend to level out the over-all 


* Ef seasonal aspects of tollway traffic. 
Media Man: Well, it’s a completely new Media Man: That’s just it. We can buy any pope Ly a oop way 
os ° ° . : . aqas wl e used and, wi e ad- 
advertising service. combination of Yellow Pages directories to vertising budest less than half that 
. match our geographical marketing pattern. of last year, major effort will be 
ACCT. SUPV. What’s so new about it? ACCT g concentrated in the period between 
a UPV Andhow billed? now and Labor Day. | 
Media Man: Cuts all the red tape. Now we 7 . mmgF Major attention will be devoted | 
. . . . had . j j | 
can place selling advertising in over 4,000 Media Man: Just one bill—monthly. to commercial Wattk, commuter 4 
: . traffic and interurban traffic. 
Yellow Pages directories alloverthe country 
through a single office—with one contract. ACCT. SUPV. one thing more — what = Although it is not possible di- | 
AC CT SU about commission? rectly to measure the effective- | 
* ness of the advertising effort, an 
. “ PY. And we can put real sell Media Man: Positively ! indication as to the extent to which 
in them? CT su the rate of growth was stimulated 
° ew x , PW ’ i ’ can be derived by comparing toll- 
Media Man: Sure. Tie right in with our AC ° k ; I’m convinced. Let’s put way experience with that of other 
national campaign. Get to the “Ready-to- it in the works! ; 


comparable toll roads in their first 
years of operation. None of the 
other roads, however, carried on 
large scale and continuing adver- 
tising programs. A 

The commission did a compara- 
tive study in connection with the 
New Jersey Turnpike. Mr. Lam- 
bert said: 

“Using the average of February- 


Buys”— the people who are about to pur- 
chase a product like ours. Tell them why 
to buy as well as where. 


ACCT. SUPV. But what aboutourtricky 


selected markets? 
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Mita/a4 As it has for each of the past 37 years, 
awe § Good Housekeeping continues to lead 
its field. In the first six months of 1960 
this magazine remains 


FIRST CHOICE 


hit SP dna 


A truly gripping . iy 
novel by = Fe 


MARY 


...n advertising pages® 
... in number of advertisers* 
...n retailer acceptancet 


Brides’ Budget . . 
arena ...dn consumer influence 


Apartments 


The Hidden 


This record is the reward of an editorial product created for 


Dangers in SS women who care. Our readers care deeply —about their homes, 
CONTACT jaa their families, themselves. They respond to the integrity they 
LENSES A find on every page, both editorial and advertising, of this 


unique magazine. Because they respond, more advertisers 
continue to buy more pages in Good Housekeeping than in 
any other women’s magazine published. 


How to ~ y 
know when 


you're really «gi , 


FEMININE 
Glorious Ht ki ° Vai. dS 
Guaranteed 
blaine Good ousekeeping 
BUFFETS MAGAZINE AND INSTITUTE 
i ee vee” aa ... because nothing persuades like the truth 
© 1960, The Hearst Corp. 


*PIB plus hand-count of June issues 
t Advertising Checking Bureau, inc. 


tt Crossiey, S-D Surveys, Inc. 
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March revenue, first year’s oper- 
ation, as an index of 100—because 
February was New Jersey’s first 
full month of operation—the Il- 
linois Tollway moved to a peak of 
254 in August as compared to 179 


in December as compared to 121 
for New Jersey. 

“Studies were also made of the 
first year’s operation of Indiana, 
Massachusetts, Connecticut and 
Ohio. Using the average of Janu- 
ary and February revenues as an 
index of 100, the tollway—in its 
first year of operation—moved to 
a peak of 308 in August, declin- 
ing to 198 in December. On the 
same basis, Ohio in 1956 increased 
to 243% of its base in August, de- 
clined to 150 in December; Indi- 
ana, 307 peak, 158 December, and 
Connecticut, 225 and 141. 


s “In each case of comparison, the 
Illinois Tollway’s seasonal peak 
was greater, and the decline to- 
ward the end of the year much 
less.” # 


234.333 


YOU CAN'T IGNORE 


++. Or else you'll miss the many potential 
customers from the metropolitan area 
alone who read The Detroit Times, and 
your ads, exclusively (130,889 more than 
Detroit's morning paper*). Another. fact 
you can't ignore: 83% of Times metro- 
politan-area readers get home delivery. 
To talk to Detroit, pay heed to the Times. 

“Detroit News Sth Quinquenniai Survey 


ie KEEP YOUR EYE ON THE TIMES | 


“o— = TS >—— 
DetroitTimes 
Represented nationally by 
HEARST ADVERTISING SERVICE INC 


‘Irritation’ Ads 


for New Jersey, declining to 163) 


Guild Blasts 


at AFA Meeting 


Agency Head Cites 
irksome Interruptions, 
Content, Repetition 


New York, June 8—Walter 
Guild, president of Guild, Bascom 
& Bonfigli, lashed out at self- 
medication advertising and much 
cigaret advertising on television 
in a speech today before the Ad- 
vertising Federation of America 
convention here. 

Mr. Guild warned that continued 
widespread use of the irritation 
|technique in tv advertising could 
| bring on government regulation 
|of all advertising. 
| ‘He accused tv advertisers of 
|irritating viewers in three ways: 
(1) By interruption irritation, 
(2) irritation of content and (3) 
irritation by repetition. He singled 


AFA Meeting 


out drugs and, to a lesser degree, 
cigarets as the principal offenders. 

“There is bound to be a little 
irritation in any television com- 
mercial,” the West Coast agency 
man said. “But in the interest of 
self preservation, we cannot con- 
tinue to have television commer- 
cials that most people find irritat- 
ing most of the time.” 


|@ Mr. Guild appealed to copy- 
| writers and “their sidekicks, the 
|tv producers, directors and talent 
snatchers,” to use their influence 
jto help cure tv’s triple irritation. 
This is how Mr. Guild described 
|the tripartite ailment: 

“Certain types of commercials 
interrupt the murder just at the 
point where the victim is being 
| bumped off. Certain types of com- 
}mercials interrupt just at the point 
of seduction. Viewers experience 
|no particular irritation at good 
|commercials coming in at logical 
|places in situation comedy shows, 
public service shows, or dramatic 
|shows which are non-violent. 

“Interruption irritation occurs 
when they are offered ‘a word 
from our sponsor’ while murder 
is actually being committed on the 
tv screen ... [yet] seven nights a 
week, several times a night, this 
kind of romp and stomp program 
is interrupted by advertisers, and 
usually at the very spot when 
interest is highest. 

“And even if the commercials 


were masterpieces of interest, 
entertainment and_ information, 
they would be resented,” he said. | 
“Now my _ suggestion to 


creative people—the poor copy- 
writer—is simply that he should 
make a strong pitch that when a 
fine piece of copy is written for 
television it be given a chance to 
be seen and heard in a favorable 
environment—a good climate. 


s “Certainly commercial inter-| 
ruption of tense and violent tele- 
vision programs does not provide | 
a favorable climate for commer- | 
cials, if for no other reason than 
that the viewer is not in a favor- 
able mood to receive the commer- 
cial message. 

“Creative people may not be 
able to change this situation im- 
mediately, but they can at least 
protest. They can at least recog- 
nize that the climate factor is a 
controllable factor, and, in their 
own self interest, attempt to se- 
cure favorable environment for 
their creative efforts,’ he said. 

“I believe the trend is in this 
direction. I read in the trade press 
the other day that few of the new 
tv westerns are finding sponsors 
for this fall,” he continued. 

Mr. Guild singled out the con- 
tent irritant as the most important, 
and he made mention of “the self- | 
medication industry, the fast relief | 


industry” as a prime offender. 
| 


s “I’m sure it has been thoroughly | 
researched, but why is the fast 
relief so necessary?” he asked. “I | 
would think that anybody who 
would need relief as fast as these | 
boys advertise would be too sick | 
to watch television, or vice versa. 
The deadly sameness of these 
commercials, their emphasis on 
our innards and the derogatory, if 
not defamatory, statements re- 
garding the horrible side effects of 
the competitors’ pills are probably 
a prime cause of tv viewer irrita- 
tion. 

“These are good products, and 
they perform a service. But the 
way they are being advertised is 
definitely damaging to advertising 
as a whole. Copywriters who vol- 
untarily write this kind of com- 
mercial should make an attempt 
to do better. Copywriters who 
write these commercials under 
compulsion should rebel,” he said. 

Mr. Guild said the cigaret in- 
dustry has been “going along very 
much the same path of consumer 
irritation” for a long time, with all 
the boys getting on the same kick 
and working the same phrases, 
the same tired claims, over and 
over again. Here he noted some 
signs of improvement toward a 
more creative approach, but he 
said “there still is an over abun- 
dance of very irritating cigaret 
advertising on the __ television 
screen.” 


s Apropos of the third irritation, 
that of repetition, the agency ex- 


ecutive had this to say: 
“This idea of taking a single| 
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MEMORABLE DAYS AT THE VALLEY BANK 


The day a Valley Bank teller forgot to say “Thank you!” to a customer! 


THE DAY THAT—Readers of The New Yorker will recognize this Gluyas 

Williams-type cartoon, used as an ad for Valley National Bank, 

Phoenix. The bank has been doing a series of take-offs on well- 

known ad themes, such as the Marlboro man tattoo, “A Thinking 
Man’s Bank” and “What Do Doctor’s Do?” 


and over and over again has never 
made the slightest sense to me. 
Agencies which seldom, if ever, 
repeat a color page in Life seem to 
feel there is something magical in 
having television viewers watch 
the same commercial week after 
week. The defense for repeating 
commercials is the high cost of 
commercial production. 

“T don’t know the cost of com- 
mercial production or print pro- 
duction in most agencies, but I do 
know what it is in ours. For 
producing a four-color page for 
Life our production costs have 
averaged 13% of space. For one of 
our network shows last year, in 
which we did 39 different sets of 
commercials, our production cost, 
as compared with time and talent, 
was 6%. 


a “No one likes to see the same 
tired commercial over and over 
and over again. Twice isn’t too 


the commercial and repeating it over| bad. Three times you can stand. 


Seeseeseeeeeeeeeeeeeeee eee? 


There’s nothing better 
than the work you get 


when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY, INC. 


ElectrotypeseTravis R.O.P. Glass Mats 
Plastic Plates ¢ BaW and Color Proofing 
Duplicate Photoengravings 


160 East Illinois Street, Chicago 11 *« DElaware 7-1541 


eee ee We.” 
nis tale” 


Four times begins to be irksome. 
But 20 times, 30 times, 40 times 
becomes unbearable. 

“So what can the poor copy- 
writer do about repetition? Let’s 
face it. Where there is less repeti- 
tion, you need more copywriters. 
The poor copywriter should insist 
that while his gem is a gem, the 
fire fades after the 40th repeat. 
Being non-union, you guys should 
fight automation,” Mr. Guild said. 

Mr. Guild pointed out that de- 
fenders of the irritation school of 
advertising insist that it sells; but 
he maintained that such an appeal 
“is addressed to boobs, and this 
country is not mostly made up of 
boobs.” Rather than employ the 
irritation technique, he suggested 
that advertisers take advantage of 
the commercial expectancy ele- 
ment and give the people the kind 
of commercial that is worth wait- 
ing for. + 


Whiz Bows in Two Cities 

Whiz, a 16-ounce 59¢ chocolate 
syrup packaged in a push-button 
dispenser for instant release and 
automatic mixing is being intro- 
duced in Jacksonville and Cleve- 
land by Continental Enterprises 
Inc., Jacksonville. The test markets 
advertising includes newspapers 


jand television running through 
|July 30. National advertising is 
|planned for the fall, according to 


the company. Smith/Greenland 
Co., New York, is the agency. 


MCA-TV Names Golden VP 

Hal Golden, formerly supervisor 
of station sales in the Chicago of- 
fice of MCA-TV, tv film distri- 
butor, has been promoted to the 
new post of vp and director of 
sales. He will make his headquar- 
ters in New York. 


Stoops Joins Hayden 
Wayne Stoops has been appoint- 


ed salesman in the Los Angeles 
| office of Hayden Publishing Co. 
|He formerly was manager of the 
San Francisco office of Simpson- 
Reilly, publishers’ representative. 


ogee: 
ee 


iy uroee: sane? imeShe ie a Peers oo ee : ; Sti octet a. oe se Rie oo Re oe ; Per. ar ey 
Re as sae 
oni late = ee rei 
ee oY 
= se Pe =— 
Z eZ 
<a Fa E, 
oe | Za \\\" : | 
c 1 FT Se Zt aii 
ie [Pays << | 2 —a— = 
Seg : =, ~ i. Ty s 
ee , es |) = —_ a = 
fey | Le vi) 
. are, | | a 
os | hi \l-== - 
a4 Ata i H == on 
ag : | eae 
ie i | mare 
| et 
ae | | Lt. s ; 
_ Be a e a 
: a A saa Iie, ded La 
wee Pry r= ot. se HD Ji) ial rt al 
= OO et te Ue 2 e 
y : ; Ea WY Cane eX ReS Re 
a ; ean ff a ERE TA io 
; planets se a _ i 7 tn se 
Sg a al) nS Pa AS y i ¢ | 
| yO See A 
ay : $ bot 9 BA eS 
ee ; ENON I WR Ml é 
— $ Se oead Mo Bh 
a ~n ee i all A wi ; 
- a Oo 2S 
x ; bi os ae i Wi < f ‘ay, ! , 
mE | a | & wi Pts 4235S | 
, Bo or 5 ie. SRE h et ~a 7 : 
b * z g z ? 0 
oi pm ee ees aed fi : . i i, _—— 
ns —_ Re a es 
. ae . oe AaB DS Pe. ore hy. 
ee, . = oe 
9 3 tail — Wi Ewe e i 
eee oe : oer Bee 
ae ae ahad ; pet 
™ pe : Baie a. SS ae 
2 ae se ee ae 
a a ee » age ce, 
is —— ky a 
ae Sing . 7 aig a 
Gorda e ae : ase j se 
oe) mae 4 t (6 Sa aes 
sae 3: — : i “oat, wd : 
. ; ae |, ‘ia. : : 
See <3 S, ‘ ae Oak he ae wee 
, Le vol 
; ae 4 ; i : 
orl i ie { ie ms 3 . a ss, 
— 
ae ie é ae fa oe ee 
Re BA pee) ast 
ean erat ae gece 
cates en: NONSENSE! . 7 
ce, ; ; % ie _ oe 
Pi eels ae = Se = 
. oa “ - ‘oes 
E: ce = ihe 
Fon oa 4 j ‘a 
ES. SS rrr ; 
, es , . 
a 4 i E an, a | 
; - oe ~ ee en 
: a a | 
maa Rade Pe at ee 


Beir se aa Pe He eet 
TS Pg OO  apetey e ee eae ay 


1 Sa ee (2m, 
.. like " alitornia | Pts 


1 © THE SACRAMENTO BEE 


without the "© THE MODESTO BEE 
a | © THE FRESNO BEE 
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Valley of the Bees | 


© Actually, total effective buying income of more than $3 billion Range lies our great Central Valley . . . a beehive of industry, 
@ Greater automotive sales than each of 21 states retail sales, and agricultural income-producing activities. 


@ Not covered by San Francisco and Los Angeles newspapers And you can’t cover the Central Valley with any Coast news- 


If your print selling messages hit only the Coast spots in Cali- papers. You need The Bees. 


fornia, you're really missing inland treasure. East of the Coast Data source: Sales Management’s 1959 copyrighted survey 


MoSCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
McClatchy gives national advertisers three types of discounts . . . bulk, frequency and a combined bulk-frequency. Check O’Mara & Ormsbee for details. 
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AFA Unveils ‘Truth 
Book’ Gauge for Ads 


(Continued from Page 1) 
advertising review boards. While 
not all-inclusive, its chief virtue 
is that it spells out tests which 
can be applied to questionable 
advertising. 


@ ADVERTISING AGE here presents 
several major excerpts from the 


“Truth Book”: 


“Definition of false and decep- 
tive advertising: 

“To define ‘false and deceptive 
advertising’ is not simple. By its 
very nature, it is a loose concept, 
expanding and contracting accord- 
ing to the current philosophy of 
control and the nature of the 
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Fortify your future with young physicians _ 
as they establish their prescribing habits. 
Most of them read THE NEW PHYSICIAN for 
over seven years as their official journal. 
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NEW PHYSICIAN . 


Reaching interns, residents, newly established doctors 
and medical students. Official publication Student 
American Medical Association. 


Se ee oe 


advertising in question. 

“It has been judicially defined 
as ‘advertising which is mislead- 
ing in a material aspect.’ This sim- 
ple definition carries within it a 
vast storehouse of ambiguity. Many 
advertising claims are matters of 
degree, and the line between the 
honest and dishonest advertise- 
ment may sometimes be a thin one. 

“As the U.S. Supreme Court has 
said, the development of this con- 
cept or definition has been ‘a grad- 
ual process of judicial inclusive 
and exclusion.’ It continues so. 

“The Federal Trade Commission 
Act of 1914 itself (important as it 
is to this subject) did not even 
contain the word ‘advertising.’ 
Later amendments also failed to 
mention it, including advertising 
by implication within the general 
expression ‘unfair or deceptive 
acts or practices.’ The definition 
of ‘false advertisement’ in this 
legislation is limited to food, drug 
and cosmetics advertising, and 
even this falls back on the de- 
scription of advertising ‘which is 
misleading in a material respect.’ 


its general counsel, observes: 

“*An advertisement is honest 
when objective facts which bear 
upon the product or service ad- 
vertised fulfill in all material 
respects the understanding re- 
garding them that is generated 
in people by the advertisement 
when observed in the way or 
ways that they normally per- 
ceive it.’ 

“There has accumulated over 
the years considerable case law 
which may be summed up by say- 
ing that whether an advertisement 
is deceptive depends upon ‘the net 
impression which the advertise- 
ment is likely to make upon the 
general populace.’ 

“It is said that ‘the law... is 
made for the public—that vast 
multitude which includes the igno- 
rant, the unthinking and the cred- 
ulous, who in making purchases 
do not stop to analyze, but are 
governed by appearance and gen- 
eral impressions.’ 

“We must always bear in mind 
that caveat emptor has long since 
given way to caveat venditor. Ad- 
vertising must be analyzed from 


“A meaningful and positive en- | the point of view of its impact on 


nd one upon this basic defini- | 
tion has recently come from the 


' | Assn. of National Advertisers. Ap-| 


| the public, the customer, the pros- 
pect, the market. 


proaching the problem from the = “A firm, all-encompassing def- 


point of view of ‘what is an honest 


inition is not really necessary. It 
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which, to the miscreant in search 
of an excuse, would give some 
hope of success. Rules and defini- 
tions are all very well, but the 
true self regulation stems from the 
spirit and intent with which the 
advertising planner or writer ap- 
proaches his chore. 

“Truthful advertising is not a 
matter of technical and legal rules. 
Rather, it is a matter of philosophy 
and intent. You cannot legislate 
business morality any more than 
personal ethics. The honest sea- 
farer needs no chart. He need only 
keep his eye on the star of truth. 

“However bromidic this may 
sound, it is true. 

“It has been suggested that an 
advertiser, judging the honesty of 
his sales message, need only ask 
himself a few direct questions: 

e “Is it really honest? 
e “Is it clear to the people who 
hear or look at it? 


e “Can I prove all this? 


e “Would I approve if my com- 
petitor used this copy? 


e “Is this straight talk? 


e “Would I want my wife to spend 
aah money because of this ad? 


e “Have I cut out all weaseling? 


= “If the answer to all of these 
lolitas questions can be a strong 


| advertisement?,’ the ANA, through |could only involve broad concepts | yes, then you can be pretty sure 


Kentuckiana Gives Over $1,000,000 


A wast to the People on the 1959 


This money has touched the lives of more than 200,000 Kentuckiana children 

through new schools for the handicapped, special therapy equipment, teacher 
training, artificial limbs, hearing aids, mass testing . . 
to the people. Costs of the program have been reduced to 7.6% since 1954, while 
contributions have increased 26%. 


Only a station that concerns itself day in and day out with the interests of its 
community can earn the respect that moves people to respond. 


to the WHAS-TV CRUSADE FOR CHILDREN! 


In six years, the WHAS-TV Crusade for Children has raised more than $1,000,000 to 
aid mentally and physically handicapped children in Kentucky and southern Indiana. 


. A full accounting report is made 
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that the advertising is legitimate, | considered in their entirety, and as | 


legal, truthful, meaningful, clear | 


—yes, and also believable and 
productive. 

“The seven general rules: 

“Much questionable advertising 
can be easily detected and cor- 
rected without a vast knowledge 
of detailed rules. The courts have 
developed a series of general con- 
cepts enforced by the Federal 
Trade Commission within its jur- 
isdiction over false and deceptive 
advertising. 

“The following seven rules are 
drawn verbatim from important 
advertising cases decided over a 
period of 37 years. They repre- 
sent seven landmark guide lines 
which should be helpful ‘in eval- 
uating your own advertising and 
that of others.’ The principles 
are used by the commission and 
its staff in the enforcement of its 
congressional mandate. 

“These rules are general in na- 


ture. They may represent only | competition or unfair or deceptive 
j}acts or practices. 

a particular advertisement or copy |e 6. “Laws are made to protect 
theme. At the same time, the hon-|the trusting as well as the sus- 
est and well-intentioned advertis- | picious. 


, |e 7. “Advertising representations, 
rarely proceed much further if its| however made, which are ambig- 


starting points in the screening of 


er will probably find that it need 


advertising claims or methods raise 

a doubt against the background 

of these seven milestone rulings. 
“The rules are: 


e 1. “Advertisements 


they would be read by those to) 


whom they appeal. 


e 2. “Advertisements are not in- | 
tended to be carefully dissected | 
with a dictionary at hand, but 


|rather to produce an impression 
/}upon the ordinary purchaser. 


e 3. “Advertisements as a whole | 


may be completely misleading al- | 
though every sentence separately | 
considered is literally true. This 
may be because things are omit- 
ted that should be said, or because 
advertisements are composed or 
purposefully printed in such a way 
as to mislead. 

e 4. “Whether or not the adver- 
tiser knows the representations to 
be false, the deception of purchas- 
ers and the diversion of trade from 
competitors is the same. 

e 5. “A deliberate effort to de- 
ceive is not necessary to make out 
a case of using unfair methods of 


uous will be read favorably to the 
accomplishment of the purpose of | 


|the FTC Act, which is to prevent | 
|the making of claims which have savory practice of advertising an 
must be/|the tendency and capacity to mis- article at an alluring price or un- 
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JUNE POSTER—Kellogg Co., Battle 


. 


“The best to you” 


CORN FLAKES 


Creek, Mich., is now using this 


poster in metropolitan markets from coast to coast to show fruits 
which go best with Kellogg’s corn flakes. A similar poster for Rice 
Krispies is also being used. Leo Burnett Co. is the agency. 


lead. 


= “In effect, the more precise and 
specific rules which follow in this 
manual are refinements and spe- 
cific applications of one or more of 
these general concepts. 

“To these seven guide lines we 
would, in the vernacular, add a 
final suggestion: 

“Tf in doubt, don’t’.” 


“Bait advertising and selling: 
“‘Bait advertising’ is the un- 


_ CHANNEL 11 


LOUISVILLE 


Foremost In Service, Best In Entertainment 


fos er fe ree 


der attractive terms with no in- 
tention of actually selling or deliv- 
ering that article in accordance 
with the advertisement. The sole 
purpose of the scheme is to lure 
customers to the advertiser’s store 
(or to pick up leads for home dem- 
onstrations) in order to sell some 
other and more profitable article. 
e “No advertisement should be 
published unless it is a bona fide 


e “The advertising should not cre- 
ate a false impression about the 
product being offered so as to lay 
the foundation for a later ‘switch’ 
to other merchandise. 


|e “Subsequent full disclosure by 
\the advertiser of all of the facts 
_about the advertised article is no 
defense. 
be “An advertiser should not use 
or encourage the use of the fol- 
|lowing practices as part of a bait 
scheme: 
“A refusal to show or dem- 
onstrate the advertised article. 
“Disparagement of the adver- 
tised article, its guarantee, avail- 
ability, services and parts there- 
for, credit terms thereon, etc. 
“Refusal to take orders for 
the advertised article or to de- 
liver it within a reasonable pe- 
riod. 
“Demonstration of a defective 
sample of the advertised article. 
“A salesman compensation 
plan designed to discourage the 
sale of the advertised article. 


e “An advertiser should have on 
hand a sufficient quantity of the 
,advertised article to meet the rea- 
sonably anticipated demands for 
it unless the advertisement clearly 


effort to sell the advertised article. | 
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| discloses that the supply is limited 
lor is available only at certain 
| branches of the advertiser, if such 
| be the case. 


|e “An advertiser should not sell 
_ the advertised article and there- 
after ‘unsell’ the customer so as 
'to make a switch to other mer- 
chandise. 


|e “An advertiser should not en- 
| gage in any of the practices listed 
|{in indented list above] in any 
|such attempts at switching after 
|the sale of the advertised article. 
e “Actual sales of the original ar- 
ticle as advertised do not preclude 
the existence of a bait scheme, 
since this may be merely an at- 
tempt to create an aura of legiti- 
macy. 

“These rules are consonant with 
the provisions of ‘Guide Against 
Bait Advertising’ issued by the 
FTC on Nov. 24, 1959. 

“ ‘Bait advertising statutes’ have 
been adopted in about 20 states, 
and it appears likely that such 
laws will continue to be adopted in 
other states in the future. 


s “These state laws are criminal 
and penal statutes in contrast with 
|the civil and preventive activity 
of the FTC. In general, the state 
laws follow the precepts set out 
above. 

“Advertisers, agencies, media 
and advertising clubs should fa- 
miliarize themselves with such 
laws in their own states or any 
states in which they may operate 
or advertise. Copies thereof may 
be obtained from local better busi- 
ness bureaus, chambers of com- 
merce, or the appropriate official 
of each state legislature. 

“Non-deceptive testimonials and 
awards: 

“In general, advertising which 
uses testimonials or endorsements 
is likely to mislead or confuse if: 
e “It is not genuine and does not 
actually represent the current 
opinion of the endorser. 

e “It is not quoted in its entirety 
but is ‘cut’ for advertising pur- 
poses, thereby altering its over- 
all meaning and impact on the 
reader, listener or viewer. 

e “It contains representations or 
statements which would be mis- 
leading or deceptive if otherwise 
used in the advertising, since a 
testimonial may not go beyond 
the other restrictions on product 
| claims. 

|e “It, while literally true, creates 


the 
from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales campaigns 
and businesses? 


moneymaking 


| Where do 
| ideas come 


James Webb Young, one of 
| the highest paid idea men in 
| the vertising business, set 
| out to answer this question for 
| his students at the University of 
| Chicago. The result is a little 
book which you can read in an 
| hour but will remember the rest 
of your life. 


In the simplest and clearest 
| of language Mr. Young has suc- 

ceeded in describing the way 
| the mind works in all creative 
people. He gives you the formula 


A Technique 
for Producing 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets 
advertising men, salesmen and 
business executives who have 
read it. Send for your copy of 
A QUE FOR PRODUC- 
ING IDEAS now. Only $1.25 
postpaid. 


ADVERTISING 
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THIS, 100, 
IS THE NEW 
AMERICAN HOME 


Funny way to illustrate a feature on 
air conditioning? Not if it stirs up interest among 
12,000,000 hot prospects! It’s just one of the 
imaginative ways the new American Home 
presents home service — with a smile. . . and 

a flair... and a youthful air. Each and every 
page bursts with excitement. Graphic 
excitement! (The Art Directors Club of 

New York just picked American Home as the 
“most outstanding” magazine in the home 
service field.) Editorial excitement! The 
excitement of exploring new subjects and 
digging deeper into them than any magazine 
has ever done before. The excitement that 
sends people running to newsstands. (For the 
first quarter of '60, American Home ran up a 
whopping 18% newsstand gain.) 


The new American Home is fun — as fresh and 
bright as the people who work on it. They’re 
the youngest editorial staff of any major 
magazine. No rule is sacred — except one: 

to turn out, month after month, the best home 
service magazine ever put together. That's 
the new American Home. 


A Curtis Magazine. Read by 12,000,000 men and women 
with a consuming interest in the home. 
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AFA ‘Truth Book’... 


implications or inferences in the 
reader’s, listener’s or viewer's 
mind which are likely to deceive. 
e “The endorser is not competent 
or sufficiently qualified to express 


an opinion concerning the quality) 


of the product being advertised or 
the results likely to be achieved 
by its use. 

e “The endorser is not actually a 
user of the product being adver- 
tised. 

e “Whenever the endorser is de- 
scribed as being ‘famous’ or ‘well- 
known,’ such representations are 
not properly limited to the field or 
activity in which the endorser en- 
joys such reputation. 

e “It is not clearly stated that 
the endorser, associated with some 
well-known and highly regarded 
institution, is speaking only in his 
personal capacity and not on be- 
half of such institution if such 
be the fact. 


e “Broad claims are made as to 
endorsement or approval by in- 
definitely large or vague groups 
such as ‘the druggists of America.’ 

“Note: It has been held that 
‘paid testimonials’ are not neces- 
sarily deceptive. 


s “The increase in frequency and 
scope of the advertising use of so- 
called awards or other recognitions 
of merit has produced consider- 
able concern as to the proper and 
legal use of exploitation of such 
awards. Quite aside from any 
diminution in importance due to 
their proliferation, there are def- 
inite elements of possible decep- 
tion involved in their improper 
use in advertising. 

“Generally speaking, an adver- 
tiser’s exploitation of an award 
may be deceptive and misleading 
for any one or more of the fol- 
lowing reasons: 


“If the award is fictitious, i.e., 
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|it has not been granted as claimed. | 


e “If the donor is not qualified to | 
make either an honest or proper | 
selection in making the award. | 


|e “If the award is tainted by any | 
|ulterior purpose, motive or profit 
|of the donor. 

e “If the selection for the award 
‘is not made on an objective or 
|impartial basis, wherein the win- 
ner prevails in an open and broad 
competition. 

e “If the name of the donor or- 
ganization is itself likely to mis- 
lead or confuse the public, or if 
the name or character of the award 
is likely to have the same result. 


e “If the advertiser has paid, or 
promised to pay, to the donor any 
consideration of any kind in order 
to receive the award. 


e “If the award is ‘stale’ and the 
advertiser fails to indicate appro- 
priately the date or other context 
of the award. 

e “If the recipient is associated 
in any material way with the do- 
nor and fails to reveal such facts. 


e “If the exploitation of the award 
is not factual and contains repre- 
sentations which are excessive, 
misleading or unwarranted by the 
terms of the award or its associa- 
tion with the advertised product. 


“Guarantees which mean some- 
thing: 

“Historically, a guarantee or 
warranty was one of the earliest 
forms of deceptive selling or ad- 
vertising. As the conscience of 
advertising turned toward the 
eradication of deception, guaran- 
tees were among the first aspects 
of the subject to receive attention. 

“The all encompassing impor- 
tance of the subject has again been 
pinpointed by the issuance of FTC 
guides against deceptive adver- 
tising of guarantees. 

“The following rules are a sum- 
mary of such guides: 


e “In general, an advertised guar- 
antee shall clearly and conspicu- 
ously disclose three things: 

“1. The nature and extent of 
the guarantee—including what 
product or part is guaranteed; all 
characteristics or properties cov- 
|ered by or excluded from the guar- 
antee; its duration; and what must 
|be done by a claimant before the 
|guarantor will fulfill his obliga- 
| tions, such as returning the product 


and paying service or labor 
charges. 
“2. The manner in which the) 


| 


| Suarantor will perform. The ad 
|must state exactly what the guar- | 
antor will do under the guarantee, | 


Ramsteck 


Weitz 


Wildrick 


ANNIVERSARY DESIGN—F ree lance artist Joseph Weitz displays his de- 
sign which has been selected as the 25th anniversary medallion for 
Wildrick & Miller, New York. The design symbolizes the agency’s 
three fields of specialization: Agriculture, building and chemicals. 


Looking pleased are Stanley B. W 


ildrick, agency president, and Ed- 


ward Ramsteck, art director. Chosen from entries by 12 artists, the 
design will be used on the agency’s stationery, literature and pro- 


e motional 


material. 


tailer is the guarantor. 


“Asterisks in advertising: 

“Asterisks or similar marks may 
be tools of deception. Sitting there 
‘on the shoulder’ of a word, they 
may be subterfuges behind which 
hide ambiguities, limitations or 
deception. Properly handled, they 
are useful and correct. 

“Here are the rules: 

“1, An asterisk may not be used 
in connection with words or claims 
which are themselves deceptive 
or ambiguous. 

“2. An asterisk may not be used 
with the word ‘free.’ Under the 
FTC’s standard trade practice 
rule: ‘A disclosure in the form of 
a footnote, to which reference is 
made by an asterisk or other sym- 
bol placed next to the word “free,” 
will not be regarded as compli- 
ance.’ 

“3. An asterisk may not be used 
in or with any headline or copy if 
the pertinent footnote tends to 
qualify the original claim or offer. 

“4. If an asterisk is to be prop- 
erly used, the footnote relating to 
it should be sufficiently conspicu- 
ous (both to position and size of 
type) as not to be overlooked by 
the average or ordinary reader. 

“5. Asterisks may properly be 
used to indicate trademark pro- 
prietorship or similar rights. 


“Disparagement of competition 
and competitive products: 

“Effective advertising should be 
positive. It should be built upon 


*SWINGLES are swinging jingles that SELL! | such as repair, replacement or re- | the virtues, value and benefits of 


They're created exclusively for you by the Jingle | 


Mill to move your product or win loyalty for your 
station. 

SWINGLES are so good, 800 top advertisers and 
stations have bought over 19,000 of them, with 
a 98% re-order record. 

Put this record to work for you Write. wire or call. 


THE JINGLE MILL 


143 W, S5lst St., N.Y. 19, N.Y. © Plaza 7-5730 


| fund. If the guarantor or recipient | 
of the guarantee has an option as | 
to what may satisfy the guarantee, 
this should be set out. : 

“3. The guarantor’s identity. 
This also shall be clearly revealed 
in any documents evidencing the 
|guarantee. Purchasers often are 
\confused when it is not clear 
|whether the manufacturer or re-| 


vyil) 


TOPEKA has 1 TV Station... 


Jo is it 


WIBW-TV SATURATES TOPEKA 


and provides the ONLY good signal in a 100,000 TV HOME AREA! 


Serving All Day...Any Day...a total of 226,850 TV homes in 38 rich Kansas counties. 
Survey-Proved WIBW-TV TOPS ALL COMPETITION. 


WIBW-TV — CBS, NBC, ABC — Channel 13 — TOPEKA, KANSAS 


(Division, Stauffer-Capper 


REPRESENTED BY AVERY-KNODEL, INC. 


the advertiser’s own product, not 
upon deficiencies or defects of the 
competitors’. 

“The following suggestions are 
directed toward the eradication of 
illegal, improper or unfair dis- 
paraging advertising: 

e “Such advertising must be an- 
alyzed on the basis of all of the 
broadly applicable general rules 


and prohibitions against false and 
deceptive advertising. 

e “There should be no false state- 
ments concerning the nature, qual- 
ity, or results to be obtained from 
the use of competitive products. 

e “There should be no _ untrue 
representations concerning the na- 
ture or use of competitive types of 
merchandise. 

‘e “For such advertising to be 
deceptive, there need not be spe- 
cific reference to a particular 
competitive product by name or 
source. 


e “It is not necessary that the 
product or type of product un- 
truthfully disparaged be competi- 
tive with the product of the ad- 
vertiser. 

e “Affirmative representations 
concerning the advertised prod- 
uct, by the natural implications of 
which virtues'or benefits are lim- 
ited to such product, may implied- 
ly disparage and criticize com- 
petitive products. 

e “Use of the definite article ‘the’ 
or the description ‘the only P 
in connection with a virtue or 
benefit of the advertised product 
should be avoided as impliedly 
disparaging all other similar prod- 
ucts. 

e “Subjective claims of superi- 
ority as to matters not susceptible 
of objective proof are not improp- 
er. 

e “Reference to competitive prod- 
ucts as ‘old fashioned,’ when such 


is not the fact, should not be made. | 


e “In addition to false and dis- 
paraging references to competitive 


references to a competitor or com- 
petition generally, which refer to 


or methods. 


ing: 

“Keeping in mind the nature of 
the medium—the more transient 
impact of a broadcast commercial 
on listener or viewer—as well as 


Publications) 


the general rules concerning ad- 


|vertising deception, there are cer- | 


| tain standards against which radio 


and television commercials may be | 


judged: 

“1. Substitute materials may be 
used provided the result is a true 
representation of the qualities of 
the product itself. 
| “2. Whether an artifice is harm- 
|less depends ‘on its capacity to de- 
|ceive the public in a material re- 
| spect.’ 

“3. Artifice may be used pro- 
vided the end result is to portray 
the product as it ‘would look un- 
der normal conditions.’ 
| “4. ‘Cosmetic improvement’ is 
|not deceptive provided it does not 
;attribute to the product qualities 
which are not truly representative 
of the product and does not ‘impart 
|to a product virtues which it does 


products, an advertiser should also | 
avoid use of false and disparaging | 


such concerns’ business practices | 


“Television and radio advertis- 


Advertising Age, June 13, 1960 


| not have.’ 


“5. Theatrical techniques may 


be used to make a product appear 
|or perform on television as it 


would actually appear or perform 
to the naked eye under normal 


|conditions, and there is ‘no ob- 
| jection to commercials that simply 


portray products 
light.’ 

“6. In photographing the prod- 
uct a typical sample thereof should 
be used and advertisers should 
avoid the use of non-representa- 
tive samples if the nature of the 
product or its manufacturing proc- 
ess is such as to produce occa- 
sional variations in quality, per- 
formance or appearance. 

“}, Theatrical devices, to be 
proper, must not ‘represent a ma- 
terial deception as to the charac- 
teristics, performance or appear- 
ance of a product.’ 

“8. A comparison is considered 
deceptive if ‘the advertiser’s prod- 
uct is made to appear attractive 
and competing products are denied 
the same photographic embellish- 
ment.’ 

“Product X must receive a fair 
and equal treatment in compara- 
tive portrayals or tests. 

“9. In pictorial or other com- 
parisons between the advertised 
product and Product X, Product 
X should be such as is generally 
available to the public and should 
be properly representative of the 
competition. 

“10. Any statements or claims 
requiring qualification should be 
so qualified in both the video and 
audio portions of the commercial. 


in their best 


= “All of the foregoing can be 
capsulized by saying that the test 
is not what goes into the making 
of the commercial or picture, but 
what the viewer sees.” + 


Horan-Daugherty Alters Name 

Horan-Daugherty, St. Louis, has 
changed its name to Winfield Ad- 
vertising Agency. The name change 
was decided upon following the 
retirement of Jimm Daugherty. 
There wili be no change in officers, 
department heads and other per- 
sonnel, J. J. Horan, president, said. 


Graves Joins Clupak 

William A. Graves, who for- 
merly operated an outdoor adver- 
tising sales organization bearing 
his name, has joined Clupak Inc., 
New York, as advertising and pro- 
motion manager. He succeeds Ken- 
neth N. Bacon, who has resigned. 


there’s money to be made 


In case you haven’t heard, the Municipaj 
Market is 35 BILLION DOLLARS BiG! And the one 
magazine aimed directly at the buyers and 
planners for more than 6,000 U. S. communities 
with Sg wey of 1,200 or over, is MAYOR AND 
MANAGER. Read by 7,683 (BPA) executives, MAYOR 
AND MANAGER is the ideal setting for your 
“municipal product.” 

And, did you know that police executives annu- 
ally spend TWO AND ONE HALF BILLION DOLLARS 
for police equipment and supplies? To reach and 
sell 7,415 (BPA) chiefs costs less than 24¢ a 
contact in LAW AND ORDER. The total average 
circulation of 12,834 (BPA) makes LAW AND 
ORD police publication 


ER the most widely read 
m og 


in America! 
For details, write or contact: 


MAYOR and MANAGER 
LAW and ORDER 


72 W. 45th St. - New York 36, N.Y. - MU 2-6606 
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THERES ALWAYS| 


CIRCULATION: 1,453,654 
as filed in interim report to ABC 


Whenever the situation calls for more 
than a cursory knowledge of what 
makes things go, there’s usually one 
man in every group who gets the floor. 
He’s the man who takes particular 
pride in his knowledge of the mechan- 
ics of modern living. 


He is the kind of man who enjoys 
Popucar Mecuanics. The kind who 
gets something extra out of life be- 
cause he likes to do more things, to 
know about more things, and to ap- 
preciate more things. 


He reads pm for its distinctive kind 
of reporting that keeps him informed 
on what’s going on around him. On 
things to do, things to buy. On prod- 
ucts, workmanship and performance. 
It helps him specify when he buys. If 
he is sold on your products, he’ll know 
why. And so will his friends and neigh- 
bors who respect his special talent for 
knowing what he talks about. 


You can sell him — and five million 
others like him — with your product 
story in the magazine that sparks his 
thinking on what to do, what to buy 
— and why. 


POPULAR 
MECHANICS 


A HEARST MAGAZINE 
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How Motor Age and its M-A-P are 


capturing automotive service sales 


Motor Age can help you capture more sales by bringing you a sharper look into 
market potentials. This service is embodied in M-A-P—a broad and penetrating 
Marketing Assistance Program geared with Motor Age. 

M-A-P can offer you a fully organized staff of professional researchers. It can 
bring you a wealth of timely data on new developments and buying trends in the 
automotive service field, gathered at great cost and presented in 14 studies of 
different areas of service. And to this fund of information Motor Age magazine 
can add.its own selling experience through contacts with the entire field. 

Standards of editorial excellence and quality-controlled circulation that have 
made Motor Age unique are linked with strong marketing tools. They will help you 
put more selling power into your advertising and selling. A representative will be 
glad to give you more details. 


»>Chilton 


COMPANY 
Chestnut and 56th Streets, Philadelphia 39, Pa. 


aMOTOR AGE 


Motor Age is published specifically for the 
volume automotive service market. Its edi- 
torial pages provide a reliable source of re- 
ports on management, merchandising and 
industry problems. Its news items keep 
readers informed on profitable new products, 
new developments and methods. It offers 
authentic repair data on all types of motor 
vehicles. With over 129,000 circulation, Motor 
Age reaches the volume shops doing 94% of 
repair and service work. 
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WINNER—Anheuser-Busch, St. Louis, and Tel-A-Sign Inc., Chicago, 

received a joint. award from the Chicago Federated Advertising 

Club for this point of purchase sign for Bavarian beer. The sign is 

54” long, contains two color transparency panels, an electric clock 
and a price board. 


Fairall McLaren Weitzell 
BIRTHDAY PARTY—Fairall & Co., Des Moines, marked its 40th anniver- 
sary with a reception and cocktail party for clients and industry 
friends. Shown here are agency principals Laurence Fairall, presi- 
dent; John McLaren, exec vp and treasurer, and Rex Weitzell, vp 

and secretary. 


Huston Lawler Harrison Horton Roman 


NEW—Officers inducted at the national management Atlantic National Advertising Agency, Norfolk, Va., 


conference of the National Federation of Advertis- vp, and Preston D. Huston, Associated Advertising COLOR PHOTO—Wells Fargo Bank American Trust Co. is using paint- 
ing Agencies were Lester Harrison, Lester Harrison Agency, Wichita, Kan., treasurer. John A. Horton, ed bulletins like this in rotating units in Northern California. The 
Inc., New York, president; Melvin F. Roman, Roman Horton, Church & Goff, Providence, R.I., is the bank is reportedly the first advertiser to use color photography art 
Advertising Co., St. Louis, exec vp; Bev R. Lawler, outgoing president. in this size. Photographs were taken by Dorothy Williams. McCann- 


Eriekson, San Francisco, is the agency. 
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Weinholtz lee Granger Gonzales Reis Murphy , Bitter 
AT IAA CONGRESS—Chatting between sessions of the 12th annual congress of the Inter- young foursome was made up by Arturo Gonzales, Reader’s Digest; Al Reis, Needham, 
national Advertising Assn. are Hal Weinholtz, MacManus, John & Adams; Charles T. Louis & Brorby; Bates Murphy, International General Electric, and Omar Bitter, a 
Lee, Philco Corp., and Fitzhugh Granger, International Harvester Export Co. A rather GE man up from Brazil. 


Woodell Novas Farner Crain Ingham Whitney A. Karnig G. Karnig 
SCENES FROM IAA MEET—Seated at head table for the opening luncheon of the Interna- European president, and G. D. Crain Jr., publisher of Advertising Age. Talking in the 
tional Advertising Assn. congress were Shirley (Man of the Year) Woodell, formerly corridors of the Wdldorf are two Yale & Towne executives, Paul Ingham and ad di- 
vp of J. Walter Thompson Co.; Joseph Novas, head of Caracas agency bearing his_ rector Robert A. Whitney, with the Karnig brothers—Andrew of Bristol-Myers Inter- 
name; Dr. Rudolf Farner, head of Zurich agency bearing his name and the IAA’s_ national, and Gilbert of Warner-Lambert International. 
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Federal Census Reveals 


26% POPULATION GAIN 


for 
etropolitan Kansas City 


NOW OVER ONE MILLION! 


F EDERAL Census reports just released show that the Metropolitan Area of Kansas City now has 
a population of 1,027,307, an increase of 26.14 per cent over the previous census of 1950, 


Whereas many cities show heavy losses inside corporate areas, Kansas City gained inside as well 
as outside its limits. The city itself reached a total of 468,325, up 11,703 as compared with 1950. 


Explosive population growth in Metropolitan Kansas City is the result of corresponding 
expansions in trafficways, aviation, auto assembly and other basic activities. 


Kansas City is a balanced city in the sense that civic enterprise, cultural activities and a 
continuing program of downtown modernization have kept pace with the city’s commercial potentials. 


Besides its long-standing position as the nation’s No. 1 primary winter wheat market, Kansas 
City as a livestock and packing house center is experiencing a period of growth that promises to 
surpass all its previous fine records in this important field. The attractiveness of the Kansas City 


market has been enhanced by the Kansas Turnpike, new bridges and other extensive improvements 
in transportation facilities. 


In this still young and vigorous metropolis, The Kansas City Star is the force that moves goods 


fastest, in volume, at lowest cost. The Star provides America’s most thorough twice-daily circulation 
coverage, with 94 per cent of its circulation going directly to the home. 


In Kansas City, Things Are Popping Up All Over 


@ NEW $20 MILLION PUBLIC UTILITY PLANT @NEW INTERCITY VIADUCT—$12 MILLION 
@ NEW $25 MILLION WESTERN ELECTRIC PLANT 
@ NEW 15-STORY OFFICE BUILDING 


@ NEW $40 MILLION FEDERAL OFFICE BUILDING 


@ NEW MEDICAL AND OFFICE BUILDINGS 
@TWO NEW HOSPITALS—$12 MILLION 


@ NEW 18-STORY OFFICE BUILDING 
@ NEW $28 MILLION SOUTHEAST FREEWAY 
@ NEW MULTIPLE STORY APARTMENTS—$8'/2 MILLION @NEW $4 MILLION RAIL-TRUCK TERMINAL 


@ NEW $15 MILLION TURKEY CREEK EXPRESSWAY 


@ NEW $7 MILLION PUBLIC LIBRARY 


THE KANSAS CITY STAR 


COMBINED MORNING AND EVENING CIRCULATION 672,235 


New York Office, 21 E. 40th St., MUrray Hill 3-6161 Chicago Office, 202 S. State St., WEbster 9-0532 
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LATEST NATIONAL NIELSEN 


eee lS ot 
Bees | eas 


ut we're sure | 


As the latest National Nielsen numbers would indicate, Saturday 
night—unlike the rest of the week—isn’t exactly an ABC night. 
But give us time...like next season, when we premiere our roar- 
ing new Saturday night show—“‘The Roaring 20’s” (produced 
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AVERAGE AUDIENCE RATINGSt 
Sun.-F ri. Saturday 


going to try! 


for us by Warner Bros.). Interested parties who may recall 
what “The Untouchables” did for Thursday night and what 
“Maverick” did for Sunday night will do well to keep a sharp 
sponsor’s eye peeled for Saturday night on ABC TELEVISION EJ 
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Watson Smith Mrs. Solt Solt 
AT AIA MEETING—At a party during the Assn. of Industrial Advertisers annual meeting 
in Washington were Dave Watson, Watson Publications, Chicago; Richard P. Smith, 
W.R.C. Smith Publishing Co., Atlanta; Mr. and Mrs. William L. Solt, Goodrich-Gulf 
Chemical Inc., Cleveland, and John R. Thompson, Simmons-Boardman Publishing 
Corp., New York. Steve Miranda, pr director, Dresser Industries, Dallas, offers best 


AIA Defers IARI Action Pending Poll; 
Postpones Company Member Decision 


s At the AIA board meeting Sun- 


Thompson Freeman 


Miranda Sharp Yellowlees Harty 
wishes to AIA’s new chairman, Jay M. Sharp, Aluminum Co. of America, Pittsburgh. 
The others are AIA President John Freeman; Tom Yellowlees, new AIA vice-chair- 
man, advertising and sales promotion manager, Canadian GE’s motor and control de- 
partment, and outgoing AIA Chairman Hi Harty, manager of advertising and sales 
promotion, Wolverine tube division, Calumet & Hecla, Allen Park, Mich. 


soon as practical” and seven ab- | Three vps installed at the meet- 
stained. |ing were: Charles A. Bryant, ad 

Some who opposed or abstained | manager, Baroid division, National 
were against final action in di- | Lead Co., Houston; William B.| 
vorce until the members have had |Daub, ad manager, industrial) 
a chance* to express themselves.|products, Sun Oil, Philadelphia, 
Under the board’s instructions,|and Dar G. Johnson Jr., assistant 
full information on both sides of|general sales manager, Electric | 


|AIA, listed several suggestions the 
advisory planning committee has 
come up with during the past year 
including (1) an annual report 
issue of AIA’s newsletter which 
was passed out after yesterday’s 
meeting; (2) packaged programs 


(Continued from Page 3) for chapters, and (3) a new ad- 


international organization. Calling 
on AIA to start acting its age, Mr. 
Sharp said a strong-local-chapter- 
weak-international-setup “is not a 
blueprint for healthy growth—it’s 
not a pattern for success.” 


e The IARI hassle started at the 
AIA conference in San Francisco 
in 1959. IARI’s director, Dr. Joseph 
Bachelder, contended that the in- 
stitute should be autonomous to 
insure its objectivity, but the re- 
quest was turned down. 


Since that time IARI subscrib- | board decided that it should ask | 


ers have been polled and have 
supported his position. But the 
members of the parent organiza- 
tion had not had a chance to 
express themselves until the mo- 


day, Milo Ziegenhagen, of Worth- | 
ington Corp., chairman of the 
IARI board of trustees, reported on 
the results of the IARI subscriber | 
poll. Of the subscribers, 60% “fa- 
|vor the proposals that call for the| 
separate incorporation of the in- 
stitute,’ Mr. Ziegenhagen said; | 
“19% favor proposals that would 
link IARI more closely to AIA; 
5% favor the status quo; 16% did 
|not express a preference for any | 


|of the proposals.” 


As a result of the poll, the IARI 


for legal separation from the AIA 
| but continue to cooperate with the 
|AIA through such arrangements 
as reporting its activities at the 
jannual conference; making sum- 


|of the research institute had 
|repercussions in the ultimate han- 


the issue will be supplied to mem- 
bers in advance of the poll. 


s The decision of the directors to 
postpone a final vote on the future 
its 


dling of the company membership 
issue. A committee under Mr. 
Wood, who is manager of market- 


|ing services of Jones & Lamson 


Machine Co., Springfield, Vt., orig- 
inally offered a tentative plan to 
merge IARI function into a com- 
pany membership setup. With 
IARI’s future unresolved, how- 
ever, “IARI will not bear, within 
the next two years, its present 
relationship with AIA,’”’ Mr. Wood 


Steel Foundry Co., Portland, Ore. | 
John C. Lucas, vp and secretary- | 
treasurer of Hazard Advertising 


Revised Media Data 
Forms Given to AlA 


WAsHINGTON, June 7—Revised 
media data forms, designed to give 
the media buyer a more complete 
picture of editorial content, were 
presented to Assn. of Industrial 
Advertisers members at the an- 
nual business session in Washing- 
ton yesterday. 

Harold A. Wilt, of J. Walter 
Thompson Co., chairman of the 
media practices committee which 


vertising campaign on the impor- 


“How much is enough for advertising’ 


|said. “How far [it may move] to- 


tion to poll AIA members was|maries of its reports available tol P 
|ward independence I cannot pre- 

approved today. AIA members at cost, and having | dict.” pe P 
Two main plans, with a multi-|the AIA board chairman and vice- | Mr Wood then presented a set of 
tude of variations in between, | chairman serve as members of the | , 


six “possible by-laws” for mem- 
were suggested by the two groups. IARI board. bem pgp = a ta (“Not for a 
One would merge the institute | 


. It was this proposal that Mr.| vote,” he emphasized). These by- 
into the proposed new company |Ziegenhagen submitted to the AIA |jaws would establish a company 
membership setup; the other would board. After considerable pro and| membership classification “open 
sever all ties with AIA. |con discussion, the board voted to|t) any organization engaged in 
‘direct the executive committee to! national advertising and other 
‘determine from AIA members| marketing operations, aimed at 
whether or not they would approve | other than consumer markets.” 
of IARI’s legal separation from the | 


came up with the new form, said 
the data cards are only means of 
comparing market coverage and 
editorial content in a single source. | 
The revised forms include) - , 
ingens Bors aicaben pees | ENOUGH?—This is one of the ads in 
Ss ’ . . . . 
content, without evaluating the | ERY Ceriene! some. 
papers’ goals, and simplification|tance of industrial 
and segregation of sections with) (AA, May 23). 
an index on the first page. The AIA handed out its “best 
All mechanical work on the new | seller” awards to industrial admen 
form was contributed by Commit-j|at a luncheon following the busi- 


- on 


<o 


ASSOC LATION O88 ENDESTIEG ADVERTISERS 


advertising 


Chicago's Elite Hotel 
overlooking Lake Michigan 
on the Gold Coast 


Only five minutes 
from downtown... 
steps from 

famous restaurants 
and exclusive 
cialty shops. 
uxurious air- 
conditioned rooms, 
suites and 
apartments by the 
day, month or year. 
Donald ©. Cronin Manager 


i) 


181 E. Lake Shore Drive 23 SU 7-8500 


| association. 


|@ Mr. Ziegenhagen stressed that 
‘an “amicable” separation, initiated 
by AIA, would be the best thing 


|@ In other conference activity, 
|members learned that enrolment 
is down by 400, but finances are 


tee man Hi Sharman and his staff|ness session. Of the ten winning 
at Marsteller, Rickard, Gebhardt|campaigns three were from the 


up with a modest $3,000 to $5,000 
surplus. 


& Reed, New York. # Pittsburgh area, including the win- 
| ning campaign. 


|Co., New York, was elected secre- | 


Kennametal Inc., Latrobe, Pa., won the 


for both parties. He said the sepa- | 
ration was necessary to give the) 
institute complete objectivity in| as A. Yellowlees, advertising and 
its research activities. | sales promotion manager of Cana- 

When polled on the request of | dian General Electric’s motor and 
outgoing chairman Hi Harty, 16)| control department, Petersbor- 
directors were against the separa- | ough, Ont., was named vice-chair- 
tion, 13 were for separation “as | man. 


With Mr. Sharp moving up to 
chairman of the AIA board, Thom- 


DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


|tary-treasurer; Philip D. Allen, 
| president of Maclean-Hunter Pub- 
lishing Corp., Chicago, and Hans 
W. Bluethe, ad manager of Sur- 
face Combustion, Toledo, a divi- 
sion of Midland-Ross Corp., were 
named directors. 


= In his remarks to the meeting, 
Mr. Sharp left no doubt where he 
stands on local chapter-interna- 
tional relationships. 

“Gentlemen, I submit to you 


first place bronze statue for its dollar and 
penny campaign. 

Four honor awards were given to Gen- 
eral Electric, Silicone Products Dept., 
Waterford, N.Y., for its RTV liquid sili- 
cone rubber ads; John A. Roebling’s Sons 
Division of Colorado Fuel Iron Corp., 
Trenton, N.J., for the company’s pre- 
stressed concrete promotion; J. I. Case 
Co.’s utility sales division, Racine, Wis., 
for its utility tractors and equipment ads; 
and E. I. du Pont de Nemours & Co.'s 
dyes and chemical division, Wilmington, 
for Du Pont’s color on colored paper 
promotion. 

Five merit awards were given to De- 
troit Diesel Engine division of General 


that it is time we started acting | Motors, Detroit, for announcement and 
our age,” Mr. Sharp said. “If we | follow-up ads for its all-purpose power 
‘ : |line; Moore Business Forms, Niagara 

rk to acquize the stature, which | Falls, N.Y., for its Speediflex campaign; 
now all of us want, and if we | Bay State Abrasive Products Co., West- 


are to assume our rightful posi- | 


To tap the top of Southwestern Michigan’s sales potential (including Benton Harbor and 
St. Joseph) calls for coordinated selling strategy: a dual-media approach, utilizing the 
strong readership of the News-Palladium and Herald-Press . . . and the strong listenership 
of WHFB AM/FM. You get (1) unduplicated, in-the-home circulation in both city zones and 
in the three surrounding counties, (2) WHFB’s loyal, responsive listening-in audience 
that’s twice the size of the next two stations combined! Inquire today about how this 
dual-media approach can help you. 


| boro, Mass., for the company’s grinding 
{tion as the leading spokesman for | Wheels promotion; Westinghouse Electric 
le : Prec’ : Corp., Pittsburgh, for its marine industry 
jindustrial advertising in the U.S. campaign; and Gulf Oil, Pittsburgh, for 
and Canada, we must deserve con-|the company’s promotion of Gulfcut oils. 


fidence—the confidence of the 
Brach Names Lowe A.M. 


|very companies we serve. 
4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: | “We must exhibit our age—all| Burt Lowe has joined E. J. Brach 
BUYING RETAIL 38 years of it. & Sons, Chicago candy maker, as 
POPULATION: INCOME: SALES: FAMILIES: | “What I am about to say to you| advertising and merchandising 
|now, I say with the sincerest con-| manager, succeeding E. J. Flick- 
293,500 $454,208,000 $289,245,000 90,800 | viction. I firmly believe that we inger, who has resigned. Mr. Lowe 


can become a stronger interna- has been with Procter & Gamble, 
| tional organization without in any | Cincinnati, New York, for the past 
|way diminishing the strength of | nine years as a brand manager. 


Source: Sales Management Survey of Buying Power. 
any chapter or chapters. 


WHFB AM/ FM What's more, I firmly believe Streicker Joins Gordon Best 


Represented by Everett-McKinney, inc. | that a strong international organ-| Mitchell B. Streicker has joined 
and Michigan Spot Sales \ization can only lead to stronger| Gordon Best Co., Chicago, as di- 
410 N. Michigan Ave., Chicago 11, Ill. jpoaee organizations,” he said. |rector of marketing and research. 
He formerly was with the Chicago 

office of McCann-Erickson. 


BENTON HARBOR NEWS-PALLADIUM 
ST. JOSEPH HERALD-PRESS 


Represented by E. A. Faulkner & Associates 
307 N. Michigan Ave., Chicago 1, Ill. 


} 
'@ John Freeman, president of the | 
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RETAIL DRUG STORE SALES 
Circulation concentration in the top 100 counties 


7 
Newweek 504% 2 
, ie ee Cee S ys: 


All percentages computed from these sources: Sales Management's ‘‘Survey of Buying 
10/59) and latest available publishers’ reports: TIME (3/23/59) « Holiday 

March 1957) « Life (10/26/59) « Sports Illustrated (3/2/59) « U.S. News & Worid 
eport (3/28/58) « Reader's Digest (April 1959) *« Newsweek (3/23/59) « Look 
(3/18/58) « Better Homes & Gardens (April 1959) « Saturday Evening Post (3/14/59). 


Power"’ (5/ 


More proof of TIME’s magnetic at- 
traction for busy, prosperous fami- 
lies: In the 100 U.S. counties where 
most retail drug store sales are 
made, TIME concentrates more of 
its coverage than does any other 
magazine of a half million or more | 
circulation. Further confirmation of 
the fact that TIME gives you con- 
centration and coverage where it 
counts...where business is busiest. 
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WANT MORE 
CUSTOMERS IN 
ERIE... 


Per cent of families reached 


LIFE 13% 
LOOK 17% 
S.E.2 | 17% 
READER'S DIGEST 25% 
PARADE 87% 


ee (METROPOLITAN GOUNTY AREAS 


een 


PARADE 


THE SUNDAY NEWSPAPER MAGAZINE 


The things people of Erie read about in the ERIE TIMES-NEWS and 
PARADE On Sunday, move off the shelves on Monday and all week long! 


geen Gaacaag Sa PE OR GS RET ee 


ON THE FAIRWAY—San Francisco’s Milline Club named Nancy White 

queen of its June 4 annual golf tournament. Involved in some of 

the game’s finer points with her are Hugh McArthur (left), Johnson 
| & Lewis, club chairman, and Alan Cindall, Guild, Bascom & Bon- 
figli, president of the club. 


‘Fisher Named Head Ford Publishes ‘Yearbook for 
Latin American Rural Youth’ 
‘of Chicago Agency Ford Motor Co., Dearborn, Mich.., 
: and its Latin ‘American affiliates 
_ Curcaco, June 7—J. L. Fisher “- «“ . 
Jr. has been elected president of — ee inca aged 
fos = a. Sy ae cag al which records for the first time 
di 8 4 rs “ eel so sner SI., WMO | history, statistics and outstanding 
go Saget Tf OS OO activities of the movement, which 
° is patterned after the U.S. 4-H 
|teat fall — = ioe of sole sine. Clubs. More than 60,000 copies of 
| ere ip under ale ecagpey » is under-|the book have been printed in 
|going reorganization of its corpo-| spanish and Portuguese, for free 
peg hae tontno rmnagy ai “= staff distribution to representatives of 
ae rom five to 30 em- government, schools, churches, 
. service groups, rural youth lead- 
wns tae ee psd ore ee ers and the press in Latin America. 


reported in 1959. Mr. Fisher pre- 
dicts billings in excess of $3,000,-|ires Sets Summer Drive 


000 in 1960. # Charles E. Hires Co., Philadel- 
phia, will promote the “together- 
Remington Elects Gardner ness” of its root beer drink and 


ice cream this summer, in the 
President. Nelsen Chairman largest warm weather campaign it 
Remington Advertising, Spring- 


i has ever scheduled. The campaign 
field, Mass., has elected Charles H.| wij) concentrate on local media in 
Gardner, former 


, key markets, including print and 
assistant to the! broadcast. Self liquidating premi- 
president, pres-|ums like ice cream scoops and 
ident of the|peer steins will be available in 
agency. He suc-| several markets. Maxon Inc., New 
ceeds Sture H./| york, is the agency. 

Nelson, who 


continues as| 
chairman of the| 
board. 

David H. sur! 
ray, a vp, has 
been elected| 

Charles H. Gardner senior vp, and | 
| Robert D.| 
|Fleischner, account executive, has| 
|been named a vp and secretary. 
Ronald P. Nelson, account execu- | 
'tive, has been elected a vp and | 
| treasurer. 


AWRT Unit Elects Johnson 

Mrs. Carolyn Johnson, Adver- | 
tising Associates, has been elected | 
president of the Atlanta chapter | 
of American Women in Radio &| 
Television. Other new officers in- | 
clude Mrs. Mary Allison, Adams- | 
Allison Co., president-elect; Mrs. | 
Ruth Trager, Tucker Wayne &| 
Co., vp; Janice Jones, Dora-Clay- | 


ton Agency, recording secretary; | awareness of their | a 
Beverly Simmons, WSB Radio, | services and products. - 
corresponding secretary, and Mrs. | 3 2 hether your company — 
Peggy Baker, Ivan Alien Co., treas- | RIIIIIRGLMARseGne nee at 
| urer. | (and its film program) 4 
rofessional distribution | 
Roney Named Publisher Pro help, For this wee 
Richard T. Roney, formerly as- _ service, look to the | 
sistant publisher of the Conover-| _ leader — look to 
Mast Purchasing Directory, pub-| _ Modern. 


lished by Conover-Mast Publica-| 
tions, New York, has been named 
publisher of the directory. He suc- ‘alking Picture 
ceeds Burdette P. Mast Sr., C-M 3 Bast 54 Street, New York 22. N.Y. 

chairman. Richard Gagney, pub-| 
jlisher of C-M’s Construction} offices in 30 major U.S.-cities 
Equipment, has been elected a vp.) 
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PARADE...The Sunday Magazine section of strong newspapers throughout the nation, reaching 10 million homes every week. 
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The commercial is the payoff 


SHE TETETEHE tte AEH HT tH HET 
TALIM YR HH HES Ht ES ETH 
HETHHHHE SSTE HH EE HEHE 
HEE TRS TRH SHE HR HT 
SAHA HSS HH 
HATE THH HAH EH A SH 
FARHAN HACE HEE HE HE HE HS 
Be CCAS THEE Et SHH 

AHH THEE SIE HEH HH SE HE 


HHH HEH HH AH HEH HH SH SH 
HEHE SH TEST SH TET SH 


THEE HHT tt HHT TT tH 
tr tt tt tt SHEA HE SHH 
HEU HE FH TH Tt 
TH HH HH HEHE PTT HEE 
TH HHH } 


How many yawns in a TV season? We tried to count the ways in which television com- 
mercials can be boring. It only added to the tedium. Everybody knows you have to move people 


before you can move merchandise. It has always been our belief that selling the product or 


the company is the prime function of any television commercial. N. W. Ayer & Son, Inc. 
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Merchandising Ideas 


Flowers Tell 
of ‘Suburbia’ advertising, mar- 
keting and agen- 
cy executives 
have joined in an “exchange of 
bouquets” with Suburbia Today, 
Chicago, monthly colorgravure 
magazine distributed by suburban 


newspapers. “To us, it’s orchids; to 


the admen, it’s spring flowers for 
their gardens,” said Harry E. 
Clarke, of Suburbia Today. To pro- 
mote its 1960 growth story, Subur- 
bia Today made monthly mailings 


GROWTH—Suburbia Today used this 

planter of marigolds as part of a 

three-month promotion tied around 

spring flowers to tell its growth 
story. 


featuring gains in circulation and 
advertising and offering free flow- 
ers to accentuate the idea of the 
“magnificent market of the bloom- 
ing suburbs.” 


For March, Suburbia Today said: 


“Grow a ‘page of flowers’ on us 
and enclosed a page-size matting 
of flower seeds with a folder an- 
nouncing “our biggest issue yet.” 
The mat, when placed on a bare 
spot in the garden (or office win- 


dow) and watered, grew a color-| 


ful carpet of flowers. For April, a 
jumbo mailer said that “Suburbia 
Today has doubled its pages.” In- 
cluded was a card to send for a 
complimentary indoor hotbed seed 


Terre rry 


TMM 


ELECTRIC 
CAN 
J OPENERS 


sales incentive programs. 
Available in all price ranges! 


For complete details contact: 


BURGESS VIBROCRAFTERS, INC. 
Dept. A-60 * Grayslake, Ill. — 


e Hundreds of! 


»| Get Home Kit 


starter of marigolds. May’s mail- 
ing featured the May issue of the 


| supplement and included a packet 


of bibb lettuce seeds for “green 
thumb” advertising executives. To- 
bias, O’Neil & Gallay handled the 
promotion. 


Curtis Gives 


AFA Messages Advertising Fed- 
eration of Amer- 


ica convention in 
New York June 5 to 8 were able to 


receive messages on the conven-| 
tion floor, thanks to a complimen- | § 
tary message center service pro-| 


vided by Curtis Publishing Co. To 
reach persons at the convention, it 
was only necessary to dial Judson 
6-5338 in New York; the Curtis 
message center received the mes- 
sage and relayed it to the proper 
person. 


e A home-re- 
newal kit is being 
offered to build- 
ing products deal- 
| ers by Johns-Manville Sales Corp. 
as part of a nationwide campaign 
to help dealers get a greater share 
of the anticipated home-remod- 
eling boom in 1960. The kit con- 
tains coupons which will entitle 
visitors to J-M dealers’ show- 
rooms to send for a 50’ Justus Roe 
steel tape, said to be a $4.95 val- 
ue, for $2. Also included in the 
kit are dealer display pieces, coun- 


]-M Dealers 


Corp. is providing its dealers with | 
this kit to stimulate sales of home| 
remodeling products. 


ter cards for the tape coupons, 
suggested publicity releases, mats 
to tie in with the Johns-Manville 
advertising and proofs of the ads 
and dates of their scheduled ap- 
pearances. 

Johns-Manville is backing the 
promotion with magazine ads in 


color and participations on the) 
“Today” show (NBC-TV) through | 
June 17. Cunningham & Walsh is| 


handling the promotion. 


e Delegates to the | 


fe 
ee 


cx ORT, orcs 


ees ed beg 


bedding 


Sealy Device « The Conform- 


Shows Contour A-Graph, new 
machine which 


measures and cal- 
ibrates individual bedding needs 
for the customer on the retail floor 
has been introduced by Sealy Inc., 
Chicago bedding manufacturer, 
as a long range selling aid. The 
unit is available as a permanent 
part of a store bedding display. 
The device produces a graph which 
prescribes the density required in 
a mattress for healthful support 
when the customer lies on it. Dif- 
ferent height and weight distribu- 
tion will produce varied responses 
on the mechanism. 
| According to Howard Haas, 
|Sealy national sales manager, the 
|Conform-A-Graph tells the posture 
|contour of the customer interpret- 
%® | ed in a way that the customer can 
actually see it. Mr. Haas said he 
believes the device will help stress 
the “importance of extra-size bed- 


| ding, as well as emphasizing the 


need for more firm mattress sup- 
| port.” 


| Doily-of-Month e Aatell & Jones, 


ClubFormed Philadel- 
phia, used one of 


its own products, 
|a paper table place mat, to send a 
|letter to the hotel, club and res- 
taurant trade announcing a “Doily- 


® |HOME RENEWAL KIT—Johns- Manville | ot the-Month Club” plan. Users get 


a supply of place mats with a dif- 
ferent subject every month, for 
example, weather in April, safety 
in May and Dairy Month in June. 
The mats may be personalized and 
imprinted with the name of the 
organization using the mat. 


Borden Offers 
Baseball Pen 


e Capitalizing on 
the nation’s en- 
thusiasm for 
baseball, Borden 
Foods Co. is introducing a timely 
premium promotion for Borden’s 
instant malted milk. The promo- 
tion, designed to increase sales of 


Rich, made-to-order test market, 


and agriculture. 


PANTAGRAPH . . . a “hometown” 


“main street’’ 


available Daily and Sunday). 


t 


smack in the middie of the 
golden, central Iilinois corn belt. Here 178,00 im tage people 
maintain a surprisingly even balance between indust 


Each year they spend over 233 million dollars 
from incomes 20% above the national average. 


A single advertising medium reaches them all . 


' newspaper that merits the 
attention of more than 40,000 families in the 79% mile wide 
of the Bloomington-Normal area. 


R.O.P. Spot Color — plus Full Color (black and 1, 2, or 3 colors 


Bloomington-Normal, Illinois 


PANTAGRAPH 


Represented by: Ward-Griffith Co., Inc. 


Bloomington-Normal, Illinois 


LUCKY SEVEN... 


illinois’ seven richest counties .. . 
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CUSTOM-FITTED MATTRESS—As the salesman cult the lever on Sealy’s 
new Conform-A-Graph, the customer’s “comfort profile” is recorded 
on u graph, enabling the salesman to recommend the most suitable 


for her. 


both chocolate and natural fla- 
vored malted milk, offers consum- 
ers a ballpoint pen in the shape of 
a Louisville Slugger baseball bat. 
The bat pen, imprinted with the | 
name and official emblem of the! 


BATTING 1.000— 
This super sipper, 
has his eye ona 
complete collec- 
tion of Louisville 
Slugger bat pens 
being offered by 
Borden Foods Co. 
for 25¢ each and 
a band from a 
can of instant 
malted milk in a 
premium promo- 
tion for the prod- 
uct. 


major league baseball club speci- 
fied by the consumer, is available 
for 25¢ and the band from a can of 
Borden’s instant malted milk. 

Borden is offering point of sale 
materials to promote the offer, in- 
cluding display risers, shelf dan- 
glers, plastic price strips and ad- 
vertising mats. 


U.S. Steel Tells ¢ Getting a good 
How to Rest night’s sleep is 

serious business 

to most folks. 
U.S. Steel Corp. has added a light 
touch to the topic with a new 
handbook on sleep comfort, “The 
Wonderful, Wacky World of Sleep 
—& How to Buy the Stuff It’s 
Made of,” which is being offered to 
the public. With illustrations by 
cartoonist Roy McKie, the 36-page 
color booklet’s style gives humor- 


TV. Sales team members hope 


Advertising Age, June 13, 1960 


|ous treatment to facts on why, 
when and how to find the best in 
| rest. U.S. Steel is distributing the 
| book as part of a marketing pro- 
gram to encourage growth in the 
bedding market. Three of the com- 
pany’s divisions produce spring 
wire for bedding and furniture. 
The booklet is being offered on 
written request to Sleep, U.S. Steel 
Corp., Pittsburgh 30. 


| Screen Gems 
| Sends Game 


e Instead of the 
usual hard sell 
copy, the Screen 
Gems promotion 


|department decided on an enter- 


| taining approach to demonstrate 
the merchandising possibilities of 
|its “Ivanhoe” tv film series. The 
| promotion piece to tv’stations is a 
board game in which each player’s 
knight has to make his way 
through the forest. The first one 
that gets to the castle wins. The 
number of spaces gained in each 
move is determined by a spin of 
the dial. As a bonus, the promo- 
tion offers an 18x24” reproduc- 
tion of a 19th century print show- 
ing knights in mortal combat. 

So far, requests for the print 
|have come in from 88 stations, 
most of them commenting on how 
‘much the station men (and their 


iid 


kids) enjoyed the game, Screen 
Gems reported. The “Ivanhoe” se- 
ries, which stars Roger Moore, has 
so far been sold to 36 stations, 
most of which plan to start it in 
the fall. 


Polk Bros.Gives ¢ Polk Bros., 
Good Humors Chicago, a pp Li- 

ance and furni- 

ture chain, has 
purchased 5,000,000 Good Humor 
bars to help celebrate its 25th an- 
niversary. It is the largest single 
order ever filled by Good Humor 
Corp., whose Good Humor man in- 
troduced its ice cream-on-a-stick 
40 years ago. Included in the pur- 
chase was a new Birthday Cake 
Good Humor, created to mark the 
celebration. The bars are being 
given to Polk customers as part of 
a spring-summer promotion. 


NO, THESE ARE NOT THE SEATTLE RAINIERS—These salesmen for Henry 
House, Seattle meat packing company, (out of Grant Advertising, 
Seattle) are wearing official Seattle Rainier baseball uniforms to 
promote the Henry House sponsorship of Rainier games on KTNT- 


to boost their batting averages in 


meat sales. Henry House has obtained the hot dog concession at 


Sick’s Seattle Stadium, home of 
A special baseball promotion, 


the Rainiers, to boost its wieners. 
using in-package premiums, and 


a merchandising drive with Little League teams have been launched. 
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No school bus, no laundry, no rush. No reason at all that she 
can’t settle down, relax, and enjoy herself while she reads and 
shops in Sunday Magazines. 

That’s the beauty of Sunday. Your advertising is read with 
time and interest. Starch figures show women read and remem- 
ber more of the four-color national ads in $undaj Magazines than 
they do similar ads in Life, This Week, McCall's, The Post and 
four other competitors. Yet, you pay less $ per thousand in 
Sunday than you do in the others. 

Reading the Sunday papers is a thriving family tradition. 
Reaction to the ads in the Sunday papers is a proven fact. 
Magazines’ readers spend more money for food, automobiles, 


She hears you best with her shoes off | 


cigarettes, appliances, travel, photographic equipment, vacation 
travel — and just about any other column on a marketing table 
— than do readers of any other publication. Each week Sunday 
Magazines enter 18,300,000 homes in America’s top markets. Go 
in with them. You'll meet more people, earning more money and 
buying more products than you will in any other publication. 

If you want to talk to 50% of the families in 50% of the markets 
where 50% of all retail sales are made — there’s just one best way 
in print: The Sunday Magazines’ 50-50-50 plan. 

For more information on how and why Sunday advertising is 
translated into more sales on Monday and Tuesday and Wednes- 
day and soon... 


. +. just turn the page. 
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She hears you best with her shoes off 


Shod, or unshod, Sunday Magazines deliver more adult readers than any other 
publication you can buy. If you'll call MU 9-8200, a Sunday salesman will be 
“i pleased to fill you in on all the other categories where Sunday Magazines 


prove out as the one “must” for your national schedules. 


AVERAGE FAMILY 


CIRCULATION COVERAGE 
Total 176 Metro 
Sunday 18,264,850 SH ( U.S. Areas 
THIS WEEK 13,186,045 N al 37% 46% 
READER'S. DIGEST 12,000,000 THIS WEEK 26 30 
AMERICAN WEEKLY 10,044,396 READER'S DIGEST 23 24 
PARADE 9,594,210 AMERICAN WEEKLY 21 25 
LIFE 6,500,000 PARADE 18 22 
SAT. EVE. POST 6,250,000 LIFE 11 13 
LADIES’ HOME JNL. 6,000,000 SAT. EVE. POST 10 10 
McCALL’S 6,000,000 LADIES’ HOME JNL. 10 ele 
BETTER H. & G. 4,850,000 McCALL’S 9 9 
. BETTER H. & G. 8 9 
paar aaa 
4 AVERAGE READERSHIP 5 
BY WOMEN OF WOMEN READERSHIP 
EDITORIAL PAGES ONLY 4-COLOR NAT'L ADS 
| Noted R.M. 
Sunday 71% 41% Sunda ‘Noted = RLM, 
‘THIS WEEK 56 33 nday 53% 10% 
READER'S DIGEST n.a. n.a. THIS WEEK 46 9 
AMERICAN WEEKLY 64 40 READER'S DIGEST 34 7 
PARADE a rae AMERICAN WEEKLY 47 10 
LIFE 51 oF PARADE 54 10 
SAT. EVE. POST n.a. n.a. LIFE 34 6 
_ LADIES’ HOME JNL. 59 36 SAT. EVE.. POST 37 6 
- MeCALL’S n.a. na. LADIES’ HOME JNL. 46 11 
‘BETTER H. &G. n.a. n.a. McCALL’S 42 8 
BETTER H. & G. 40 6 
7 “NUMBER OF NUMBER OF 
Fs MEN READERS WOMEN READERS 
- 18 AND OVER 18 AND OVER 
M Sunday 15,160,000 Sunday 17,352,000 
THIS WEEK 10,153,000 THIS WEEK 11,999,000 
READER'S DIGEST 9,600,000 READER’S DIGEST 11,280,000 
_ AMERICAN WEEKLY 7,634,000 AMERICAN WEEKLY 9,040,000 
~ PARADE 7,196,000 PARADE 8,539,000 
 UFE 6,110,000 LIFE 6,435,000 
SAT. EVE. POST 5,625,000 - SAT. EVE. POST 5,625,000 
: LADIES’ HOME JNL. 1,080,000 LADIES’ HOME JNL. 6,360,000 
~ McCALL’S 1,260,000 McCALL’S 6,420,000 
BETTER H. & G. 1,940,000 BETTER H. & G. 4,899,000 


ae ee ah By ie 
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3 CPM 
4-COLOR PAGE 


Sunday $3.44 


THIS WEEK 3.80 
READER'S DIGEST 3.35 
AMERICAN WEEKLY 3.86 
PARADE 3.92 
LIFE 6.83 
SAT. EVE. POST 6.68 
LADIES’ HOME JNL. 5.00 
McCALL'S 4.76 
BETTER H. & G. 5.88 
- 1959 ADVERTISING 
REVENUE 
Sunday $50,000,000 
THIS WEEK 42,800,000 
READER’S DIGEST 33,100,000 
AMERICAN WEEKLY 15,800,000 
PARADE 24,500,000 
LIFE 134,400,000 
SAT. EVE. POST 97,600,000 | 
LADIES’ HOME JNL. 30,800,000 
McCALL'S 20,300,000 
BETTER H. & G. 25,600,000 
SOURCES 
1. Newspaper Distributed Magazines— 


ABC Publishers’ Statements 3/31/59. 
General Magazines—Publishers’ 
Guarantees. 

2. Circulation—Latest available 
Audit Reports 1/1/59. 
Households—Sales Management 5/59. 

3. Rates—Latest announced rates—SRDS 
March 1960. Circulation— 
Newspaper Distributed Magazines— 
ABC Publishers’ Statements 3/31/59. 
General Magazines—Publishers' 
Guarantee, 

4, 5. Daniel Starch & Staff. 
6. P.1.B. and publishers’ own estimates 
7, 8. Circulation: Newspaper Distributed 

Magazines—ABC Publishers’ 
Statements 3/31/59. General 
Magazines— 
Publishers’ Guarantee. 
Audience: Daniel Starch & Staff. 
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Advertising Age, June 13, 1960 


Adman in the News.. 


New York, June 9—1960 is turn- 
ing out to be a red letter year for 
Elmo C. Wilson, known to every- 
one in the international advertis- 

ing field as Bud 

* Wilson. 
_ Today he be- 
\ came the first 
research man to 
} be elected pres- 
ident of the 22- 
s year-old Inter- 
national Adver- 
tising Assn. On 
June 25, his 21- 
year-old daugh- 
ter, Judy, will 
be married. 
And next Sept. 
24, his 24-year-old son, Jay, who 
works for the Reader’s Digest in 
the promotion department, will al- 
so be married. 

Bud and his wife, the former 
Harriet Ellis, have no other chil- 
dren, and so they will now have a 
little more free time to indulge 
themselves. The Wilsons have been 
married 31 years. 

Part of this indulgence undoubt- 
edly will be devoted to foreign 
travel. As president of Interna- 
tional Research Associates, proba- 
bly the foremost company in the 
field of international market re- 
search, Bud already sees a good 
part of the world every year. 

He took a swing through Latin 
America last February and March, 
and he returned from a trip to 
Europe May 27. 


Elmo C. Wilson 


® Bud Wilson is a ruddy-looking 
Minnesotan who entered the com- 
mercial world through academic 
portals. He took his undergradu- 
ate and graduate work at the Uni- 
versity of Minnesota and stayed on 
to teach courses in public opinion 
and current history at the univer- 
sity’s journalism school. 

Not many people realize that it 
was Bud Wilson who originated 
the current affairs test that used 
to run regularly in Time. He sug- 
gested the idea to Time while he 
was still at Minnesota. 

“They turned down the idea at 
first,” he recalls. “But the letter 
showed that they had given it some 
serious thought and so I got into 
my car and drove to New York 
to see if I could change their 
minds. By the time I reached the 
Time office, they had already 
changed their minds. I walked in 
and was greeted with, ‘When do we 
start?’ ”’ 

Bud then wrote the current af- 
fairs test for 18 years. 


® He left academic life in 1940 to 
join Elmo Roper & Associates in 
New York. In 1941, he went to 
Washington to work on public 
opinion and research in connection 
with the war effort, serving with 
the variously named units that 
eventually came to be called Office 
of War Information. 

He was sent to Europe in 1945 to 
serve with SHAEF, doing public 
opinion surveys in the liberated 
areas. 

After the war ended, he re- 
turned to New York and joined re- 
search-minded Columbia Broad- 
casting System, serving as its di- 
rector of research until 1948. 

He then became president of 
IRA, a research company estab- 
lished in 1945 by Elmo Roper and 
Joshua B. Powers. 

Up to that point, IRA was en- 
tirely concerned with research in 
Latin America, and much of its 
work was in the field of public 
opinion surveys. It had a New 
York staff of six. 


= The orientation and volume of 
work changed as economic condi- 
tions abroad improved and US. 
companies began to look for solid 
market information. 

Today, IRA still maintains a 
strong hand in public opinion re- 
search, but market research has 


te 


. Elmo C. (Bud) Wilson | 


become the more important activi- | 
ty. There are 20 professionals em-| 
ployed in the New York: office, | 
and last year IRA and its subsidi- | 
aries in Caracas and Rio de J aneiro | 
did a volume a little under $1,- 
000,000. 

IRA offers market research serv- 
ices throughout the world via a 


In most cases,-these affiliates are 


companies. 

IRA will work on a yearly re- 
tainer fee or will do one-shot jobs. 
Standard Oil Co. (New Jersey) is 
a longtime retainer client. Ford, 
Coca-Cola and Reader’s Digest are 
among the other international gi- 
ants using IRA today. 


# IRA’s jobs are varied. Among 
the recent projects: An audience 
study for the Reader’s Digest, a 
check on the market for a new 
food product in Mexico, a public 
opinion survey for an oil compa- 
ny in India, a survey for a copper 
manufacturer in Chile, and a study 
to determine overseas markets for 
an American encyclopedia. It is 
currently pitching for a multi- 
national European study for a ma- 
jor tire manufacturer. 

IRA established a subsidiary, El- 
mo C. Wilson Inc. a few years ago 
to handle domestic research busi- 
ness. In the U.S., it does a good 
deal of public opinion work. The 
Ford Foundation has been a con- 
sistent client. 

Bud likes to relax on his 26-acre 
place up in Sherman, Conn. The 
Wilsons also have an apartment in 
Larchmont, N. Y. Bud likes to 
fish and garden. 


® During the regional IAA conven- 
tion in Caracas last February he 
was searching desperately for an 
out-of-the-way place where he 
could fish and avoid the carnival 
festivities that were about to be- 
gin in Latin American countries. 
He reports that he was unsuccess- 
ful and had to go through another 
carnival in Rio. 

He reports that the carnival cel- 
ebrants in Rio have now come up 
with a new device to insure that 
interest does not flag. They fill up 
Aerosol tubes with ether and when 
things get a little dull, they just 
start spraying—and everyone is re- 
newed. # 


Miranda to Leave Dresser; 
Will Remain Consultant 

M.S. (Steve) Miranda, advertis- 
ing director of Dresser Industries, 
Dallas, will " 
leave this post 
June 15. Mr. 
Miranda has 
been with Dres- 
ser for 12 years. 
He said he will 
continue to be 
employed by 
Dresser as a 
consultant. : 

Mr. Miranda | 
is a former pres- 
ident of Nation- 
al Industrial 
Advertisers Assn., now Assn. of 
Industrial Advertisers. 


M. S. Miranda 


Two Join Crawtord Agency 

F. Earl Crawford Jr. and Harry 
C. Baldwin have become associates 
with F. Earl Crawford Advertising 
Agency, Charlotte, N.C. Mr. Craw- 
ford has been exec vp of Ayer & 
Gillette. Mr. Baldwin was with 
Metropolitan Sunday Newspapers, 
New York. 


Levitt Agency Changes Name 

Charles Levitt Co., Los Angeles, 
will change its name June 15 to 
Levitt & Brandt Inc. Charles Levitt 
continues as president of the agen- 
cy and Edwin Brandt is exec vp. 
The agency will keep its present 
headquarters at 1544 N. Highland 


Ave., Los Angeles. 


network of affiliated companies. || 


important locally owned research |} 


DISPENSER—S tam p-O-M atic, 

Angeles, which makes the auto- 

matic trading stamp dispenser 

shown here, has named Marting & 

Tuttle, Los Angeles, to handle its 

advertising. The machine will hold 
a roll of 55,000 stamps. 


Beatrice Foods Spent 
$8,214,043 on Ads, 
Promotion in 1959 


Cuicaco, June 7—Beatrice Foods 
Co. spent $8,214,043 for advertising 
and sales promotion during fiscal 
1959, the company told a stock- 
holder’s meeting last week. 

The total is $1,139,051 more than 
the amount spent in fiscal 1958— 
$7,075,992. During the 1957 year 
the total was $5,901,202. —~ 

Outdoor signs will be used 
heavily again in fiscal 1960, in- 
cluding a heavy outdoor drive for 
Meadow Gold milk, according to 
William G. Karnes, president. 


® Both sales and earnings for 
Beatrice Foods reached alltime 
highs in the fiscal year ended Feb. 
29, 1960. This was the tenth con- 
secutive year that dollar sales 
have risen, and the eighth consecu- 
tive year that earnings exceeded 
those of the previous year. 

Net sales were $443,058,795, 
14.9% above fiscal 1958. Net earn- 
ings were $10,305,308, a 16.2% rise 
above the previous year. 

Mr. Karnes said sales during 
March and April were up 8% from 
the same two months a year ago, 
and net earnings were 11% above 
the year-ago period. # 


Mogul Williams Sets Int'l 

Expansion via Publivinco 
Mogul Williams & Saylor, New 

York, has become the first U. S. 


consumer agency to join Publi- 
vinco, a worldwide network of as- 
|sociated advertising agencies. The 


a |move was made through Dudley, 
|Turner & Vincent, London associ- 


|ate of Mogul Williams since 1955. 
|Dudley, Turner helped form the 
Publivinco network, which now in- 
cludes 54 agencies in 40 countries. 

Sidney M. Weiss, exec vp of 
Mogul Williams, said the new af- 
filiation will enable the agency to 
offer greater service to clients 
with foreign business and will also 
put the agency in a position to 
service foreign companies mar- 
keting in the U. S. 


Agency Broadcasters Elect 

Len Levy, of North Advertising, 
has been elected president of 
Agency Broadcast Producers 
Workshop of Chicago. Other of- 
ficers include Lincoln Scheurle, 
J. Walter Thompson Co., vp; Bill 
Fisher, Henri, Hurst & McDonald, 
secretary, and Jack Leonard, 
George H. Hartman Co., treasurer. 


Robertson Names Berry 

Chapman Berry, formerly with 
William Zinsser & Co., New York, 
has joined Robertson Paper Box 
Co., Montville, Conn., as adver- 
tising and sales promotion man- 
ager. He succeeds G. E. Fitzgerald, 
who is no longer with the com- 
pany. 


mit ge ten ett 


=| resentative, 
;}company’s San Francisco office, 


| Townsend, Millsap Promotes 2} 
| Merton E. Millsap, manager of 
|the Los Angeles office of Towns-| 
;end, Millsap & Co., publisher’s rep- 
has moved to the 


» | les office. 
- 


Les director of O. S. Tyson & Co., New 


| where he will handle Los Angeles 
as well as San Francisco accounts. 
|Winn Nance, who was with 
Townsend, Millsap in 1948 and 
1949 and most recently was in the 
Los Angeles office of Sports Illus- 
trated, has been named manager 
|\of Townsend, Millsap’s Los Ange- 


~ A NEW STANDARD 
FOR MEASURING THE 
EFFICIENCY OF THE 
ADVERTISING DOLLAR 


*“@IlL ann GAS 
= JOURNALS 


TULSA, OKLAHOMA _ 


ee 


Tyson Names Fohl 
Otto A. Fohl, acting research 


| York, since the death of director 
| William J. Stokes last September, 
|has been named research director 
of the agency. 


1,433,515 Negroes 
Cant Be Wrong! 


Negroes in six important Rounsaville Radio areas know what 
they like. Each year they spend 80% of their near-billion dollar 
income on consumer goods they like. And you must aim right 
or you miss the buying power of these Negroes . . . consumers 
with $824,000,000 to spend—AFTER taxes! This enormous con- 
sumer potential can influence the national sales picture of any 
product. And NEGRO RADIO, and ONLY Negro Radio, can 
reach them. Over 95% of all Negroes listen to radio! Negroes buy 
the products they hear about on their radio—NEGRO RADIO. 
A proper part of your advertising dollar must go to Rounsaville 
| Radio, or you miss this market! Get the facts on Rounsaville 
Radio—all six stations are number-one rated by BOTH Pulse and 
Hooper! Call Rounsaville Radio in Atlanta, John E. Pearson, or 
Dora-Clayton in the Southeast today! 


Personal Letter 


Everyone in the world appreciates recognition. Certainly the people 
to whom we program, the American Negro, is no exception to this rule. 
That is why we, at Rounsaville Radio, program exclusively for the Negro 
with Negro talent. Our continued success at Rounsaville Radio is based 

’ on this knowledge and how we use it. We play 
the music he likes, feature news of interest to the 
Negro community, and highlight his achievements. 
You can make excellent use of our Know-How to 
sell your products. Call on us, we'll be happy to 
help you. We are one of the oldest and the 
largest broadcasters in our chosen field. 


ROBERT W. ROUNSAVILLE 
Owner-President 


FIRST U. 8. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WCIN 1,000 Watts (5,000 Watts 
soon)—Cincinnati's Only all Negro- 
Programmed Station! 

WLOU 5,000 Watts — Louisville's 
only all Negro-Programmed Station! 
WMBM 5,000 Watts — Miami- 
Miami Beach's only full time Negro- 
Programmed Station! 


WVOL 5,000 Watts— Nashville's 
only all Negro-Programmed Station! 
WYLD 1,000 Watts New 
Orleans’ only full time Negro-Pro- 
grammed Station! 

WTMP 5,000 Watts — Tampa- 
St. Petersburg’s only all Negro- 
Programmed Station! 


BUY ONE OR ALL—DISCOUNTS WITH TWO OR MORE! 


ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 


ROBERT W. ROUNSAVILLE ¢3giim () fies HAROLD F. WALKER 
Owner-President oe | ie V.P. & Nat'l Sales Mgr. 
JouN E. PEARSON Co. U R Dora-CLAYToN 

Nat'l Rep. Se oe Southeastern Rep. 
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.. the Chicag 


Sun-Times 


Don’t all young families love to buy? Of course—but in Chicago 
there’s a difference. In Chicago you can concentrate on 
young families. Advertise in the Sun-Times: more than half 


its readers are men and women 35 and under! 
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Since ‘33, GM Researchers Have Learned to 


Diversify Questions, Use Volunteer Comment 


Detroit, June 7—Since the early | pensating them to some degree for 


1930s, 


General Motors has been | their 
using customer research to insure | 
against the multi-million dollar} 


cooperation in answering 
questionnaires. 
In 1933, Mr. Weaver devised 


risk of introducing new models to | the company’s initial large-scale 


the public. 

Its customer research depart- 
ment was the first of its kind 
created by an auto company to 
seek advance advice from car 
users, and the comparv is still 
finding new meth’ ds 
guidance from the * ic. 

GM searches fo. ..o types of 
consumer reaction. First, an ap- 
proach is made to the average 
motorist for his views on styling 
and use. In addition, the company 
has built up over a period of years 
a list of special correspondents, 
who take more than a passing in- 
terest in problems of engineering 
design and who possess the ability 
to project their thinking somewhat 
beyond what they actually see in 
the current models. 


= The late Henry G. Weaver, 
father of GM’s customer research 
department, once quite frankly 
asserted: “The only object of Gen- 
eral Motors customer research is 
to help General Motors sell auto- 
mobiles.” 

And to sell more cars, cus- 
tomer research (1) helps keep 
GM products more sensitively in 
line with consumer tastes and de- 
sires; (2) substitutes facts for 
opinions on the intangible aspects 
of sales and advertising proce- 
dures, and (3) keeps consumers 
interested and posted on engi- 
neering progress, thereby com- 


To National 
Advertisers 


Study the retail advertiser 
picture among New York's 
seven dailies. For instance, 
what paper is first in hotel 
and restaurant advertising? 
The Mirror. 

When such a great store as 
Abraham-Straus puts The 
Mirror in second place 
among New York's seven 
dailies in total linage used, 
it means just one thing: 


Make 
The Mirror 
a MUST! 


| questionnaire booklet, “The Prov- 
jing Ground of Public Opinion,” 


and sent it to 1,000,000 car owners. 
The booklet was an_ interesting 
and attention-getting effort, writ- 


jten with a chatty, homespun ap- 
.o obtain | 


proach. The mailing brought a 
return of 20 mail bags a day. 
Rarely, in recent years, has a 


PIONEER—The late Henry G. Weav- 
er, who founded GM’s customer 
research department. 


mailing been sent to as large a 
group as the 1,000,000 who re- 
ceived the first questionnaire. Ex- 
perience has shown that a much 


|more limited sampling will bring 


the same results. Mailings are 
still large enough, however, to 
permit a variety of breakdowns 
of the returns—geographical area, 
type of car user, age of car and 
numerous other areas. 


= When Mr. Weaver died in 1948, 
he was succeeded as director of 
customer research by Roland S. 
Withers, his top assistant at the 
time. Marsden Thompson took 
over as director in 1955, when 


Marsden Thompson 


'Mr. Withers was named general 


manager of GM’s United Motors'| 


How would YOU rate the service of 


THE DEALER WHO SOLD YOU YOUR CAR? 


a’ : om mp op 


On the Whole 


DEALER RATING—This rating sheet, 


mailed recently by GM through 


National Statistical Surveys, Detroit, asked motorists to rate the 
dealers who sold them their new cars. 


division. 
Mr. Thompson is a GM veteran 


who served briefly with the com- | 


pany’s export division in Australia 
and then returned to Detroit ‘to 
become a parttime worker under 
Mr. Weaver in the early depres- | 
sion days. He attained permanent | 
status in customer relations as one 
of three or four empioyes on hand 


when the first deluge of mail| 


resulted from Mr. Weaver’s initial 
mailing. 

“The worth of the initial ques- 
tionnaire was proven many times 
over,” says Mr. Thompson, “and 


the department grew from there. | 


At present, we have about 30 staff 
members, and we use much help 


HOW WOULD YOU RATE YOUR NEW CAR 
aguas! your prectece! dees of whet «cu: hows 


1 coe rates femmes “Pome bon yen devas 
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BLIND QUERY—Statistical Analysts, 
Detroit, was used by GM to mail 
this recent questionnaire to new 
car owners. 


from independent outside mailing 
companies and independent tabu- 
lating companies.” 

Soon after the first mailing, 
GM took page ads in Collier’s, 
The Saturday Evening Post and 
Time. These ads invited further 
public participation, with a coupon 


ACOMA 2-7539 


901 EAST 8TH AVE. 
DENVER 18, COLORADO 


f TIME U.3.A. 


| PLEASE SEND PARTICULARS 


EXCLUSIVE TERRITORY. CONTRACTS NOW BEING 
SIGNED DURING JUNE AND JULY ONLY FOR — — 


public and pam top reser — WRITE NOW — DON'T 


WAIT. 


Soles es vere 


| attached for those who wanted to 
a in. 

|@ Currently, the department mails 
| 35 to 40 questionnaires of different 
types annually, pursuing varied 
lines of inquiry for the central | 
GM organization and various divi- | 
|sions. Some of the mailings are in 
| booklet form; some are stream- 
lined, easy-to-absorb-and-answer 
cards. Questions may be on pra ol 
features, prices, service or repairs 
or an “umbrella” inquiry along 
the lines of the original effort by 
Mr. Weaver. 

mail a questionnaire without re- 
vealing the source, the department 


make the inquiries, while main- 
taining close control over the ques- 
tionnaire 


When it is thought advisable to 
employs direct mail companies to 


itself and the list to | 


Advertising Age, June 13, 1960 


or the special GM Motoramas— 
has been heavily staffed by 
customer research men. They min- 
gle with visitors, engage in conver- 
sation and listen to sideline re- 
marks about the new models. 
Sometimes they identify them- 
selves; often they remain incogni- 
to. The information they bring 
back is screened and classified just 
as the mail returns are. 

The customer research depart- 
ment has its own creative writing 
staff, which determines the lan- 
guage of questions and interprets 
results for the GM executive staff. 
This staff also handles replies on 
the multitude of correspondence 
received by the department. 

Its own art department takes 
care of layouts and illustrations 
for booklets and questionnaires. 
There is a report section, which di- 
gests returns and makes analyses. 


= Mr. Weaver’s technique of in- 
jecting a personal touch in the 
questionnaires, to keep them 
“intimate, intriguing and enter- 
taining,” still is characteristic of 
|GM’s customer research depart- 
|}ment, and has been a model for 
| other companies. 

% The personal touch reportedly 


» PROVING GROUND 
~ PUBLIC OPINION 


“There is only one person qualified to say 
just what the motorist prefers, and that 


| 


person is THE MOTORIST HIMSELF” 


which it is sent. National Statisti- | =" 


=) |cal Surveys, Detroit, is one used | 
|| by GM frequently. Another is Sta- 


tistical Analysts, Detroit, which} 
also provides mechanical and tab- 


ulating help by processing returns |: 


| for punch card use. 

The auto divisions of General 
| Motors make much use of the 
|customer research department, 
seeking its aid in devising the 
booklets which have been received 
by many GM car owners. Frigi- 
daire division likewise uses the 
department frequently to seek 
information and suggestions from 
home appliance users. 


|@ Not all of the information 
gained by the department, how- 
ever, is obtained by mailed ques- 
| tionnaires. Every large auto show 
which has been staged in the past 
few years—either industrywide 


THE “FACE” OF THE CAR 


Most people identify cars by their front end. 
Thue the radiator is a very important item of 
appearance. 


Which of these styles do YOU like best ? 


U 


"Vv" TYPE 
(PLAIN) 


cuecK (Dy anower 


FRONT 


"In contrast to most mechanical products (or 
rather to a greater degree than is the case with 
many other mechanical products) motor car design 
must give considération to style as well as 
utility." 


| STYLE QueRY-—A page from the 1933 
|GM booklet, “The proving ground 


|of public opinion,” 


° — 
” feady rece i" < vor to tell General Mow wore the lund of 
Eb avon automobile you woukd build — the features you 


shall be ged to 0 vend you a copy ® want most in your next car! 


| GENERAL MOTORS { stat me 
CUSTOMFR | gd STARE 
oF 
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IN 1933—This ad appeared in Time 


on Oct. 23, 1933, inviting readers 
to send for the first GM question- 
naire booklet. 


sparks hundreds of thousands of 
spontaneous letters and comments 
each year, creating an extremely 
valuable adjunct to the question- 
naire data. These chance remarks 
and random observations from car 
users are often more revealing 
and more suggestive of a course of 
action than the straight statistics. 
Mr. Weaver once referred to them 
as “vitamins of human _ under- 
| standing. i? 


| ‘Tribune’ Names Petersohn 
Albert E. Petersohn has been 
‘named manager of general adver- 
tising of the South Bend Tribune, 
succeeding Edward J. Meehan, 
who has retired after 31 years in 
that post. Mr. Petersohn has been 
with the Tribune for five years; 
he joined the general advertising 
staff in 1957. 


Copy Workshop Set 

Jerry Verbel, copy chief of 
Ried] & Freede, New York and 
Clifton, N. J., is organizing an Ad- 
vertising Copy Workshop to be 
held in Newark. Initial plans are 
for a 10-week session to begin 
June 29. Information is available 
from Mr. Verbel, who will conduct 
the workshop. 


Baltimore Transit Names Rep 
Baltimore Transit Co. has named 
Dick Rudolph Transit Ads, Balti- 
more, as sales representative for 
advertising on its vehicles. 


‘Hodges Named VP 
Liller, Neal, Battle & Lindsey, 


asks motorists | atlanta, has promoted R. E. Hodg- 


|to select the design of grille ores Jr. to vp. Mr. Hodges has been 


“face” they like best. 


| with the agency for nine years. 
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Iustrator: William G. Jacobson, a fluent line 
draughtsman and colorist associated with Stevens-Gross 
Studios, Chicago, is well-known for his editorial 

and advertising illustrations for national magazines. 


LITT gia 


the sponsor of the wedding 


The wedding was brilliant and costly. The church was crowded. All eyes were 
fixed on the bride and groom. Everyone agreed it was a wonderful affair. 
The greyhaired sponsor ... who paid the bills... stood modestly, 


‘ Many of the most colorful and successful adver- 
almost anonymously, in the background. Some spectacular and costly 


tisements run in national magazines during the 


advertising in vogue today suggests this situation. The show is magnificent past quarter-century were printed from photo- 
... but the name of the sponsor is buried in the background. One basic engravings made here at CM&H from copy sent 
advantage of advertising in America's national magazines is that the sponsor to us by advertisers and agencies from coast to 


coast. We have watched the progress of America's 
national magazines from a front-row seat... and 
these advertisements, prepared in cooperation 
with well-known magazine artists and photog- 
raphers, express our appreciation of their basic 
role in national advertising. 


runs his own show... and holds the spotlight in the space he buys. And 
the reader pays... by subscription or cash at the news stand... for the 
editorial service that sets the stage for the advertiser. 


COLLINS, MILLER & HUTCHINGS, INC. 


America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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Along the Media Path 


Conover-Mast Publications has 
established a policy for closing 


Missouri school of journalism and 
the Encyclopaedia Britannica. 


dates and extensions which will be | 


put into effect with July issues in| 
an effort to “eliminate a fantastic | 


waste” of time and money. Under 


the policy an advertiser may be) 
granted an extension of two work- | 


ing days after official closing to 
get plates to Conover-Mast books, | 
“if necessary.” If he is unable to 
meet the extension deadline, the) 
advertiser may submit a standby | 
plate within the two-day exten- 
sion and get an additional three 
working days. 


e WRCV, Philadelphia, and the 
Levittown Businessmen’s Assn. co- 
operated in a free “Dancing in the) 
Square” program at the Levittown | 
Shoparama shopping center. The 
program included outdoor dancing 
to a live 13-piece orchestra, with 
WRCYV personalities handling em-| 
cee chores; door prizes; an exhibi- 

tion of ballroom dancing by Arthur 
Murray representatives, and a half- 
hour live remote pickup of the af- 
fair over WRCV. 


e The Gary Post-Tribune, Gary, 
Ind., published a record weekday 
104-page edition May 25, climaxing 
a two-month “Steelmark Days” 
sales promotion. The edition car- 
ried 242 separate advertisements 
and consumed 52 tons of newsprint. 


e Field & Stream sponsored the 
first National Conference on the 


Shooting Sports in New York on § 


June 8. Aims of the conference, at- 


tended by top sportsmen, outdoor ! 


writers and heads of industry, were 
to organize a large scale effort to 
promote gun safety and recreation- 
al programs to create a better pub- 
lic understanding of the sport. 


e KRON-TV, San Francisco, has 
presented framed replicas of its 
three awards for its news pro- 
grams to its sponsors, Bristol- 
Myers and Colgate-Palmolive. The 
awards were recently presented to 
the station of TV Radio Mirror; 
the Associated Press; and a joint 
award by the National Press Pho- 
tographers Assn., University of 


MAIL ORDER CONSULTANT 
Nationally recognized Mail Order 
expert, whose analysis and creative 
ideas for 37 years have sold millions 
of dollars, nationally and_ inter- 
nationally, available to consult with 
advertisers and agencies. Complete 
Analysis Plan on any mail order 
problem—merchandise or offer direct 
from ad, mail follow-up, Home Study 
Schools, Direct Selling, Direct Mail, 
etc. If not making satisfactory profit, 
send outline of problem (CONFI- 
DENTIAL,) for estimate of fee in ad- 
vance. Box 241, etek ir a 
630 Third Ave., New York 17 % 


e Packaging Progress devoted its 
April issue to Hiram Walker Inc.’s 
| $5,000,000 modernization program. 
This magazine-length feature was 
the first of its kind to run in the 
| magazine. 


i As a result of the transfer of its 
printing operation from Amster- 
dam to London (AA, Dec. 9), 
| Newsweek’s European edition will 
have a larger trim size—8 5/16 x) 
11%”, effective with the Sept. 5 is- 
sue. 


|e A special 20-page “Diet & Fig-| 


lure Control” section was published 
| by the New York Post in its May | 


| 23rd issue. The section carried a| 


and figure control, including a 
nine-dzy diet, recipes, and calorie} 
| charts. 


.. 4 NEW editorial voice 


WAQLTY, Channel 5. Atlanta announces the maugura- 
tien ¢ “Tonight's Palitorial” Monday, May 2ord at 6:40 


and 1:10 PM. ® Designed to provide the Metropolitan 
Atlata community with “avet her voter in the conduet 


of putic affair, “Tomght's Editorial o1i! he presented 


twicreach weekday night by Dale Clark, Director of 

New and Public Affairs. © The topics for “Tonight's 

tors Board and will reflect a considered opinion for 

or asinet important hap- 

© Yu ore Gonlielly waga: 

coe 
used this 1,000-line ad in the At- 
lanta Journal and Constitution to 
own nightly editorials at 6:40 p.m. 
and 11:10 p.m. McCann-Marschalk 


Rditrial” will be chosen daily by the WAGA-TV Kdi- 
pengs in ows community 
crwrted 
EDITORIAL AD—WAGA-TV, Atlanta, 
announce the inauguration of its 
is the agency. 


e McGraw-Hill has published 
“Quick Facts About McGraw-Hill,” 
a 16-page booklet which gives 
|basic statistics on company opera- 
|tions and is the first attempt to 
| consolidate the information into 
;one compact, easily-read source. 
| Copies of the booklet are available 
| from any McGraw-Hill district of- 
|fice or from Walter Persson, pro- 
/motion manager, McGraw-Hill, 330 
|W. 42nd St., New York 36. 


wide variety of features on diet! 


Peterson 
| 


Wolf 
| MILESTONE—Lewis Coleman, 


e WRCV and WRCV-TV, NBC 
}outlets in Philadelphia, has been 
‘awarded an industrywide safety 
award by the Safety Council of 
the Chamber of Commerce of 
Greater Philadelphia. 

e WPEN, Philadelphia, has been} 
awarded a National Safety Council | 
Award for its year ’round efforts | 
in promoting highway safety) 
through its daily broadcasts of the 
“Skyway Traffic Reports,” broad- 
cast directly by shortwave from the 
WPEN helicopter. 


e KMTV, Omaha, delivered birth- 
day cakes to each of the city’s fire 
stations in celebration of the de- 
partment’s 100th anniversary. 


e Delegates to the Advertising 
Federation of America convention 
in New ‘York, June 5-8, were 
able to receive messages on the 
convention floor through a message 
center service provided by Curtis 
Publishing Co. Persons wishing to 
reach a delegate dial a special num- 
ber to reach the Curtis message 
center which will then relay the 
message to the proper source. 


e The Miami News carried both 
its annual air-conditioning section 
and its annual summer fishing 
guide section in its June 12 is- 
sue. 


e WIJXT, Jacksonville, Fla., has 
moved into its new office building, 
Broadcast House, which covers 40,- 
000 sq. ft. and includes two identi- 
cal studios, three conference rooms, 
two lobbies and two video tape 
machines. 


e More than 700 men’s apparel 
retailers across the nation and in 
‘Canada are participating in True’s 


Quad - City newspapers 


area people daily. Use the Dispatch and Argus 
to sell the 159,200* Quad - Citians who live on 


the Illinois side, plus additional thousands in the 


surrounding trade area. 


56% of Quad - Citians live on the Illinois side. 


“1960 Sales Management Survey of Buying Power 


serve 279,700* metro 


manager of KSEO, Durant, Okla., 

on as the-1,100th affiliate of Keystone Broadcasting System. 

ciating for the 20-year-old Keystone organization at the Chicago 

signing are Sidney J. Wolf, president; Edwin R. Peterson, senior vp, 
and Charlotte Tucker, director of station relations. 


Tucker 


Coleman 
signs 
Offi- 


1960 Father’s Day apparel promo- 
tion. Each of the retailers partici- | 
pating on an exclusive city-wide 
basis received kits containing jum- | 
bo window posters and colorful 


,counter cards for display in its 


store. 


e The Washington Post, in cooper- 
ation with the Home Builders Assn. 
of Metropolitan Washington, pub- 
lished a special Home Buyers Week 
section May 14. Included in the sec- 
tion were articles on home main- 


planning, layout and color schemes. 


e Esquire is mailing 35,000 hard- 
bound cartoon albums to prospec- 
tive advertisers and agencies as 
part of its ad merchandising cam- 
paign for the magazine’s Christmas 
Jubilee issue. 


e Canadian Broadcasting Corp. 
reports two-thirds of the tv sets in 
Canada were tuned to its evening 
telecast of the wedding of Princess 
Margaret and Antony Armstrong- 
Jones on May 6. At the same time, 
a Sindlinger & Co. survey reveals 
more than half of the U.S. adult 
population watched the wedding 
on television. 


e The Metropolitan Fair & Expo- 
sition Authority has named Chi- 
cago’s new lake front exposition 
center McCormick Place in tribute 
to the late Col. Robert R. McCor- 
mick, editor and publisher of the 
Chicago Tribune. 


e KDAL, Duluth, received edito- 
rial support from its competitor- 
owned newspaper the Duluth News 
Tribune, for its spring campaign 
to increase tourist volume. The 
station urged listeners to invite 
friends and relatives in other parts 
of the country to visit Duluth dur- 
ing their summer vacations. City 
maps and area tourist guides were 
also available from the station. 


'search conducted by Daniel Starch | 
& Staff in Business Week in 1959 
has been published and is avail- 
able at no charge from the promo- 
tion department, Business Week, 


RD LARGEST 
MARKET IN 


ILLINOIS - “IOWA | 


330 W. 42nd St., New York 36. 


i. Better Homes & Gardens dis- 
|tributed several thousand “Con- 
‘vention Survival Kits” at the 
recent Super Market Institute con- 


‘ |vention in Atlantic City. Contents 
j jin the kit included a Baby Ruth) 
a Band-Aid, Alka- 


|candy bar, 


| Seltzer, vegetable bouillon cubes, 


‘and Wash-’n-Dri towelettes. 


|e More than 1,000 department | 
|stores and specialty shops across | 
the country participated in Ladies’ | 
|Home Journal’s special spring fash- 
' |ion promotions for 1960. Display | 
i material for store windows and in- | 


oie, 


| committee 


tenance, improvements, financing, | 


) |e A 40-page booklet containing the | 
| |results of a reader impression re-| 
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teriors featuring adaptations of the 
theme, “Pretty spring, pretty color, 
pretty you,” was used by the fash- 
ion sections of department stores 
as well as 594 shoe stores and 288 
foundation stores. 


e The Montreal Star marked the 


|largest production job in its 92- 


year-old history with its May 28 
issue, with a 112-page tabloid sup- 
plement devoted to 60 years of 
progress in the province of Que- 
bec. 


e In an effort to clean up political 
campaign posters following pri- 
mary elections, WQAM, Miami, of- 
fered to pay 5¢ each for the first 
50 posters brought to a designated 


{spot and 1¢ each for additional 
| posters. The program, which ended 
| with a bonfire of the posters, was 
|endorsed by the mayor, the city 


manager and the beautification 
of the Miami-Dade 
County Chamber of Commerce. 


|@ Look has developed a new print- 
‘ing process, 


Look-Kromatic, a 
white-ink printing, which makes it 
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possible for advertisers to achieve| first five months of 1960 reached | pone. 
strong display of white goods or|a record total of $22,800,000, a/| birth of twins,” a Dynaclad battery 


white elements in an ad. It is being | 21.4% increase over the 1959 fig-|for diesel engine starting and a|ist, Mr. Frye will specialize in 


offered to advertisers on a first-| 
come-first-served basis, with 12 
pages per issue available initially, 
starting with the Aug. 16 issue. 


e Department of New Laurels: 

Circulation of True for the first 
quarter of 1960 came to 2,650,454, 
a 15.1% gain over the first quarter 
in 1959. 

The Saturday Evening Post’s ad- 
vertising revenue of $23,250,503 for 
the first quarter of 1960 was an 
18.57% increase over the same 
1959 period. 

Look will carry 787 advertising 
pages in the first half of 1960, a 
gain of 21% over the comparable 


1959 period. Advertising revenue 
of $27,603,000 for the same period | 
showed a 33% increase over the) 
first six months of 1959. 


ure. 

Fortune will have carried 1,132 
advertising pages in the first six 
months of 1960, a gain of 187 pages | 
over the same period last year. 

International editions of the 
Reader’s Digest carried 6,099 ad- 
vertising pages in the first four 
months of 1960, compared with 5,- 
389 pages in the same period in 
1959. 

Advertising revenue for Farm 
Journal for the first four months 


of 1960 came to $4,693,263, an 8.3% 
increase over $4,334,057 recorde 
in the comparable 1959 period. + 


Edison Launches New Batteries 

The storage battery division of | 
Thomas A. Edison Industries, West | 
Orange, N.J., is using direct mail) 


co, June 13-16. To announce “the 


nickel-cadmium battery for low 
temperature power applications, 
Edison sent three-color announce- 
ments with a large safety pin, to 
5,000 railroad executives. Two-col- 
or spreads in June issues of Mod- 
ern Railroads, Railway Age and 
Railway Purchases & Stores will 
also be used. 


GOA Names Blondin 

General Outdoor Advertising Co., 
Chicago, has appointed Edward J. 
Blondin manager of its national 
paint service department. 


»+ranch in 1949 and for the past six 


years has concentrated on expand- | 


ing the company’s cutout rotary 
program. 


‘"Teen’s advertising linage in-|and business papers in June to| Frye Opens Consultancy 


creased from 11,242 lines for the 


plug two new batteries for railroad 


Eldon Frye has resigned as as- 


first five months of 1959 to 32,228| service, to be introduced at the sistant director of advertising of 


lines for the same 1960 period. 


Railway Electrical & Mechanical 


the Convair division of General 


Gross ad revenue of Time for the | Supply Exposition in San Francis- | Dynamics to open his own consult- 


Mr. | 
Blondin joined GOA’s Chicago| 
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| ancy with offices at 1430 Via Alta,|ucts, has appointed Beaumont & 
|Del Mar, Cal. As a commercial art-|Hohman to handle its promo- 
tions to the medical profession. 
Initial agency activities will pro- 
mote Dysmengesic. Direct mail and 
professional journals will be used. 


Kavaleer Heads WADO Sales 
worked in market research for Sydney Kavaleer, formerly gen- 
General Aniline & Film Corp.,|¢T@! sales manager of WNTA, 
New York, for eight years, has) Newark, has been named to the 
been named supervisor of market|"°W post of vp of sales of WADO, 
research of the company’s dye- | New York. 


stuff and chemical division, a new | McGovern Joins Hockaday 


eas Walter McGovern, formerly a 
group head at Batten, Barton, 
Durstine & Osborn, has joined 
Hockaday Associates, New York, 
as a vp and account executive. 


cartoons and portrait sketches for 
business purposes. 


Aniline Names Berger 
Dr. Richard Berger, who has 


| Walden to Beaumont & Hohman 
_ Walden Co., Seattle, maker of 
pharmacological prescription prod- 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
A of Copyright—accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


EMPLOYERS 
REINSURANCE 


PRINTED © CORPORATION 


BROADCAST 21 W. Tenth, Kansas City, Mo 
3 New York, 107 William St 
i Chicago, 175 W. Jackson 

San Francisco. 100 Bush St 


- shoes...and six-shooters...a 


EVERYTHING 
THE SU 


TOURISTS spent an estimated $151,758,100* for goods and services in 
San Diego County last year, a high mark for this pleasure-is-a-business market. 


UNDER 


A 
ie, 3 


’ 


\ 


Population, employment, and personal income also rose to record levels. 


Two domitfant newspapers sell the San Diego market: The San Diego Union and 


nd souvenirs... 


Evening Tribune. Combined daily circulation exceeds 200,000 (220,667 ABC 9/30/59). 
Readership (evening-and-Sunday combination) is 86.9%. 


The San Diego Union | AVENING TRIBUNE SELL SAN DIEGO 


*Source: San Diego Chamber of Commerce, Economic Research Bureau 


a ie 9 Copley Neweparerc 


15 Hometown Daily Newspapers covering San Diego, California — Northern Illinois — Springfield, IIlinois — 
and Greater Los Angeles. Served by the Copley Washington Bureau and the Copley News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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No circle...no society...no market in America today is more select than that 


represented by the Wage-Town readers of TRUE STORY. 


The statistical evidence of this claim is documented on the facing page. 


There are other, equally important, measurements which, applied to the TRUE 
STORY audience, accent its exclusive nature. For example: 


IT’S YOUNG. Its median age is 
A t 28.5 years—at least 10 years younger 

than that of the readers of women’s 

service magazines. 

LARGER. Between 60 and 70 more 

persons per 100 households than the 


women’s service magazines. More 
children, more young children. 


HIGH SCHOOL rather than college. 
EDUCATION Readers leave school earlier, marry 


sooner than white-collar women. 


DIFFERENT. While the man is emo- 
tionally dominant, it’s the woman who 


has almost sole control over the family 
budget and spending. 


“WELL-OFF” WORKING CLASS. TRUE STORY families are Wage- 
SOcl AL ST ATUS Town families with more “loose money” to spend than other social groups. They 


= have no burning desire to get “above their social class.” 


WHY DOES SUCH A STRONG SEPARATION EXIST? 


THE INVISIBLE WALL 
An Analysis Of The Role Of Social Class Placement In 
Mass Selling 


THE GOLDEN TRIANGLE 
A Comparison Of The Roles of TRUE STORY and Television 
In Wage-Town Homes 


PERSONAL INFLUENCE 


A Resume Of A Major Study Of The Flow Of Influence In 
Our Society 


4 The reasons are as many as they are fascinating. They’re based on origins, 
mm =o background, customs, experience. You can get a clean cut image of these factors 
by reading one or more of the following brochures which are the results of 
penetrating studies in various important areas. Send for them now. 


THE FAMILIAR STRANGER 


A Description Of The Reader As Consumer What Motivates Her? 
How? 


WAGE-TOWN, U.S. A. 


A Sociological And Statistical Digest Of A Par- 
ticular Market 


TODAY’S AMERICAN MARKET 


A Revealing Statistical Abstract Of Today's Economy 


FOR GREATER PROFIT...SELL THE WAGE-TOWN MARKET! 
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CLUS! 


TRUE STORY reaches and sells the huge, profitable Wage-Town market as 
no other magazine can. For example: 


of TRUE STORY’s primary house- of TRUE STORY’s primary house- 
holds are MISSED BY Ladies Home holds are MISSED BY McCall’s! 


Journal! 


of TRUE STORY’s primary house- of TRUE STORY’s primary. house- 
holds are MISSED BY Good House- holdsare MISSED BY ALL THREE 
keeping! of these magazines, combined! 


YES...THE WAGE-TOWN MARKET IS DIFFERENT...IS EXCLUSIVE. 
Put, and keep, your advertising in the major magazine read in Wage-Town 


families. | 
Sources: Starch 1960; Social Research, Inc.; Katz and Lazarsfeld 


‘True Sto 


205 E. 4% St., New York, N. Y. 221 N. LaSalle Street, Chicago 1, Ill. 444 Market Street, San Francisco 11, Calif. 
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Greener Fields—Right in Greenville .. . 


In ‘59 Henderson’‘s 
Billing Zoomed 48.6% 


Texize Is Biggest Egg 
in Carolina Agency's 
$5,200,000 Basket 


GREENVILLE, S.C., June 8—Last 
year Henderson Advertising Agen- 
cy, headquarters and sole office in 
Greenville, S.C., billed $5,200,000. | 

This is approximately $79 for) 
every resident of Greenville (cur- 
rent population, preliminary 1960 
census figure, 65,773). 

To do as well in New York (1960 


| pects to be four or five times larg- 
|er within five years. 


|tration of advertising agencies in 


estimated population 7,750,000) on 
such a per capita basis, a single 
agency office would have to have 
billed approximately $612,000,000. 
But it is doubtful if any agency 
billed as much as one-sixth of this 
amount out of its New York office 
alone. 


s The figures, of course, are not 
statistically significant—except to 
indicate that, in advertising agen- 
cy terms, Henderson is an unus- 
ually large fish in a remarkably 
small pond—and confidently ex- 


Despite the increasing concen- 


|New York, Chicago and other ma- 
‘jor centers, Henderson is fairly | 
|typical of a number of organiza-| 
| tions which have grown rapidly in | 
|recent years, intend to grow even | 
| more rapidly in the future, and in| 
|no sense consider themselves ham- 
| pered, either in the execution of 
\first-rate advertising or in the 
|pursuit of clients, by their small- 
» \town, off-the-beaten-advertising- 
i |path locations. 


2) |" James M. Henderson started | 
||Henderson Advertising Agency) 
4 here in 1946 for two not-so-cogent | 
reasons: He was determined to) 


“We're shooting for billing of $20,-| 
000,000-$25,000,000 within five 


ears.” |é 2 “ 
v jident, to have his agency get in| 


. ° | 
have a business of his own, and he | 


had pleasant memories of Green- | 
ville as the place in which he had 
spent part of his youth. He had no} 
clients and no staff, started on 
$500 of borrowed money, and was 
$8,000 in debt and four years older 
before he turned the corner. 

Since then Henderson Adver- 
| tising Agency has moved with a 


I'm Joe Floyd 


WANT ACTION? 
FOLLOW ME! 


I'll flash your sales message to 
73,496 square miles of the U.S.A. 


t k. It’s the h Tush. Its 1959 billings of $5,200,000 
sah Mee adie te, market ‘contrasted with 1958 billings of 
bes O-LAND. No one tv | $3,500,000; last year it built and | 
station could possibly reach it all occupied a handsome two-story | 
—but my television booster hook- (office building on the outskirts of | 
up does. When your message | Greenville, at a cost of $225,000 | 
beams on KELO-tv Sioux Falls, it | (with plans for doubling the build- | 


Williams Henderson 


SKULL PRACTICE—Henderson Advertising Agency’s ex- 
ecutive committee members, photographed in a hud- 


marily upon securing accounts in 
the $250,000-and-up category, 
since his recruited staff is too 
expensive to put to work profit- 


|}ably on small local accounts—un- 


less they have something about 
them reminiscent of Texize Chem- 
icals, which was Henderson’s see- 
ond account ($47 the first month, 
in 1947) and in 1959 accounted for 
more than half of the agency’s $5.2 


|million volume. 


# At least one account the agency 
acquired last year has the poten- 
tial for this kind of growth. This 
is Miles Products division of Miles 
Laboratories, which appointed 
Henderson for a group of new 
products, including Ariden, a de- 
congestant which has been tested 
in Ohio and Kansas and seems 


about ready for wider—perhaps | 
| national—promotion. 


Henderson personnel are under- 


|standably proud of the fact that 


the Miles products were dropped 


‘{into their lap on the initiative of 
Henderson did} 


Miles executives. 
not initially solicit the account; 
Miles was impressed with the job 
Henderson had done for Texize 


and asked Jack Greer, Texize pres- | 


touch with them. 

Henderson people visited the 
Miles organization in Elkhart, Ind.; 
some of the top Miles people came 
down to Greenville to look at 
Henderson and its new building— 
and Henderson got a crack at the 
business. 


s So far, at least, no one seems 


Mcintyre 


ing again to note that Henderson 
people get no shudders at the 
thought of having some day to 
open a branch office or offices 
somewhere. They’ll make a deci- 
sion purely on a business basis, 
when it has to be made. They 
would see nothing unusual or 
particularly noteworthy about a 
|Greenville, S.C., agency having a 
| branch in Chicago or New York or 
|anywhere else, if occasion war- 
| ranted. 


s James H. Henderson is a com- 
pact, smallish, extremely youthful 
looking man (he was 39 on March 
28), who talks well and easily in a 
quiet, thoughtful way, and who 
has “been selling things all my 
life.” One of four children with no 
|father to provide for them, Jim 
had a peanut stand in Anderson, 
S.C., when he was not yet in his 
teens, and subsequently sold shoes, 
Fuller brushes and radios, tended 
counter in a sandwich shop, and 
did a variety of other things— 
including leaving school three 
times to replenish his meager ex- 
chequer. 

He was graduated from Green- 
ville High School and then studied 
engineering at Clemson “because 
|\I didn’t know what to do.” But 
even then his inclination toward 
advertising and selling was clear. 
He spent a good deal of time on 
the newspaper, writing and selling 
advertising, and even became a 
radio writer and producer—pro- 
ducing three live shows a week on 
WAIM, Anderson, S.C., with stu- 
dent talent, during 1939 and 1940. 


to have suggested that Henderson | 


ought to have ‘an office in Chicago 


or Elkhart or New York or any-)| 


where else. The agency’s own 
plane makes it easy for one man 
or a team to get to Elkhart (and, if 
necessary, back again) in one 
fairly easy day. But it is interest- 


Bate Ny | O55, 


beams simultaneously throughout 


ing’s 11,000 sq. ft. of floor space | 
/already something more than a 

103 counties of South Dakota, Min- 

nesota, Nebraska, North 


gleam in Jim Henderson’s eye); it 
| had 19 clients, with the five added | 
‘ in 1959 amply making up for its 
Dakota. mumember—one rate card, loss, this year, of the South Caro- | 
KELO-tv, delivers it all. You get 
this tremendous action at lowest 
cost-per-thousand. 


Iowa, 


‘lina State Development Board; and | 
it counted 55 workers, including 
a licensed pilot for the agency’s 
own twin-engine Aero-Commander | 
plane. 


KELO-LAND = Most of its clients are regional, 


but Henderson does not think of | 
itself as a local or regional agency. | 
Most of its top personnel, for | 
example, is not local, but consists | 
of willing refugees from big agen- | 
cies and big advertising centers;| § 
and Jim Henderson says now, with Pe 
complete seriousness, that while | 
his agency still serves smaller ac-) 
counts, its growth must rest pri-| 


CBS @ ABC” 


KELO-tv Sioux Falls and boosters 
KDLO-}tv aberdeen, Huron, Watertown 


KPLO-tv Pierre, Valentine, Chamberlain 
General Offices; Sioux Falls, S. BD. 
Represented by H-R 
in Minneapolis by Wayne Evans & Assoc. 


Ear ae Re ye OL. 
BR ie pl Pee hones oa) pamemanars 


WORKSHOP—This is Henderson’s handsome new building in Green- 
ville. 


| In an Army hospital bed in the 
fall of °43 he read about aptitude 
tests, went straight to New York 
to take one when he was dis- 
charged and discovered his highest 
aptitudes equated with advertis- 
ing and his lowest with engineer- 


‘s2- 


and creative director; James M. Henderson, presi- 
dent; Howard K. McIntyre, vp; Roswell S. Eaton, 
\dle in the agency’s offices—John S. Williams, vp _ treasurer, and Fred C. Walker, assistant secretary. 


Advertising Age, June 13, 1960 


Eaton Walker 


ing. 

So Henderson went to work for 
,/General Foods as a salesman in 
Brooklyn, became a sales super- 
visor in Westchester County, and 
|in 1944 was sent to Denver on a 
| special sales promotion assign- 
ment. He was making $350 a 
month and was well on his way. 
| But he had been going to New 
| York University studying adver- 
| tising, had talked about advertis- 
ing to Ralph Starr Butler, ad- 
vertising pioneer and teacher who 
was then head of General Foods 
advertising, and he had the bug. 

“I was single, I had a car and I 
was under the GI bill,” he ex- 
plains, “so I became the fifth 
member of the staff of Curt Frei- 
berger Advertising Agency in 
Denver—at $12 a week.” By 1946, 
the Freiberger agency had grown 
to 25 people, with Freiberger and 
Henderson handling all the ac- 
counts, and at night and in the 
early morning Jim Henderson had 
managed to finish his college work 
and get a degree at the University 
of Denver, teach a radio advertis- 
ing course, and marry a Denver 
girl. 


es Mr. Freiberger wouldn’t sell 


Gor ACTIVE Hunters! 


|| Covering 360,000 outdoorsmen, 
interested in hunting & shooting 
| — big game, varmints, wild fowl. 


| 
Write for sample copy. 
} 


© AMERICAN 3 
RIFLEMAN tx 


SCOTT CIRCWE WASH. 6 0.C. 
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| Metrop pony 
Fort iibrth | 


2-0-O-ming 6 


IN THE LAST 10 YEARS BUILDING PERMITS 
IN FORT WORTH HAVE TOTALED 58% MORE 
THAN THE ENTIRE 25 YEAR PERIOD PRECEDING!® 


Since 1950 building permits in Fort Worth have totaled $452,300,175. In 

the quarter-century preceding 1950, building permits totaled $286,053,447 
. 58% more in the last 10 years than the entire 25 years preceding! And 

Fort Worth never ceases to break records in building. 1959 was an all-time 

high for the city with $58,509,514 in permits compared with $57,968,950 

in 1958. The 1959 breakdown was $27,409,251 for 3,037 homes, $19,297,666 q 

for commercial buildings and $11,702,597 for schools and 

churches. Yes, Fort Worth is really z-o-o-m-i-n-g — and 

the only medium that thoroughly covers the growing Fort : 

Worth Market everyday — vile 99 other rich Texas *Source: City of Fort Worth 

counties — is the FORT WORTH STAR-TELEGRAM. Building Permits Div. 


SEND FOR COMPLETE 1959 
FORT WORTH MARKET ANALYSIS 


A comprehensive 65-page study of the Fort Worth Market com- 
piled for your convenience. Send for your copy today. 


FORT WORTH STAR-TELEGR: 


Amon G. Carter, Jr., Pres. & Nat'l Advertising Director 
Ralph D. Ray, Nat'l Advertising Manager 


LARGEST COMBINED DAILY CIRCULATION 


IN TEXAS 


without the use of schemes, premiums or contests 
“Just a good newspaper” 
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Henderson... 


Jim an interest in his agency, and 
the youthful Mr. Henderson had 
a compulsive desire to own his 
own business, so in 1946 he and 
his wife and their baby daughter 
took off for Greenville, where, on 
Aug. 1, 1946, he started the Jim 
Henderson Advertising Agency in 
a $25-a-month room in _ the 
Greenville News building. 

Texize made Henderson an im- 
portant agency, and in turn Hen- 
derson helped make Texize an 
important product and an impor- 
tant company. Texize made a 
chemical cleaner for use in textile 
plants, and in 1947 billed maybe 
$1,500 through Henderson in trade 
books. Jack Greer, president of 
Texize, had been supplying bottles, 
of the cleaner to friends and | 
neighbors, who found it so good | 
that they urged Greer to package | 
it and sell it through retail outlets. 

The Texize organization had no 
experience with retail selling or 


marketing, and Hendérson conse-| quently was the midwife who | director, 
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Weber Cheek 


Williams 
Ford 


COPY CREATORS—In this copy creative group at Henderson are Jay W. 


Cheek, copy supervisor; John S. 


Williams, creative director, Alice 


Weber and Barbara Ford. 


brought Texize to fruition as a 
consumer product, having a hand 
in packaging, pricing, label design, 
etc. 


with Henderson since 
| 1957. 
|@ Mrs. Lida Mathis, office man- 


|ager, who has been with Hender- 


| tation of the “Love that soap” ad- | 


|Atlanta with a “who is Miss Tex- 


'of those days, 
| through the Carolinas and Georgia. | 


|despite the 


CINCINNATI 


4% i. The Henderson agency became | 


}son since 1954. 


ceeds of stock sales, incidentally, 
have not been taken out of the 
business; they have been added to 
the treasury to increase net worth. 

Jim Henderson is extremely ac- 
tive in the Young Presidents’ Or- 
ganization and is a firm believer 
in business management as a sci- 
ence, and in the value of continu- 
ing education for business men. 

He is proud of the fact that he 
was the second advertising man to 
attend the Harvard Advanced 
Management Program; that Mr. 
McIntire was the first agency ex- 
ecutive to complete the two-year 
summer session course for sales 
executives at Rutgers; that five 
Henderson people attended the 
first ADVERTISING AGE Creative 
Workshop; and that courses and 
|meetings are encouraged for all 
members of the staff. 


s “I can’t stand mediocrity,” Hen- 
derson says. “I want people who 
are tops. For the first eight years 
of this business, I always had 
people working for me who made 
more than I did; even now two of 
them make just as much as I do. 

“We've had to get out to get key 
people, and we’ll be bringing in 
some more from outside. But we 
intend to train our own, and we're 


Advertising Age, June 13, 1960 


more and more centralized, Jim 
Henderson believes the reverse. 

“Decentralization of companies 
with autonomous advertising op- 
erations is beginning to provide 
opportunities for good advertising 
agencies outside the New York 
and Chicago areas,” he says. “Ad- 
‘vanced transportation and com- 

anication have expanded our 
| avility to serve clients anywhere 
and made all art, tv and other 
facilities available to any alert 
jagency or advertiser. 


s “Top advertising personnel can 
now be attracted to the right 
jagencies with pleasant working 
|conditions, less commuting time 
and more family life. 

“For these reasons, we don’t see 
any particular limit to our growth. 
Our goal is to be one of the best 
creative agencies in the country— 
billing $20,000,000 to $25,000,000. 
Since a substantial amount of our 
business is in the package goods 
field, the attainment of our goal 
may take five years, or it could 
happen in a much shorter time, 
depending on the particular client 
or product. 

“We have top personnel who 
have successfully served large and 
|}small advertisers nationally and 


® It is interesting, if not signifi- | ° Peter M. Souter, account execu-| making a start on it now, with) regionally. We are also prepared 


cant, that Texize really began its | tive and supervisor on Texize, who 
‘takeoff—a takeoff which has since |@s been with Henderson a year 


been emulated by Lestoil, Mr. | and a half, after a year with 
Clean and others—with an adap- | BBDO and nine years with J. Wal- 


monition of “The Hucksters” book. | 


“Love that cleaner” became a buy- 
word in and around Greenville. 
Then the product moved into| 


ize?” radio contest patterned after 
the popular “Miss Hush” program 
and from there} 


Now Texize is sold throughout the 
South and Southwest, and as far 
north as Baltimore and Washing- 
ton, and is generally considered | 
the leading brand in that area, 
latter-day intensive 
competition of Lestoil, Mr. Clean) 
and others. 

In the process, Texize business 
grew from about $5,000,000 in) 
1957 to $10,000,000 in 1958 and | 
$16,000,000 in 1959, and billings 
through Henderson rose from that) 
1947 figure of $1,500 to $900,000 | Zepp 
in 1957 to not too far from $3,000,- | 


Pellizzi 


a corporation and assumed its pres-| ter Thompson Co. in New York. 
ent outlines in 1952, when How- 


ard K. McIntire, vp, secretary, = Until seceniis: Messi: Handee- 
| cone: ae Derek euparvines son and McIntire were the only 
(onetime assistant ad manager of | -tockholders; now the plan is t 
‘Rath Packing Co.), bought 10% |>° ; p oO 
of the agency stock. There are now ¢ Gee a dee Coe 
12 stockholders, including Jim|y,.\. 0, ? n thoug 


| thi Its in Mr. Hend him- 
| Henderson. The others are: vo eee ae 


self losing majority control. Pro-|vinced that business is becoming | 


|e John S. Williams, vp, director 
|and creative director, who joined 
the agency a little over a year ago. 
He came from Cunningham &'| 
Walsh, New York, where he was 
senior vp. 


e Roswell R. Eaton, treasurer and | 
director, who once was treasurer 
of Henri, Hurst & McDonald, Chi-| 
cago. 


e Jay Cheek, copy chief, who was | 
a copy supervisor at Young & 
Rubicam, New York. 


e Fred C. Walker, assistant secre- 
tary, director and account super-| 
visor, and eight-year Henderson | 
veteran, who is account supervisor | 
on the Miles account. 


-e Andrew M. Pellizzi, art director, | 
who formerly owned an art studio 
and was a partner in an agency in 
Ohio. } 


e George D. Hastings, research | 
director, with Henderson for two 
years; was with Ralph H. Jones| — 
Co., Cincinnati, for 12 years. ye. 


e Betty McCowan, media depart- | 
ment manager, a nine-year Hen- | 
derson veteran. 


Luttrell Hill 
PLANNERS—Working out a media 


e Paul L. Barrett, public relations 


ithree account executive trainees 
‘and three copy trainees.” 

| Henderson is not a “copy” agen- 
ey or an “art” agency, or a “re- 


’ 


Ott Sefton 


ART MEN—In this group, shown in Henderson’s art department, are 
Andrew Pellizzi, chief art director, Harry Zepp, art director, Fran- 
cis J. Ott and Richard Sefton. 


|search” agency. Jim Henderson’s 
background of selling almost auto- 
matically makes it a. marketing 
agency, 
}on moving products. But to do so 


make stock available to key people he is firmly convinced that top) 


|creative effort is a prerequisite. 
While many people are con- 


Dreier 


McCowan 
problem at Henderson are Sallie 


Luttrell and Peggy Hill, buyers; Charles Dreier Jr., media director, 
and Betty McCowan, media manager. 


|mentally to grow substantially 
| within the next few years. 

| “Although we want to be larger, 
we hope that this comes as a re- 
sult of being a great agency rather 
|than as a result of our ability to 
make new business presentations. 
| 

|@ “We have never tolerated and 
do not expect to present to clients 
mediocre thinking and planning. 
We must be outstanding in our 
|marketing planning and creative 
thinking. This is accomplished 
only by having above-average 
people.” + 


|Kleenex Tests New Boxes 

| Kimberly-Clark Corp., Neenah, 
|Wis., will test market two new 
|Kleenex boxes beginning in mid- 
June. One box, featuring a new 
|design, will be tested in the New 
England and Pacific Southwest 
sales divisions. A “space saving” 
|box, also with a new design and 
|featuring a carton of 400 tissues 
| just slightly larger than the stand- 
jard 200-tissue box will be tested 
lin Columbus, Denver, Spokane, 
Louisville and Phoenix. The com- 
pany declined to say if the tests 
will include advertising campaigns. 
Foote, Cone & Belding, Chicago, is 
the Kleenex agency. 


with complete emphasis | 


Sutton Names Fountain, Ogilvie 
Sutton Publishing Co., White 
| Plains, N.Y., has appointed Alfred 
|E. Fountain district manager of 
Electronic Equipment Engineering 
‘in the New England area and 
|Frank L. Ogilvie Jr. district man- 
|ager of the publication in New 
| York. Mr. Fountain was formerly 
\vp in charge of Reinhold Publish- 
|ing Co.’s Chicago office. Mr. Ogil- 
|vie was formerly district manager 
lin the New York area for, Indus- 
trial Publishing Corp. 


CBC Promotes Four in Sales 
John R. Malloy, previously su- 
pervisor of tv sales of Canadian 
Broadcasting Corp., Toronto, has 
been promoted to sales director 
(English). In his new post, he will 
be responsible for CBC’s three 
English sales departments—radio, 
tv and export. Named as managers 
of the three departments reporting 
to Mr. Malloy are Ronald S. Joynt, 
radio sales (English); William F. 
Cooke, tv sales (English); and 
William Weston, export sales. 


'SAAA Names DelJernett 

| Southwestern Assn. of Adver- 
\tising Agencies has appointed Ira 
DeJernett executive secretary and 
|treasurer, and has established ex- 
‘ecutive offices in the Interurban 
Bldg., Dallas. 
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C. M. Christie, President of Dayco Corporation (right), and R. G. Burson, Vice-President and General Manager 
of Dayton Industrial Products Co., a major operating dwision, review their development program. 


‘Advertising is part of our product 


‘‘No matter how well it proves out in testing, every 
new product we develop is something of a specula- 
tion. Just being able to make it . . . or make it 
better . . . does us no good until we can sell it in 
quantity. That’s where our business publication 
advertising programs come in. 

‘Right now, we’re well into a new diversification 
program throughout the entire company. We’ve 


yaa McGraw-Hill 


development...it narrows the gap to sales” 


even changed our name from Dayton Rubber Co. 
to Dayco Corporation. 

‘“‘By using business publications like McGraw- 
Hill’s to tell customers and prospects what we’re 
doing, the gap between product development cost 
and profitable sales is cut to a minimum. Adver- 
tising gives us broad market coverage, opens doors 
for our salesmen, aids us jn our future growth.” 
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McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36,N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 


Cee Fey é ie cs O es Pua e Mt ies Knee cl ae ebion eT aie heii Spige iran NS a pure Gane 5 a “lg ie 4 
Po ae Rie galt qt: Acah eee peetieee gt Tae Ft PLS 5 al 5 a ae ki yt ee, : * Ghste re aed bid 
bk om . BF tae : I eee rm er ay pen a a Pie Se a : te Apes ih : Fee ie Bee ie wiper aaees a / 
ty i OT ck 2k a ee cy at = SE eng ai hale ames eras oo: eon 2 aaa RE | er eS Le ar a 4 ae ee, 
eats ae Ne iets, ae ” Nie Sy j 2 eae ese ait gel ore ig side et ; Beret ss py ies ee " URE ose Ce voce Sc ae + “ site 
3 eae Le — ae - : oer ee Bo Sy SY saa : Tiel ee a tere a a ek ae ae BX ee Geb he ae 
sy ‘ "ie See ee es ° + ae ve Gx nee 3 Seer mcecmneerttn 2) AC neem Be. j a 
ee “ part ele Vt 
resi . aston oe 
et pene Tes 
Tee Epo 
ie ees ed 
ier. 
; ~ 2 y a j ; 
. $ = ee 4 ¥ wall Fi 7. > 5 i 
; ist *- f 3 oe 
5 Ke Sh 2S : ——— e 2 ; 
= ; Nidan es oe ‘dl ; 3 ae ; i ; 
: > bb i a os s . _ — 
t : , minions . | 4 e 2 a a ad ' Se 
t ‘ oh :3 fre a : ' J a 
hig ~~ n / 1“ } = ae ho _ " . 
oi q ee i Aa 
Capek de i 1 4 Sitti ae se at 5h . @ ae Powe 
Spee. (i s = — 3 a the Tee ala amie es | ae. 
of SRN ‘cul ¢ - Pp ie bt ‘ mn : =_—_ ney 
var —— sti ’ ¥ - fa ; — | a a ¥ ;  .¢ Sienna x ae 
ee . gba ee 7] 2 ale _ i = he Me se pa Sean ead i] ti ees 
eine ere, ae Bice. ° * Si ’ ie. ; ee ee lcs tS aes aioe pie 
pages oe pee. * a on _ oe F Ma. °° * ; , oe ae * a © 
ae’ ee | Oe ae \ * st, -ime 4 : va a 
eee. ; ati " aut ; a — ae 4 # ; = — } 
pears | .... ieee 1 ae —< eee Re oy : " Fe: & « 
ee a _ ‘a 4 7 : See ees Sako of] 
se ‘Ween ee » a moe a 3 . : Ree ieee poi, ae ‘ . 2 Re a 
—— ae ee a Ne ye - Bre . 4 SB ai | ee a eae | I, ie Ra ag corey i. t 
Fre oo gota me fi — % : Sg Miia crane, 2 iF i ee 7s. 5 : 
Saas a, i 2° r cc a a so : srt a. 
So ee sx ieee Sane - , ee had ie roe x Bee = . eee is be ee q . 4 at 
or ee a , ia oh ee Wie ae Je : i ee 33° Oo a a ee Sf £3 
mein tee <oe aeereg S. aie =. es ee Fe —_ Y nee adi. Ss ey ogy ps 
ee oa & ae ee, ee bya hel a cS Soy Pete - co abaves a re een ae ‘ am te * 
pee j Saeesee he s ; Bate. ae ee Ski) ; : E Sake BN, ce, c 5 Seager : ; foes 
a) aie ' ee a a ee . Se ae iM ; eS Sng A me i ae ae ‘ eet 
te a eh E j . . oe ee ci 4 Se ' i,” § = iis) ee } et 
a Terre . ae > ae Yee aT. aime = ft = ati ks «| Re. a te Tae 
es, : oie : ‘ Sue E, i (a eae Sgt ; ply To 3 2. Bae baal ages a ee eee : ; - By oat 
a a oes m “4 “eee £7. a a ¢ ee acs SS lc ea Nae 4 ae ‘ a be } Bah ae re 
2 oe ees SS = a: : nee | oo pa | ees is fag ee ee ee PS ' Beer as: 
oo a as ee eek sy. om ee eae Pere ae : pi ie ce a ' an baie nee wee 2 4 > ee FON te ae ae 7. cm ao ate 
Se eae. = ges ips ; a ; 2 a Ms ats me 2 ee ee Rn 2 ee . eed : Canes 
s s eaeue! 2 = =a Me oe 3 a ne at f a Se ae et SS A ae i peers 
Bi | so i Ee) oy et ot ie a — 4 : ean hs be] ie ong AG] een 
Wi, an Pe . a, ms %; ug Bs eo ve ; a ; Né : as : 
= ie é: ‘ ate = AY lle >) aa ahd 5 on ae “3 Sar oe tees ‘i 5 coh a ie. ar 
4 ae a th rer ee i ne a oe > if & . ee es eRe re ee bf . — 
ae 4 » zie 4 rd ‘ eed) 4 ar ; S, es ate a ae bed 
4 : ba — ea : . a re a 2 ri ¥ Sees 
en ee ig * : We y al " re i ge 4 oa oe dee r . 
Need H 4 thal i nis . 5 ae Sea tay et i oe, ie a : i eae & L ei 
" : : i : Pic ea fee ye r Bas fe Pea ‘ Eetaah > se i «Sipe i on » spe hese 
} on A ey i IPSS ne arene Pika ee 8 of Pi ea “si me - SPE 
; eet ym attr Ne : eet peers eee Sa saat Pt : a : SS ae ge: - { . oe aw eect: 
a : ret : ey a * a Mt eer eee cond fo jy rene i Se ag . an Bt oe tee." 32 oR 7 a Lill pias per 2 oe 
is pid ae Seale - a : 4 . vane F 4 a: | E i? ee epee . id. : = 7 
H ope he : " yoy P Pe 5 sear ; es ts a iti = _ £2 aaa ed S 
r) Peta Mee ues ty hax 2 aes ne. ; . ee a Pe a y) : aig So tok Se per Mien ct 
= bag Pu... ae i ee * 4 ; aie ae) ee nisi 
? iy ei ‘ Y aa. Fd 2 p%. Se ia 
y : oi ~  ae el . ; tf am : - ts ™~ Sr + 5 = 
i -- ahi ; * i "i ne $ ae o 
“ . res 3 ave ke, : z ie ve Meee i,  : ie =" as 
‘ . r p er ; a we 5 “ oh 
3 mitt r ee F ao : ee aes id 3 ee Syl! - cana pallid Side Maat : : 
F Zz — he ie hae ‘Ghee 
t ie ~~ +g a p i : Dia he R ‘ a » —. = } a sla 
“ , “: rat x a oe se ee 9 a z ieee a " ine . “ va ‘a J : maa ales cab ae 
2 : : ; et, 4 itr Ts Seek aR a a e st ie a sh i oN ae Stee, ee 
mae tein us 1 kale is oy hae sahae's Re Ea. Sn ee este age da : - : = ~ 5» jaa : 
aaa yLetve k a i iy ee P $ ” ot 3 Se bs 2, ae z vee : ee he . ae 7 aed ee a ’ - ae my a Hse « 
Gone se n° “ eee ee eS eee Rosman a oe wage so ? 2 Bren te a “i reg . az eter, ta. 
sap aeatn , Gea a a? ch ' Ps aoe 5g tinal aan a 77a a eres ie ey as eh ele. a ae i a ; 
» iat Fe s rod 4 Tey a 2 : * . ; 7 i if: a bess, Bere en ‘ 
rs ai f : 3 ‘e ai oe See Ae ¥ G 5: i ? bes: sak eit , 
BSE : - a bo Se poe i a we rs ce, ‘ Zi é = a tS % % Pe) Cae ee 
pio z yee , Peas Ney Se Ee =. 7 s es See = be zs eae + ER Re tice 
i ‘ i a i eS A eT (aa , Bers Bi ‘ Sees oe i Bact a oe mid ; Gee eet ‘ 
ye. oe Meee * ae ae oo ela ca. sf i ee ce Seger: See eee een ay 
orm eS ee ge aoe ete ah fers f wey - z: eas is om > teal Me ne ee kT P ie haar by 2 eee tS) Sie sy he “ss a. 
ee i I a cis ia i a Se a Oe ee aes a ae 
& irae ate Bd Shir Pei: % oe sate ice cep Petes" “a ae pe. x oe Ba ive m 2 di Brigid 2 carr ay 4 a a ee at a x 2 ee _ 7 a eee 
ee . : : : aap Bi a M4 as . i Boe: se a a ’ ‘ , sole ci my me Det ee Biscars < ae ve ce p ney td oe 
ple D i . i RES : _ oe = pl 2 a Meee. lau —s . oye 7 phi, Se ae © eae Satie, hi EM e ie, sy 
ee alee ae et 3 i Oe, =a) RF * a ig eee Nk Bie i Ais ) f Sh ied oes 
rae a Moree . en; - Ded var = Ps > j i” e nnhee — + Eig es Ft Se ese ae 
ts : ts ; 
3 4 < a, a ay 5 Rone - r ee ee ig jee Peary ; PRES Se OO 3 se! prlene ot teed 
a Cane 3 +4 << POR, eae Mantas Ee at eT ae “ 7 % Seer ce: He Biren d Ty ae 
Mees Nee ee Pe SN ere ase f ya pi toa OM ce ala Se ‘ia ie Cee mete 
; 5 che. aes cen Lee Nie cal, ir) ; c ee Ed = ag tegen ee Pet okt Ny OS ie ae Set eee a a 
Site pee eRe | gf coc yell — iasaise eciad ain Sais reo Ge eet Peeters? 6 oo > aia e Ps: kee Ree ned zi 
ae RAE Tater nies baie. Sates iar ee J Fas Me SEaae ae PPV ooh argh ee isfy Sa IRI SS te eels = 2 La ae 3%. 9 ae Tie ivpice get Re 
ae : le ee oe ys ae ieibee ch so) rr rr eRe Ene 5 A ae Noms Tin gaia deen epre ry vig 7 Pee ee RE: 
oe 3 " Beatie ne a Meee : Se apae a - “> Bas tac 6 Sie, eae, Ne i Page! ST a Se +9 die peat Peto pee 3 
eet gers ‘ Fait Fey ey ae a Saar a ‘ pve 4 e - i gs i! few s hey ee 
See ei = Pe fy ay Cees : jatuaepe ee rape : ee f uy 7, Ri a : . 3 “ me ‘tie . esr Bas sa areueta dp’ gk pees | el : 
; Pele dias aegis Sd! Aas 2. : ? ae Br, Ate tag Sas Bieta glee Pe eA hi aay 
Sun : (Pui tar gi ee ah Me tg Rt 9 erates cage gr Mp 2 eo Pe eer a J ae 5 z ; ef ae be a : ee : Y 
ee Salle SUN a ha Ses aie oe ‘ Sear Be, amet es” Ben eet 8, eee Pe See ee Pr a piss ee Ny 1 a D 
‘ ue Pi.) Sater toe ae oat ea eo Sa 5 eae per cr ena tie a PR vies, Cerne ie a 7 ei Tae ee he ae § i pee pee sy: ree 2 AiR eae 
: BS aeatcaneo tae Bay Olen ee: ae ea me el BES is ae eee a NN eS aan, be 
i ae, “ig vt é Psa eames, Ar & ae a Jeu ee aa! eee BN ae en ae a Pie Died i ee ie 2) ae ee rage es cha a we ei Dt St TN ay 
4 ¢ ea Bass, mee) hee “eae aise: aie ae ee! bs, i ede a Pa eee ese += RMIT Te ie Pee ere eon bs ; ey he 3 ee Singers: a3 
me) : het ms De Serge ser ¥ Pe: a See aaa eek 2 Lite SOG Mipiae tine ie es pine nye re chess 3 Daeg ad. xt 
a ie oe aE PT ea aise). ary: ses oh ell 5 Seer SS ed eee we care ia ace ne 7S aR RP rer arog en rac Ioana uae apne ceines os = ibaa = * 
bal se ee Ce ee ee hres sis okie 5 a Aa ea Se ‘yt lara Pee eg es Cee ae ae ahem ante oe Ri cos 5 hp TEE SATE ERE EDS he esl siden Sy sc ater alia ge 
ree as 4 Re ere nanan es P05. Ar eee bicieedieg 35s: 5 sae pene sy eS aaa ca Pee ae an” i reeks. Spa rea ath aot i gece rare a TRL ISR Te Reveal ee yh ee En ei eT eee Lies 
Maccknd ee eae “raga ey Ries Pee i Ride ot eae = ew aa? aes <s5 eee ea ct aes Bs F 3 ee SA eh PO Ee E ee “aes phe a Pan cad : ase a ee Si Snag 
re Fejcle hon V al e Bies A eR ON Es ie (eo eeg ree em Vy, ere ee. ta ae MN Ee eM eS eae rs cnt ene om me ees i, i eat 
ae AE ae: 2 ila eee eae Ores aro. ee es esi os te sippe e pas ratpe ee Se MEN ee ce Mts pega wee buaeetane © tec eta am “4 ee ke rant 2h 
a Sp geen eI EN = ER RUAN Gren See NT Rs me) We ae |, S630 Oe aa” Beet E eh EE SlAe We POS a RTE beste pe etcicthe ae See Bas d pee oe 
be i : bear mare eee Rae tar +S ee aanichnae ES ae SOs ees oats Ba i rte ed ee gee eg x ean Ne Pt = ag gi ieee am Pa a. rs St Biri 5. 
spe Sapient AS y! Ns fale ties. “ ang be ra Rn aren Seat 2 ise aman Me Ae Ph ana a era iT a a i na? 
; os aoa Lat alee Maer Peal ee ge ag 18 ae ane ra Peeler ger Eee rain yee os Ie ‘ ER ne aah tae 
: : ; a Ste af eer oe id eo he A Ri teeters pies Da Staessen : ae ° Oey 
fas a aa. § ~ > ae . i ait ne i in Ora a ee rs ai ce vase’ 7 1 
mea ‘ eae 
? | ae 
ites witek, 
7 a 
ee nthe: 
aN ae 
ee = 
An: oe 
ey 
Paes 
Shad 
igh 
me 
ty oe id = 
Poses a 
he nT 
ae ae 
eee 
wks 
fie 
. ss rt 
ripis 
Toe 
me 
=e 
its 3 
LORS 
@ < 
ee ne ee Ee 
o — 
< ; 
. es ' 
Sere 
OO ——————————————————————OO——O————e—ereeeeeereererr | 
. 
. 
7 i he Eee Z Sy ae oe, d = Pepe wil a ar ec eye ee aie ol - 
a aad a ; a : i al Be eg wate : : ' 


To Madison 
Avenue 


No New York daily can be 


first in all classifications of. 


retail advertising. But among 
the seven dailies, The Mirror 
is second in real estate, 
building supplies and elec- 
trical appliances. And first 
in others. 

In nine classifications, Macy's 
puts The Mirror second in 
advertising among all New 
York's dailies. 


Make 
The Mirror 
a MUST! 


Spot TV Billing 
Is Up 12% in Ist 


(Continued from Page 1) 
tions. On -the basis of stations cov- 
ered in both years, first quarter 
billings were up approximately 
12%. 


s Procter & Gamble kept its 
stranglehold on first place, with 
an estimated outlay of $13,466,400 
—nearly $3,000,000 above the pre- 
vious year’s level. General Foods 
stepped up its first quarter pace 
considerably to move into second 
spot with $5,036,000. Lever Bros. 
was down about $750,000, but it 
placed third with $4,639,400. 

Among the companies which 
sharply curtailed.their activity in 
this medium, judging from the fig- 
ures, were Lestoil Products Inc.; 
Warner-Lambert; Corn Products 
Co.; Texize Chemicals; Food Man- 


ufacturers and B. T. Babbitt Inc. 


Come to grips with your 
buying or selling problem! 


Your classified ad in Advertising 
Age gets right down to the basics 
of good buying or selling strategy. 
Puts your message into the hands 
of over 177,000 marketing men 
and women who have the author- 
ity to buy, sell or hire. You get 
quick action. Costs as little as $5 


per ad. Try it! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts. size and frequency apply. 


‘60 Quarter: TvB 


‘60 Rank 


. Procter & Gamble 
. General Foods 
Lever Bros. 
. Bristol-Myers 
Colgate-Palmolive 
Lestoil Productst 
» Bi Ree ccdathbiscnssinsne 
. American Home. Products .... 
. Miles Laboratories 
10. International Latex 
11. Standard Brands .................. 
12. Continental Baking 
. Warner-Lambert . 
14. Brown & Williamson 
. R. J. Reynolds 
16. Wesson Oil & Snowdrift . 
. Nestle 
18. William Wrigley Jr. Co. ...... 
19. American: Tobacco 
. Avon Products 
Bria” CEI vantittinentataanedlinonestinnss oie 
, Ba Ba, Peper By Ges. c...cccccesceee 
23.' Coca-Cola Co. & Bottlers .... 
. Philip Morris Inc. ............... 
. Ford Motor Co. Dealers .... 
. Andrew Jergens Co. ............ 
. Norwich Pharmacol .............. 
. &. C. Johnson & Son 
PME TIIID, ccccnicciinscereccsenens 
. General Motors Dealers 
31. Amheuser-Busch 
RENE) een 
. General Electric ... 

. Vick Chemical 
p PU ME Gs. cstaiencceascteversecs 
. Quaker Oats Co. ..... Be 
. Minute Maid Corp. .............. 
. Esso Standard Oil 
. Sterling Drug ............. 
. Liggett & Myers 
41. Falstaff Brewing 
. Drug Research Corp. ............ 
. Minnesota Mining & Mfg. .... 
. Associated Products 
. Carling Brewing .............000 
. United Merchants & Mfrs. .. 
. E. & J. Gallo Winery ............ 
ITT, | csrsesescisenssecsetccesns 
. Pepsi-Cola Co. & Bottlers .... 
Consolidated Cigar ............ 
51. Maybelline Co. 0.0.0... 


CONOUAWN— 


1960 


$13,466,400 


1959 
$10,479,400 
3,646,600 
5,342,200 
1,297,600 
4,191,900 
4,351,900 
1,352,700 
2,119,900 
2,024,800 
2,035,700 
1,413,000 
2,844,800 
4,570,300 
2,278,700 


633,500 ° 


Advertising Age, June 13, 1960 


‘60 Rank 

52. Plough 
. American -Motors 
Scott Paper ............ ne 
. Corn Products Co. ................ 
U. S. Borax & Chemical 
. Texize Chemicals 


Welch Grdpe Juice Co. ........ 
Swift & Co. 
Pillsbury 
Theo. Hamm Brewing 
Hertz 


Max Factor & Co. .. 
. Atlantic Refining ........... 
. Kayser-Roth Hosiery 
. Shell Oil 
DI WN Mis pescicsesaccatiendasabesency 
. Sardeau 
71. Chesebrough-Pond’s 


SFL SSSSSSISSRS 


. Food Manufacturers Inc. ...... 
. Atlantis Sales 
. Grocery Store Products Co. 
. Vie Tanny. Enterprise 

. Beech-Nut Life Savers 
. Gillette 


SCI . denisisenabliuipelectanios 
. Tea Council of U.S.A. ........ 
. Martinson’s Coffee 
81. Carter Products 
- Pabst Brewing  ....0.......ccc000 
i le: Se EE MUIR, csscsusenessces 
. Standard Oil Co. (Indiana) 
. General Motors .................. 
. Great A&P Tea Co. ............ 
. National Dairy Products 
. International Milling 
. Campbell Soup 
. Sehowery *GOFOS ......0.00000000000 
91. Burgermeister Brewing 
. Jos. E. Schlitz. Brewing 
- Phillips Petroleum ................ 
. Carnation Co. ......... 
bs RIE EINE Sebi aastenvssckccgthossncy 
. Hudson Pulp & Paper .......... 
Pam Fak, Ge Ta ics sccesccsese. 
. Hills Bros. Coffee 
IRR coccthisseuhssonalaaiathacwnausiiiuss 
100. B. C. Remedy 


1960 


353,100 


Top 100 Spot TV Advertisers 


First Quarter, 1960-1959, Gross Time Comparisons 


1959 
425,800 
as 


647,400 

1,523,700 

502,300 

2,252,700 
# 


675,700 
# 


cog 
359,000 
436,500 
Boa 
573,200 
372,200 
# 


682,500 
a 
= 
953,200 
1,185,000 
736,100 
= 
353,100 
= 


Source: TvB figures from N. C. Rorabaugh Co. +Formerly Adell 
Chemical. #Not in top 100 in first quarter of 1959. 


Category 
| Agriculture 
Ale, Beer & Wine .... , 
Amusements, Entertainment .......... 
RTS ee 
Building *Material, Equipment, 
I MIO ives cccenesseascons 
Clothing, Furnishings, Accessories 
Confections & Soft Drinks 
Consumer Services ............0c00c00 
Cosmetics & Toiletries 
Dental Products 
OPM PUREIIID - sostertiasiseessemscecceccsene 
Food & Grocery Products .............. 
Garden Supplies & Equipment 
Gasoli & Lubricants 


Hotels, Resorts, Restaurants .......... 
Household Cleaners, Cleansers, 
Polishes, Waxes* .....................0.. 
Household Equipment, Appliances 
Household Furnishings .................. 


H hold Laundry Products 
Household Paper Products 
Household, General 


Nati 
' 


Pet Products 
Publications 
Sporting Goods, Bicycles, Toys .... 
Stationery, Office: Equipment 

Television, Radio, Phonograph, 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles 8, Calif. 


Musical Instruments ................ 
1am enclosing $ Tobacco Products & Supplies .... 
Transportation & Travel ................ 
Watches, Jewelry, Cameras ........ 
Mise VL 
7 State Total 2 1p paguamommemme 
Reporting Stati . 


$ 


1956 

310,000 
8,323,000 

157,000 
3,280,000 


805,000 
1,793,000 
4,673,000 
2,952,000 
7,442,000 
4,253,000 

10,726,000 
28,461,000 

134,000 

3,123,000 
48,000 


1,579,000 


1,505,000 
768,000 


1,040,000 


$100,209,000 


267 


1957 1958 1959 
$ 410,000 $ 388,000 $ 536,000 
8,514,000 9,399,000 11,250,000 
119,000 84,000 140,000 
2,293,000 2,089,000 1,816,000 
450,000 514,000 423,000 
2,170,000 2,879,000 3,827,000 
7,234,000 6,278,000 7,307,000 
3,177,000 3,481,000 4,196,000 
10,660,000 11,544,000 11,736,000 
1,536,000 3,263,000 4,070,000 
12,981,000 11,560,000 16,218,000 
32,860,000 33,331,000 45,069,000 
190,000 251,000 262,000 
5,422,000 5,177,000 5,179,000 
87,000 84,000 109,000 
2,808,000 1,987,C90 11,331,000 
1,472,000 1,083,000 785,000 
1,380,000 661,000 1,249,000 
3,732,000 8,643,000 9,557,000 
1,618,000 1,284,000 1,302,000 
592,000 1,058,000 910,000 
30,000 65,000 42,000 
1,679,000 1,477,000 2,441,000 
553,000 300,000 332,000 
115,000 260,000 586,000 
131,000 36,000 65,000 
423,000 342,000 501,000 
10,331,000 8,072,000 7,191,000 
884,000 666,000 960,000 
1,249,000 1,362,000 148,000 
1,835,000 1,444,000 1,876,000 
$116,935,000 $119,062,000 $151,414,000 
321 333 341 

S, cl Ns 


*Starting with fourth quarter, 1958, liquid cleaners are included in sub-class “Cl 
Source: TvB figures from N. C. Rorabaugh Co. 


Product Type Movement in Spot TV: 1956-1960 


First Quarter Comparisons, Based on Gross Time Charges 


1960 
$ 567,000 
11,948,000 
343,000 
6,102,000 


504,000 
4,459,000 
6,959,000 
4,499,000 
12,956,000 

2,909,000 
16,624,000 
47,396,000 

332,000 
5,667,000 

213,000 


9,693,000 
1,980,000 


3 Accounts to Gross, Miami 


jtional Steamship Lines, London;| will: handle all advertising in the 
Charles Anthony Gross Advertis-|Dade Metal Fabrications Inc.,|U.S., Canada, Central and South 
ing, Miami, has been named to|and Oceanic Research & Develop-| America for the steamship compa- 
‘handle the advertising of Interna- | ment Corp., both of Florida. Gross | ny. 
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Young dad, Robert Pool, is demonstrat- 
ing a time-tested selling principle. Give 
the customer what she wants! 


FARM JOURNAL is written and edited 
in the same way. We find out what our 
families want and need. Then we serve 
those wants and needs. 


FARM JOURNAL’s editors know farm- 
ing. They’ve lived on farms, earned a 
living from farming, and frequent trips 
into the field keep their information up 
to date. But the editors don’t stop there. 
They’ ve enlisted the eyes and ears. . . the 
minds and hearts...of 500 farm families. 


These 500 families—the leadership 
families in their communities—are 
known as FARM JOURNAL’s Family Test 
Group. They’re the goers and the doers 
... the action-takers, the wide-awakers. 
Many times Test Group members put 
us on the track of a new trend in farm 
living. Or we may test an idea for an 


eam Ne ae en Fe 


“ - qsrrraneaie 


Robert Pool and Daughter of Dakota County, Minn., as featured in FARM JOURNAL 


THE CONSUMER IS ALWAYS RIGHT! 


article on the Group before running it 
in FARM JOURNAL. 


This unusually close relationship be- 
tween readers and editors is one more 
reason why FARM JOURNAL is one of the 
9 great ‘magazines in all America in 
which advertising investments average bet- 
ter than a million dollars per issue. 


A SERVICE FOR ADVERTISERS 


e When time permits, the services of FARM 
JOURNAL’s Family Test Group are available 
to advertisers. 


e For use-testing new products. Discovering 
new uses for established products. Or get- 
ting the customer’s views on the product’s 
best selling points. 


e Products approved by FARM JOURNAL’s 
Family Test Group are awarded the “Use- 
Tested and Approved” Seal. This Seal in- 
forms more than 3,000,000 of the best 
families in the country that your product 
will serve them well. 


a 
ne 


‘The magazine 
farm families everywhere 
depend on... 


GRAHAM PATTERSON, Publisher 
RICHARD ) BABCOCK. President 
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THE NATIONAL NEWSPAPER OF MARKETING 


The Importance of Brand Name Familiarity 


By James D. Woolf 
Creative Consultant 


The other day, sitting at a bar in a 
cocktail lounge, I fell into conversation 
with my right-hand neighbor, who turned 
out to be a Los Alamos scientist. After a 
bit of idle chitchat we got onto the sub- 
ject of advertising. 

“T never read ad- 
vertising,” he de- 
clared. “Never.” 

“IT notice you 
have a Parker foun- 
tain pen in your 
pocket and an El- 
gin watch on your 
wrist,” I replied, 
“and I'll bet you an- 
other beer that you 
shaved with a Gil- 
lette this morning 
and you have an Arrow shirt on your 
back.” 

“You win,” he said. “But I still insist 
I don’t read advertising. I don’t even 
have a television set.” 

I believe this man was 
truth. 

I reeled off 25 or 30 well-advertised 
brand name: and found he recognized 
every one of them! And he was the 
owner of many of these products. 


James D. Woolf 


telling the 


e Psychologists tell.us that we have con- 
fidence in familiar things. Says James 
Webb Young: “It seems that one of the 
deepest needs of the human race is for 
orientation, for a sense of ‘at-homeness’ 
in his world . .. The oldest and most bas- 
ic element in advertising caters to this 


need. It is designed merely to make 
something familiar to you, such as the 
name of a product. Just the name alone, 
repeated over and over. Or the name and 
the package, with no claims, no connota- 
tions, no imperatives to use the products 
—although these do, in practice, often ac- 
company it.” 


= I have talked with many persons who 
maintain they do not read advertising. 
Yet many of their personal possessions 
are advertised articles. How can this be, 
if these men are telling the truth? 

I wonder if the explanation doesn’t lie 
in the word “read”? They see advertis- 
ing. Glancing at an ad they see (a) a 
prominent headline promising a benefit, 
(b) a picture of the product, and (c) 
the brand name boldly displayed. Thus 
they are made familiar with the product. 


s Frequency of impact is important in 
this connection. Psychologists Lucas and 
Britt say this: “Repetition reinforces and 
strengthens the impression made on the 
audience. Each time an idea is repeated, 
the impression becomes stronger. Each 
time an impression is re-established, it 
tends to last longer.” 

This article is intended to be neither 
for nor against long or short copy. It is 
merely a statement of my belief that, 
generally speaking, blind ads which dis- 
play neither product nor brand name 
with some prominence are ill-advised. 

Annually, billions of dollars’ worth of 
merchandise is bought largely, if not 
solely, on the basis of brand name famil- 
iarity at the point of sale. + 


Looking at Radio and Television ... 


TV and an Informed Electorate 


By the Eye and Ear Man 


The obligations of the networks and 
stations during a political campaign are 
being discussed in Congress. Almost all 
concerned agree that television is of pri- 
mary importance in a campaign, and that 
its out-of-pocket costs are too high to be 
supported solely by individual contribu- 
tions to the parties. The question is, will 
time be voluntarily offered by networks 
and stations, or will there be legislation 
to force the issue? 


= There is a growing feeling that tele- 
vision, on the local as well as national 
level, can do much to mold an intelligent 
voter. Even the best-educated voters are 
often blind voters when they go into a 
booth. It is the duty of a mass medium to 
inform as well as entertain, and the only 
way to present candidates and issues is 
in a logical, straightforward way. 

The surest way of reaching voters en 


masse is to take a 9-10 p. m., EDT, period 
on all tv networks and stations and pre- 
sent a debate or statement from both 
parties with a small share of time de- 
voted to bona fide minority candidates. 
The latter might, in some cases, provide 
the comedy relief for this political tele- 
cast. 

The trouble with a voluntary system is 
that marginal time on a “Meet the Press” 
or similar interview show should be 
supplementary to the main effort (since 
the interviews are low-rating shows). 
Mandatory prime-time telecasting on all 
networks would virtually guarantee an 
audience as high as 20,000,000 homes, 
since there would be nothing else to 
watch during the time period, and many 
people have forgotten the art of conversa- 
tion and the pleasure of reading. 


= Is it asking too much to have all sta- 
tions volunteer free time and share line 


Vending Machine Era Begins: Weiss 


Phantom Stock Bonus Plan Described 


A Place tor Diminutive Headlines 


The C. M. Is Almost Satistied 


charges and technical costs? Perhaps 
AT&T could make a contribution by 
foregoing charges on the line costs four to 
six times during a national campaign. If 
a candidate is effective, theoretically he 
could be elected without doing a single 
additional thing. 

The same treatment should be afforded 
local issues. Candidates should be seen 
when the whole family is available to 
watch. The stations must assume a re- 
sponsibility in order to fulfill the spirit of 
their licensing obligations. A public-serv- 
ice-minded station should hope to do as 
much as newspapers to keep the elector- 
ate informed of local issues and candi- 
dates. Paid political broadcasts should not 
be considered a substitute for the station’s 
responsibility in this area. 

If section 315 of S.3171 must be 
amended to free broadcasters for full 
exercise of their responsibilities in this 
area, this should be done. 

It also should be possible for an ad- 
vertiser to donate his time to an impartial 
political debate and be allowed a tax 
deduction. This would encourage time 
contributions beyond the telecaster’s own 
allotment and enable companies practic- 
ing good citizenship to make substantial 
national gestures, rather than limiting 
them to local efforts within their organ- 
izations. 


= There is little doubt that the networks 
and many stations are becoming aware 
of their responsibilities as a communica- 
tion medium, as well as their primary 
“profit through mass entertainment” obli- 


gation to their stockholders. Congress, the 
FCC and public events have all helped to 
make enlightened -.broadcasters more 
mindful of their responsibilities in this 
area. 

While there is no substitute for a free 
channel in television, completely devoted 
to education and information, the present 
system can use time that is marginal or 
highly competitive (and hard to sell) to 
produce programs that might help to lead 
to a better world. To their credit, the 
networks already are doing just that. 

Election year is a great time to start 
with a didactic program. More and more 
the interest in the current election is 
assuming mass proportions. The issues 
are colossal, and survival is the key. By 
correctly handling this election campaign, 
which promises to be one of the most 
exciting of all times, the networks can 
prove to Washington that self regulation 
is the best method. The local stations 
must prove this equally in order to pro- 
tect their licenses. 


= Advertisers cannot escape their re- 
sponsibility, either. Networks cannot af- 
ford to do the job alone. Perhaps a volun- 
tary plan should be devised whereby all 
advertisers donate 1% of their annual 
television time to a worthy national 
election-year program. It seems little 
enough for self-preservation and a better 
informed U.S.A. And it would guarantee 
prime time to better non-commercial 
programs. ANA and Four A’s please note 
and respond. Internal Revenue Service, 
please note and allow deduction. + 


What Chey’re ( Really) Saying. . . 


—By W. H. Everett 


“You realize, Jackson, how this sort of thing impairs agency-client relations.” 
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417. Ernie Donohue 
48. Loretta Gagin 
48. Harford Powel 


80. Arthur Cole 
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3. Don Wheeler 
4. Gene Lequin 
5. Alex Osborn 


6. Grace Pearson 


1. John Whelan 


8. Ed Ryan 


11. Gardner Osborn 


133. Spence Vanderbilt 
134. Ann Harrison 
135. Paul Senft 


136. Larry Falkenburg 
137. Ace Trenchard 
138. Loretta O'Neil 


110. Cecilia O'Neil 
111. Irene Smith 


108. Mabel Hanford 


73. Bob Bagg 
%. Bill Strong 
75. Ed Bishara 


60. Doug Kingston 
61. Not identified 
62. Chet Haring 


4. Les Pearl 
35. Staz Azoy 


12. Bill Hathaway 
13. Bruce Barton 


36. Not identified 


14. George Gouge 


12. Chris Heinemann 


76. Mickey Cohen 89. Alice Prout 
113. Stanley Green 


63. Joe Archbald 


64. Ole Hanson 


37. Rudolph Brawns 
38. Vic Keeler 


15. Henry Canda 
16. Bill Magee 


90. Vera La Tourette 


91. Agatha Sirianni 


77. Emil Riedmuller 
78. Gene Hauss 


51. Clarence Davis 


114. Robert E. Lee 


65. Lex Chiquoine 


66. Celia Brondi 


67. Ann White 


52. Dan Leonard 


39. Charlie Benner 
40. Mary Scanlan 


17. Mary Lawlor 
18. Arnold Rau 


139. Paul Hollister 


140. Tom Ryan 
141. Frank Corcoran 
142. Not identified 


115. Not identified 
116. Not identified 


117. Lou Millot 
118. Kurt Josten 


92. Kay Saunders 
93. Maria Sutherland 
94. Dorothea Ferry 


95. Agnes Turner 


78. Ann Vesely 

80. Margie Thornton 
61. May Thornton 
62. Hettie Franck 


68. Francis O'Leary 
69. Allyn McIntire 


53. Catherine MacKenzie 
55. Mary Louise Alexander 
56. Bert Chapman 


54. Charlie Alley 


41. Charlie Lumb 
42. Ann Murphy 
43. Frank Fagan 


19. Not identified 
20. Ben Prins 


21. Ray Mulligan 


22. Ben Duffy 


119. Doc Woolley 
120. Ed Blackburn 


96. Ann Callahan 


70. Jack Turner 83. Margie McGay 
Nt. Bennett Bates 


57. Betty Grealishe 
58. A. R. Fergusson 


#4. Bill Baker 
45. Charlotte Greenwood 


97. Grace Vetter 


#4. Mrs. Bruce Barton 


The Creative Man’‘s Corner... 


Not the Mosit—the Almost 
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KOHLER KOHLER 
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Once upon a time we knew a young bachelor who was invited to dinner at 
the home of two elderly and frighteningly prim maiden sisters. It was an 
elaborate home, designed to their own specifications. The young man, de- 
layed at his office, was aware that he would be late, and proceeded to the 
engagement direct from work. 


He was greeted, and welcomed with warm enthusiasm the suggestion that 
he might like to wash his hands. The ladies indicated a door, and he barged 
in somewhat precipitately. There, in a spotless cubicle, was a place to wash 
his hands—and nothing more. 

Kohler of Kohler may be kin to those maiden ladies. Here is a beautiful 
advertisement, showing a beautiful young thing exclaiming pridefully about 
“her own dream bathroom.” But the bathroom is, as pictured, not “the 
most.” By any standards known to this department, it is woefully incomplete. 
The essential ingredient is missing. It is “almos®’ 

May we consider this situation briefly? This is a modern world, a matter- 
of-fact world. A long time ago James Branch Cabell, in his suppressed novel, 
“Jurgen,’”’ commented that in American fiction no character was ever allowed 
any excretory function beyond a bead of honest sweat on his brow. 

Jack Paar was recently plunged into the depths of a total dither over an 
episode involving the abbreviation, “W.C.” 

But surely the literate, magazine-reading public would not be offended by 
the sight, in any advertisement, of the third and so-very-important fixture 
in a modern bathroom. Otherwise there would surely be a mass boycott of all 
the other plumbing-fixture manufacturers. American Standard, in this same 
issue of the Post, bravely pictures its “off-the-floor toilet’. which “lets you 
swish a mop under it for new ease of cleaning.” 

This department submits, in all seriousness, the opinion that Kohler of 
Kohler would have a better advertisement, with much more selling power, if 
the bathroom shown were a complete bathroom, and the copy set forth the 
advantages of all Kohler bathroom fixtures. 


Good taste is greatly to be desired. We are as disgusted as most with the 
deodorant tv spots dealing so clinically and offensively with statues. But 
surely there is nothing offensive or disgusting in showing a bathroom in 
its colorful completeness. Kohler, we are almost sure, makes toilets as 
well as bathtubs and lavatories. 


Why, in the name of common sense, show only an “almost” bathroom? # 


Tips for the Production Man... 


The Case for the Diminutive Headline 


By Kenneth B. Butler 
In years of dealing with both editorial 
and advertising production, I have been a 
resolute disciple of the large, dominating 
headline. Nor am I about to abandon 


these wicked, wicked ways, if such they 
be. 

I have, on the other hand, heard it said 
that the exception proves the rule, and in 
Esquire magazine I have found that ex- 
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ception. 

Take the June issue, for example. Pro- 
vided that you are able to tear your eyes 
away from the four pages on which a 
sprite named Barrie Chase demonstrates 
the intricacies of the Maxixe, you will 
find the fine art of the diminutive head- 
line exercised with astonishing effective- 
ness. 

It is, in fact, doubly significant that the 
publication is Esquire, for the magazine 
employs a page size of 10%”x13%” (give 
or take an em or two, depending on the 
trim). And, since this page size is consid- 
erably larger than standard, logic dictates 
the use of a headline larger than stand- 
ard. But what do we find? 


s 1. “The Fine Art of President Picking” 
in what appears to be 12 point! 

2. “Switzerland—European Showcase” 
in 14 pt. 

3. “How the Man with the Record One 
Eighth of an Inch Long Was Saved by a 
Bessarabian Rye,” also in 14 pt. 

4. “The Europe That’s Back of the Cur- 
tain” in 18 pt. 

5. “What and How to Steal from Res- 
taurant Associates” in 20 pt. 

In fact, only a couple of the headlines 
in the issue can be measured at more than 
24 point. Yet, the headlines are in every 
case potent, dramatic, and fully function- 
al. 

Lest this splendid issue tempt all and 


On the Merchandising Front... 


sundry to henceforth set all headlines in 
size so diminutive, let’s take just a minute 
more and observe why these particular 
headlines managed to succeed despite vio- 
lation of a highly logical ruie of thumb. 

1. First of all, the paper stock is of high 
quality, heavier than normal and with an 
absolute minimum of show-through. 

2. Each of the layouts involved is sim- 
ple in the extreme. There are no boldface 
subheads, no cluttered “extras” to com- 
pete with the display, so that—regardless 
of size—the headline remains a major fo- 
cal point. 

3. In virtually all cases, the headline is 
positioned in a large area of contrasting 
white space. 

4. The smallest of these headlines are 
in fairly black type, with the exception of 
one which is set in red type, but with a 
surrounding black mass focusing upon it 
(The Fine Art of President Picking). 

5. In most instances, the remainder of 
the page consists of gray masses of text. 


® Conclusions: The diminutive headline 
(1) requires imaginative and skilled lay- 
out talent; (2) is never used for the pur- 
pose of saving space or crowding in an ex- 
tra line or two of type; (3) demands a 
layout of utmost simplicity, and would 
fail dismally in an ad or editorial situa- 
tion involving myriad small blocks of 
type, boldface, or illustrations of disparate 
sizes and dimensions. + 


The Vending Machine Era Now Begins 


By E. B. Weiss 


It may sound queer to remark that “the 
vending machine era now begins.” After 
all, we’ve had vending machines for years, 
the industry’s volume is enormous, and 
the variety of merchandise sold has 
broadened consider- 
ably. 

However, two 
great roadblocks 
have narrowed the 
distribution, channel 
represented by the 
vending machine. 
One has been its 
inability to accept 
bills and make the 
change required by 
larger denomination 
bills; the second, its 
inability to vend perishables outdoors. 

The latter presented grave difficulties 
not only for food, but also for health and 
beauty aids, and for innumerable non- 
food items that do not benefit from 
exposure to extremes of temperature and 
humidity. The former prevented the mer- 
chandising not merely of items selling for 
$1 retail and over—it also kept the 
average ticket considerably below $1, 
since the limitations on change mitigated 
against multiple-package units, multiple 
sales, etc. 


# I had been informed, well over two 
years ago, that by 1960 the vending 
machine would be able to accept paper 
money—and make required change. In 
several columns in AA, over that period, 
and in several talks, I passed on this 
information. I had also been informed 
that, if anything, more progress was being 
made in technical developments with 
vending machines that would lessen the 
problem of perishability from outdoor 
exposure to the elements (from indoor 
exposure, too, for that matter). And this, 
too, I reported. 


e Now we find that the vending machine 
capable of accepting bills and making 


Pete oy, ee gt", ie ewe cq oe Aiea 


appropriate change (it accepts $1 and $5 
bills and all kinds of change up to a total 
of $9) is on the market. Indeed, one of 
these electronic merchandising fixtures 
is receiving a fascinating test in Macy’s, 
New York, on such items as men’s T- 
shirts. (This is the machine developed by 
Universal Match.) The very concept of a 
vending machine for soft goods in a 
department store is startling. 

We also find that electronic and other 
devices have been developed that make 
perishability very much less of a problem 
than before. As a matter of fact, so long 
as a vending machine of the new type is 
properly serviced, perishability has been 
reduced to manageable and _ therefore 
acceptable proportions. Moreover, the 
progress made to date in this respect 
suggests that the few remaining diffi- 
culties will very soon be reduced to a 
supportable minimum. 


= I think these vending machine develop- 
ments have come along at precisely the 
right time. Mass retailing is in desperate 
need of mechanical and electronic mer- 
chandising concepts that will lessen its 
dependence on labor on the selling floor. 
The vending machine now holds some 
promise of cutting the retail payroll meas- 
urably, as well as increasing volume. I 
believe, therefore, that mass retailers will 
be more inclined to experiment with 
these newest automatic vendors than 
might have been the case just a few years 
back; surely the Macy experiment is 
proof of the validity of this assertion. 

I believe, also, that our larger retailers 
will not be too hasty in condemning the 
automatic vendor if, in its initial tests, it 
does not live up to the bright future 
promised for it. This will be a great 
benefit—and for these reasons: 


= First—over the years, some large re- 
tailers have experimented with vending 
machines (Filene’s, for example) and 
then discarded them for good reasons. 
Unfortunately, in several instances, these 
retailers soured so completely on vending 
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PLAYED DOWN—Several layouts from Esquire, making dramatic use of the diminutive 
headline. Simple as it looks, the technique requires consummate skill, contends our 
production tipster. 


machines that they want nothing further 
to do with them. But now, as I mentioned, 
I think that most mass retailers will 
conclude that tests are not to be dis- 
continued simply because of a failure, in 
part or in whole. After all, most of our 
great inventions would never have been 
perfected if they had been discarded 
because of failures in their early stages. 
So there will be a beneficial willingness 
to continue these vending machine tests, 
to learn a bit from each failure, to change 
and to modify procedures. This will be 
all to the good. 


that the proper moment has arrived for 
large manufacturers of pre-sold brands to 
establish, as a specific project, the de- 
velopment of total marketing plans in- 
volving the automatic vendor. Several 
manufacturers right now are working 
along this line. I believe that Pepsi’s 
interesting vendor, which automatically 
dispenses six-packs, is fascinating evi- 
dence of recognition of the role the 
automatic vendor will soon be playing in 
soft drinks, in beer, in cigarets, etc., for 
multiple units. And I assume that several 
large manufacturers of soft goods are 
keenly interested in the Macy experiment 


s Second—I am also of the opinion that with T-shirts and other soft goods items. 


the testing will go “way beyond mer- 
chandise, pricing, packaging (all extreme- 
ly important, of course). I think the test- 
ing now will include locations for the 
automatic vendors—locations in other- 
wise wasted space in retail stores; loca- 
tions outside of retail stores that will be 
operated day and night, seven days a 
week; locations in types of outlets for 
which the vended merchandise would not 
otherwise be suitable (gasoline stations 
for example); locations not directly as- 
sociated with a store (like the new out- 
door corner locations for pay telephones) . 
These tests will also include completely 
new concepts of retail stores that will 
consist exclusively of batteries of vending 
machines. Maybe the automatic vendor 
will bring back the small specialty store 
and bring a halt to the mad dash of all 
retailers toward giant one-stop store 
units. 

In any event, it would surely appear 


= The companies that are developing the 
new types of vendors—the vendors that 
accept paper bills and make appropriate 
change; the vendors that can dispense 
units as large as beer six-packs; the 
vendors that can dispense perishables— 
are now very large companies; they are 
well heeled, able to make substantial in- 
vestments for future returns, and with 
the “right” connections (including the 
right investment banking connections). 
It is logical, therefore, for large manu- 
facturers of pre-sold brands to begin 
mature planning for the coming age of 
automatic vending of a remarkable vari- 
ety of pre-sold brand classifications— 
bearing in mind that the pre-sold brand 
makes possible the automatic vendor, and 
also bearing in mind that the automatic 
vendor will bring about changes in distri- 
bution as violent as those resulting from 
the growth of the food super. # 
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‘CIRLTALK”(‘<é‘éi 
FOR 
AD MEN 


P oe SOHMCEN .. 


that’s why Seventeen’s advertisers love me! 


What makes SEVENTEEN so dear to the teen-age girl’s heart? The very same quality that 
endears her to SEVENTEEN’s advertisers. Devotion. For SEVENTEEN is devoted to the teen-age 
girl exclusively. From cover to cover, it talks with her alone. In girl-to-girl fashion, it 
answers her questions, discusses her problems, expresses her ideas. “Girl talk” like 
this creates amazing buying action. 65.2% of SEVENTEEN’s 4,800,000 readers have 
actually bought merchandise from its pages.* What kinds of merchandise? Not 
just cosmetics and clothes, but everything from silverware and diamond rings 


to furniture and food. No wonder advertisers place more linage in SEVENTEEN Heat ti: : // KA} 
than in any other monthly magazine for women! *Gilbert Youth Research brand loyalty starts in... — S 2 tien eager 
it’s easier to START a habit than to STOP one! sEVENTEEN MAGAZINE - 488 Madison Avenue, New York 22 + PLaza 9-8100 


D 0 U B L E E 4 P @) S U R E F @) R Y O U R A D V E R T | S | N G : SEVENTEEN-at-School—only magazine of its kind—offers your educational materials to high school home 


economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 
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What's Doing on the Legal Front... 


‘Phantom’ Stock Bonus Plans Are New Look 


in Executive 


By Sidney A. Diamond 
Member of the New York Bar | 


Talented executives today cannot be at- 
tracted and held by salaries alone. Some 
form of incentive compensation program 
that will give the individual a share in 
the progress of the business is demanded 
almost universally. 
As the result of a 
legal blessing given 
to the Koppers Co. 
by the supreme 
court of Delaware, 
“phantom” stock 
plans recently have 
been receiving a lot 
of attention for this 
purpose. 

A phantom stock 
plan gives the em- 
ploye the financial 
benefits of owning an interest in the 
business, although he actually doesn’t ac- 
quire any stock at all. This kind of sys- 
tem has certain advantages for both 
sides. Furthermore, although plans like 
these have been adopted mostly by very 
large, publicly-owned companies so far, 
they also seem to have features that will 
appeal particularly to relatively small, 
closely-held corporations like advertising 
agencies. 


Sidney A. Diamond 


® Instead of shares of stock, the partici- 
pant in a phantom stock bonus plan is 
awarded “dividend units,” “stock units,” 
“deferred compensation units,” or some 
similarly-named right of participation 
in the company’s future profits. Typi- 
cally, each phantom stock unit is en- 
titled to dividends equal to those paid 
on the actual shares of stock issued by 
the corporation. In addition, an employe 
who resigns or retires may be given the 
right to redeem his phantom shares, per- 
haps for an amount equal to any increase 
in the book value of the corporation’s 
real shares of stock. There are no fixed 
formulas for participation; they can be 
varied in innumerable ways. 

Also, phantom units may be awarded 
by a bonus committee, by the board of 
directors, by the chief executive offi- 
cer, or in whatever other fashion the 
management decides. 

Now let us compare the operation of 
these phantom unit plans to the require- 
ments of a plan under which real shares 
of corporate stock are made available to 
employes. 


= An employe can get stock as a bonus in 
only one of two ways. It is either given 
to him in recognition of his services, or 
he receives an option to buy it for cash. 

If the employe is not required to pay 
anything for the stock, that doesn’t 
mean it is simply a gift. On the contrary, 
a corporation ordinarily has no legal right 
just to give its steck away. The “free” 
stock, therefore, is treated just like 
any other bonus given to an employe, 


Compensation 


which means it is additional compensa- 
tion for his personal services. And this, 
in turn, means that the employe must 
pay income tax on the fair value of the 
stock. It is bad enough to have to dig 
into your pocket for the cash to pay tax 
on a certificate of stock, but there may 
be even worse problems if the Internal 
Revenue Service decides to contest the 
value placed on tne stock. So far as phan- 
tom stock units are concerned, the final 
returns are not in yet, but it seems 
likely that only the dividend payments 
will be taxed, since the phantoni shares 
do not represent any equity in the cor- 
poration. 


= If the employe is given a stock option, 
it can be restricted in such a way as to 
avoid any income tax on the value of 
the option itself. But a stock option is 
worthless unless the employe can raise 
the cash to buy the stock when the time 
comes to exercise the right to pick it up. 
If the stock is listed on an exchange or 
traded over-the-counter, and the market 
price is higher than the option price, the 
employe may be able to sell some of his 
shares at a profit and thus reduce the 
net cash investment required. But this 
frequently would be impossible in a 
closely-held corporation, because the 
shareholders generally are _ prohibited 
from selling their stock and there is no 
market for it. No such problem arises un- 
der a phantom stock plan, for the units 
are simply given to the employe without 
charge. 


= These phantom plans obviously pro- 
vide a desirable kind of additional com- 
pensation from the employe’s viewpoint. 
He cannot possibly lose, which might 
happen with real stock. However, phan- 
tom stock plans do not permit any op- 
portunity for capital gains; all pro- 
ceeds would be taxed as ordinary income. 

From the standpoint of the corporation, 
a phantom stock bonus plan may be much 
simpler than one involving real shares. 
In the first place, the various legal tech- 
nicalities of issuing stock certificates are 
avoided. In addition, the employes who 
receive phantom shares get no voting 
rights, so that the management need 
have no fears of running into a proxy 
fight with a group of its own employes 
who have gotten together and pooled 
their votes. Finally, there is no need for 
the complicated stockholders’ agreement 
which the small corporation, in particu- 
lar, finds necessary to prevent the sale 
of stock to outsiders and requires its re- 
sale if the employe resigns or retires. 

Although phantom stock plans elimi- 
nate many legal procedures necessary 
when real stock is given to employes, 
it is obvious that even a phantom plan 
requires certain formalities and some pa- 
per work. No such plan should be at- 
tempted without a careful analysis by 
your lawyer and accountant. # 


Learning from the Retail Ads... 


The ‘Dig Out the Story if You Can’ Ad 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Advertising is never anything unless it 
is first of all—communication. Here is an 
ad thag fails completely to fulfill its po- 


ee 
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tential because it falls down on that first 
fundamental requirement. 

Most of the reproductions are ugly, in- 
competent, and muddy. That fetish of 
artists who are not commercial artists— 
black type on grey background—conceals 
the story the ad was bought to reveal. 

There is enormous dramatic possibility 


me 


an 


in the theme of a preview of PRODUCTS 
OF THE FUTURE. Important stores are 
more than shopping centers for women. 
They are literally places of entertainment 
and diversion—to say nothing of educa- 
tion. Department store traffic would 
shrink greatly if women reduced their 
visits to none but purchasing expeditions 
and minutes. Women walk through stores, 
including furniture stores, to “see” and to 
“look.” 

And this ad has a story to tell that 
would bring them in. 

Whatever the response was to this ad, it 
could have been much greater. And if the 
ad had communicated its story with in- 
stant clarity, numerous people who did 
not respond, or who could not or would 
not respond, would nevertheless have had 
a heightened impression of this store and 
of the cooperating manufacturer. 


s Advertising, to repeat the definition I 
cannot mention too often, is professional 
selling multiplied by circulation. But you 
cannot multiply selling unless you com- 
municate. A good assignment for any class 
in advertising, or for any of the numerous 
layout artists who permit art or creative 
devices to come between their advertisers 
and the readers would be to revise this 
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ad and make it tell its story engagingly 
and with superb clarity. + 


What They Were Saying 25 Years Ago... 


Z. L. Potter, exec vp of Erwin, Wasey 
& Co., im a statement during Foreign 
Trade Week (AA, May 27, 1935): 

“The thing that many people overlook 
is that foreign trade can in the long run 
be nothing more than a trade. We cannot 
export more than we import, nor import 
more than we export. If this is true, and 
if we can, except for certain tropical veg- 
etable products and a limited number of 
other things, meet all our needs through 
American production, what is the sense of 
exporting goods to other countries only 
to receive back from them goods we also 
can produce? It cannot increase employ- 
ment or prosperity in America. The only 
people to profit will be the steamship 
companies.” 


Mrs. Emily Newell Blair, chairman of 
the consumers’ advisory board of the NRA, 
addressing the AFA (AA, June 17, 1935): 

“The consumer’s approach to commodi- 
ties is very different from what it was in 
the days of golden prosperity. The con- 
sumer today fears poverty more than 
pyorrhea. The gas-per-mile of a car is 
more important than a streamline. The 
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shrinkage of a dress counts more than the 
latest style, the amount of peach in a can 
more than the size of the peach, the quan- 
tity of cold cream in a jar more than 
a delicate aroma. And price above all. 

“Naturally, producers do not like this, 
nor can you blame them. After spending 
millions of dollars to establish a brand 
name on the basis of its delectability, or 
beauty, or style, or perfume, it must be 
very sad to have to resell it on the basis 
of how many calories it will produce, what 
its tensile strength is, how long it will 
last, and what it is really worth to a man 
trying to maintain a $10,000 standard of 
living on a $5,000 income.” 


Chester H. Lang, director of publicity 
of General Electric and president of the 
Advertising Federation of America, ad- 
dressing its annual meeting (AA, June 17, 
1935): 

“Advertising, aided by sound and fair 
legal regulation, will be as near perfection 
as mortals can make it. But even then 
there will be crooks, liars, swindlers, 
twisters of words, who will use, or try 
to use, advertising to achieve dishonest 
and unworthy results, just as the same 
gentry have misused every other useful 
instrument of business and society down 
through the years.” 


E. H. Harris of the Palladium and Item, 
Richmond, Ind., chairman of the Inland 
Daily Press Assn.’s national radio com- 
mittee, speaking at an association meeting 
where he rapped the broadcasting of spon- 
sored news programs (AA, June 17, 1935): 

“Can you imagine a great newspaper 
leading off its principal story on Page 1 
with a paragraph something like this: 

“Ladies and gentlemen: The double 
column story of vast national importance 
which is herewith presented to you in 
these columns is presented through the 
courtesy of Messrs. Blank and Blank, the 
largest manufacturers and distributors of 
hot air appliances in the world. 

“When you read this story, just recall 
that it has come to you through the cour- 
tesy of Messrs. Blank and Blank. We hope 
you will enjoy it and we especially hope 
that when you next buy a hot air appli- 
ance you will keep Messrs. Blank and 
Blank in mind. Try their appliances once 
and you will never use any others.” 
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SAU WAN YA ARLEN 


Why let people sleep on their buying decisions? 


Have your advertising message delivered in the 
morning for BUYING ACTION the same day! 


The daily FREE PRESS reaches more people 
for you than any Michigan newspaper, and does 


} newspaper at i low cost 


provides basic coverage of it at a lower cost per thousand. 


METROPOLITAN MICHIGAN 


= The Detroit Free Press 


Michigan's Only Morning Newspaper 


National Representatives: Story, Brooks & Finley © Retail Representative: George Molloy, New York 
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NICKELODEON THRILLER?—Those two gents who appear to be struggling with each other 
on a station wagon roof while a sanguine cop looks on are really trying to take a 
picture for an ad for Japan Air Lines. They are Jerry Huff, Botsford, Constantine & 


Inside # 
story “= 


on the calm gua 
beauty of 
Japan Air Lines’ 
few jets 


= 
: f 
* 


if 


ss eeae 


a. ery at BB gw ee é 


in on San Francisco International Airport. The cop is an airport policeman. The ad 
to the right is obviously not the one the two men are trying to get art work for, but it 
is for the same client, by the same agency. It will run as a color spread during July 


Gardner art director, bracing Walt Hagemann, photographer, against winds whistling in Holiday, The New Yorker, Town & Country and Vogue. 


‘Montrealer’ Buy Caps Period of Rapid 
Expansion for Wallace Publishing Ltd. 


MONTREAL, June 7—With the 
acquisition of The Montrealer, 
slick magazine catering to top 
level society, by Wallace Publish- 
ing Ltd., has come the story of 
how J. J. (Joe) Wallace, presi- 
dent, who migrated from Scotland 
in 1915 at the age of six, is today 
the third largest business paper 
publisher in Canada. 

Said Mr. Wallace: “The Mont- 
realer has a definite place on the 
national scene and I have great 
confidence in its future. It is the 
only monthly publication left 
wherein the purveyors of the finer 
things of life can advertise their 
wares and services.” 

Purchase of The Montrealer 
from Town Publishers Ltd. caps 
a remarkable expansion period by 
the Wallace company. Recently it 
acquired Architectural & Building 


Catalog and Engineering & Indus- | 


trial Catalog. Last March marked 


Ay 


© WESTERN HORSEMAN 
149 Advertising 
Agencies Placed 
167 National Accounts 
in Last 16 Issues of 
THE WESTERN HORSEMAN 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS. COLORADO 


the debut of another publication, 
Canadian Pit & Quarry. The num- 
ber of Wallace publications has 
grown from four in 1946 to 18 at 
present. Sparking this rise has 
been 44-year-old J. J. (Joe) Wal- 
lace, who branched out for himself 
14 years ago by purchasing Hol- 
liday Publications Ltd. 


® Associated with him since the 
earliest days have been two broth- 
ers, John, vp and general man- 
ager, Wallace Publishing, and Rob- 
ert, vp and general manager, 
Wallace Press Ltd. Joe Wallace 
first entered the publishing busi- 
ness in Canada in 1933 when he 
took a job in the circulation sales 
department of the Maclean-Hunter 
Publishing Co. He soon became a 
crew manager, then a sales su- 
pervisor and moved from Mont- 
|real to the position of branch sub- 
|seription manager at the head 
|office in Toronto in 1940. 

| In 1942 he became advertising 
sales manager of Plant Adminis- 
|tration and was sales manager, 
central division, Canadian Engi- 
neering Publications Ltd. a year 
| before purchasing Holliday Publi- 
cations. The company’s growth is 
unigue in Canadian publishing. 


Volume of advertising and business 
in general is 33 times that of 14 
years ago. 

There were signs of success 
right from the beginning as the 
four publications purchased from 
Holliday doubled their revenue the 
first year. In the next decade 
revenues soared by 2,500% as the 
four original magazines expanded, 
others were purchased and still 
others launched. Building Manage- 
ment was the first new magazine 
created by the new company. It 
was succeeded in 1955 by an indus- 
trial publication now called Plant 
Management. 


® In 1951, Canadian Builder was 
begun. From the start this be- 
came Canada’s leading building 
construction magazine and today 
carries 50% more advertising than 
its mearest competitor. Sports 
Goods & Playthings was purchased 
in 1952, splitting in 1956 into 
Sporting Goods Merchandiser and 
Toys & Playthings, each exclusive 
in its field. Transport Commercial 
was launched in 1953 to serve 
French-speaking fleet and bus op- 
erators. 

In 1954, Canadian Variety Mer- 
chandising was expanded and in 
1955 Canada’s first office executive 
magazine was founded. Its title, 
Office Equipment News, was 
changed to Office Administration 
in 1959. 

Year by year expansion contin- 


ued. In 1956, Product Design & 
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yy TOTAL OF LACKAWANNA AND LUZERNE COUNTIES IN 
* SRDS CONSUMER MARKETS - FEBRUARY 10, 1960 
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Materials was started, changing its | 
name in 1959 to Product Design & 
Engineering. Batiment Genie-Con- | 
struction split into Batiment and | 
Genie-Construction in 1958, bring- 
ing to four the number of French- 
language publications. The first 
issue of Packaging Progress, a new 
magazine for Canada’s packing 
field, came out in April, 1959. 
“Joe” Wallace expects to double 
his advertising and _ publishing 
business in the next 10 years. # 


Giantview TV Changes Name 

Giantview Television Network, 
Detroit and New York, has changed 
the name of its closed circuit tv 
and tv tape production division to 
General Television Network. The 
company will! retain the Giantview 
name for its tv and electronic 
equipment manufacturing division. 
The change was made to give sep- 
arate identities to the company’s 
closed circuit operations and its 
manufacturing unit, Stanley R. 
Akers, president, said. 


BBDO Boosts Three 

Peter Touart, copy supervisor in 
the New York office of Batten, 
Barton, Durstine & Osborn, has 
been appointed head of all crea- 
tive services in the agency’s Min- 
neapolis office. Donald B. Madden, 
account executive in the San Fran- 
cisco office of BBDO, has been 
shifted to New York. Donald J. 
Dolen, who heads the copy depart- 
ment in BBDO’s Detroit office, 
has been named a vp. 


McGraw-Hill Boosts Taylor 

Tom Taylor, who joined Mc- 
Graw-Hill Publishing Co. in 1930 
and has been district sales man- 
ager of Food Engineering since 
1935, has been appointed assistant 
to the district manager of the com- 
pany’s Cleveland office. 


Rossi Adds Two Accounts 

Rossi & Co., Detroit, has been 
named to handle advertising for 
H. R. Krueger & Co., Detroit, mak- 
er of machine tools and automation 
equipment, and for Weldit Inc., 
maker of torches and welding 
equipment. 


KGO-TV Names Coughlan 


KGO-TYV, San Francisco, has ap- 
2 | pointed Russ Coughlan general 
"sales manager, succeeding David 
|M. Sacks, who has been named 
general manager. Mr. 


Coughlan | 


WAVE, WAVE-TV 
Issues Handbook 
to Guide Agencies 


LOUISVILLE, June 7—A formal 
set of standards and require- 
ments for what it expects from 
agencies in connection with 
commercials for their clients has 
been set forth by WAVE Inc., 
operator of WAVE and WAVE- 
TV 


Two booklets, one for radio 
and one for tv, have been dis- 
tributed by WAVE to Louisville 
area agencies. 

“Many of these standards and 
requirements are already cov- 
ered in our standard station 
contracts,” said Nathan Lord, 
vp and general manager of the 
stations. “However, we felt that 
agencies would welcome our 
putting all of them in this col- 
lected form.” 

With the requirements now 
compiled and listed, Mr. Lord 
served notice that the station 
will begin charging for services 
it performs when it feels these 
services should have been per- 
formed by the agency. 


s The television booklet in- 
cludes sample commercials, film 
and art specifications, and re- 
quirements for such things as 
deadlines, copy length, props 
and materials. 

The radio booklet includes re- 
quirements for spots, such as 
number of copies, type of copy, 
deadlines, product acceptance 
and contests. + 


Ted Levy Changes Name; 
Names 2, Adds 4 Accounts 

Ted Levy, Richard Lane & 
Co., Denver, has changed its 
name to Jerome Philip Adver- 
tising Agency. At the same 
time Gray Fair has joined the 
agency as art director and pro- 
duction manager, and Dave 
Cheever has joined the agency 
as an account executive. 

The agency recently added 
the following accounts: Glen- 
shore Mfg. Co., Colorado Indus- 
trial Bank, Lone Star Airlines 
and Standard Furniture Mfg. 
Co. 


Anderson to ‘Sportsman’ 

Roy Anderson, formerly own- 
er of radio station KRPL, Mos- 
cow, Ida., has been appointed 
ad and business manager in 


joined the station as a sales rep-|charge of the Seattle office of 


resentative in 1957. 


Alaska Sportsman. 
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One of today’s impor- 
tant merchandising 
trends is to conveni- 
ence items. Many of 
these are made pos- 
sible only by aluminum 
foil protection. Many 
also benefit by the bril- 
liant beauty of foil and 
the quality image it 
creates...the leadership me slits: aaa 
image. Pictured here Sen 

on Reynolds Alumi- 
num Foil are a few 
examples from the 
endless parade appear- 
ing in Reynolds Wrap 
Aluminum Packaging. 
Give your quality 
product this Look of 
Leadership! 


ALUMINUM 
PACKAGING 


SEAL HELPS SELL! 
Proclaim the fact that your 
product has the quality pro- 
tection of Aluminum Foil... 
it pays! Tell the story on 
your package, too...with the 
Reynolds Wrap Aluminum 
Packaging Seal. Used on 
more and more products, 
known to more and more 
shoppers...surveys prove it 
helps sell! 


PRINTED BY OFFSET 


PICTURED ABOVE WITH REYNOLDS WRAP... FINE PRODUCTS OF WARNER-LAMBERT PRODUCTS DIVISION 


REYNOLDS 
ALUMINUM 


Look to the Leader in Foil Packaging 
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PACKAGING 
LEADERSHIP 


Aluminum foil, in itself, gives 
an unequalled head start to 
any creator of packaging. No 
other material can match it 
for protective properties and 
for brilliant eye-appeal. And 
Reynolds makes the most of 
these advantages in every pos- 
sible form...labels, overwraps, 
liners, pouches, envelopes, con- 
tainers and folding cartons 
which now include the Mead- 
licensed Cluster-Pak.* Rey- 
nolds research is continually 
developing new foil combina- 
tions, new containers and clo- 
sures, new adaptations of auto- 
matic equipment. You are call- 
ing on the leader in the field 
when you phone the nearest 
Reynolds sales office. Or write: 
Reynolds Metals Company, 
Richmond 18, Virginia. 


*Registered Trademark of 
The Mead Corporation 


See these Reynolds shows on ABC-TV 
network: “BOURBON STREET BEAT’’ and 
James Michener’s “ADVENTURES IN 
PARADISE” Monday nights. 


REYNOLDS 
ALUMINUM 


ey gaa ees eee f i Beatties pre ee oy 5 1s ee | , area: Doge ee We Gat Mee TEC ee erin, 
ne Heap tM A ee ae : i tae 7s Se ia, Peay ae! Soe ae ‘ asp - Se es a cali rs 
miele ema 0 a ae eee ee etm ate bees, See ere dalek Sib reer a Sei Jy ail ei aiee are : : 
Wiens a4 pe oe Eat . pe rw eS toe de oF eee ences Da Pee Be eee ahtcn. al eaieaen ee 5) eee ae : Pi eee aie seo i : 
Be Hd oe eee ie: | me Nh, at oy Sees hy Oagen was : : Eine a a ae Sst ren ae eae Boer nig t' tres : : eye 
ae ote sen : - i L aN aeam em me  en e et ai” alas 8 apie: Ree, eae a eee ae ent Br A ee ais NE es ON > hae 
2 tae eet egrateteg ace Dee, See ae? Te Foes! i f a PERE hell oy a ray eee semen oey: nego SO : : aie Wine < : er La pare SD) Cae 
Cees A eager Pa ia Sag Ag 5 toe a ee eu | eee oo E ig pee : St ee Fn ERS Pi Sees Pn ee te ee ees ae aheeey eee 
he ie 2 ees cet rye th ers Co ee Nites ce in ee Re sega i eet a a et ie pts ee eee Bs wig eo tet a 
Rares, ee Biss cso ig |S oLSt oN Ss re ee ee lee : aie ae ot SPSL, I pn ee ite oa i gee ae ts - Se _ “SN ot RP Sate aye doin 
fe - ; eh ered care Bek we Eh i eS Ring > ere 4 Pe ea Woe ae lie a ee ees 2 poss ae hae te “ i Ree fh a ae 
a 2 ‘ : tte as ‘ : x aoe = : ; lee ve, a : ‘ ee Uae oe 
pea ye cee 
i : rere, 
a she a a 
, r: 
ee 
ARR 
‘ 
i 
iN : 
ae, Te 5 
oe a 
he See 
iii Tain 
ies * ey 
ae 2 7? 
‘ ‘= 
tt 
i 
ae 
a 
ae 
ay 
ane 
—_ 
oS 
 hiiaer 
<. he 
: Br 
oa "ae 
el oe, 7 
oe aoe 
etaen Tot 
ae 
Pai 
ae oes : 
ork ar} 
by 
ane 
aos, Be 
ee 
J a, i “ 
ieee 
cnppeoes ee 
Loney yee: 
cde ps 
— & 
Selene ie 
fiw — be ‘ 
Se 7 
saan - 
iter Oa Rae ate 
i he ‘ 
aoa 
: ‘ae i me 
com * 
h a < 
9 <a é 
re is ith 
hors ee einer. 
Pea AT eas 
ae @ cr Fe 
<n me. eae 
a ae 
ie ube, Si 
eee ; 
art ees 
in pel a2 
Fo Oe ce 
Ce eat ja 
se i ws Pe 
i Mite al 7 
cp oe OS 
er 
RN 
Sie 
os = 
hae 
yon 
Ne 
ives 
Sat tise cS 
Bi | iperse 
NS Do als : PP 
Bia oe ee ce 
nes nee ‘te 
CT, Ne 
ae meee oo 
~ thee se 
. | 3 es 
ya. 3 4 ics 
eer ae 
patel 2 ome 
Ea ye 2 ae 
fe pet Ot oe 
sede Sy io " 
i ee ni 
. oes A i tno Shs Sa es f ie : ere ty i ae Sane, . or eh, : f . : a Fag = Sino Aes ¥ ee at 
FR eS EE ely ee ap SEEN ede Sareea ge oe a 2A EST NCSA Sb ies cst Sr Ve VSN fe ad OER a sO Se et i= tc ROT aS he), a eS Scan! | en oo ee 
_ Dire eras Fence Ce Bes ite 8 a oe i eg pig em My Ai EU ani aN eae ea Mee gl eae Rata hi YRS aR Reel ON Uae an dee epee “i ‘(oar es ae 
ee Pity ee eRe) Pung a A ise, tg ae CS AU RRN Ed Shae eee kidd eae ee ea iene eee ree  c ce mne TRAE al eS LEO eth! or aac ae ee 
SG Sd J ne pe at TIL ee PLOT Rg PG REPT rt ts SBR we HER SES MS rey een eda ens ee 
sch hin ia oli ined aad ty ake ey Psa antes eo Naar eiaeaane 1 pone Be ans, 
R ees oh Sees et oS es aT tae o. 


Advertising Age, June 13, 1960 


Hobbs-Hall House 
Misleads in Contests, | 
N. Y. Suit Charges 


New York, June 8—The state 
attorney general’s office has filed 
a summons and complaint in su- 
preme court here against Hobbs- 
Hall House, a contest promoter, | 
and three other co-defendants 
Hobbs-Hall is alleged to control, 
charging them with fraudulent and 
illegal activities and asking that 
the businesses be dissolved. 

The 16-page complaint, filed by 
Louis J. Lefkowitz, state attorney 
general, charged that Hobbs-Hall 
“falsely represented” that C. S. 
Hammond & Co., Molle Shaving 
Cream and Ingram Shaving Cream 
Co. were sponsors of certain games 
and contests, when actually) 
Hobbs-Hall was the sponsor. He | 
said the purpose of the contests | 
was to sell merchandise manufac- 
tured or distributed by the co- 
defendants in a “trade up” scheme. | 

Contestants were “lulled into the 
false and misleading belief that 
they were but one of a small and 
limited group of people tied for the | 
first prize” when actually there | 
were “thousands” tied for first | 
prize, the complaint said. 


= At various stages of the contests, 
entrants were told they could in- 
crease their potential winnings 
through the purchase of various 
merchandise, including “men’s 
toiletries, vitamins, books, encyclo- 
pedias and atlases.” 

Other defendants in the suit are 
Aristotle Publishing Corp., Vita- 
blen Corp. and United Atlantis 
Inc. Partners in Hobbs-Hall are 
Robert D. Grimm, Joseph J. Ash- 
ton and Andre F. L’Eveque. Asked 
about the complaint, Mr. Grimm 
said: “We challenge it in every 
instance.” His attorney, Harold 
O. N. Frankel, said Hobbs-Hall 
had “advertising contracts” with 
Hammond, Molle and Ingram. 

‘Among the other charges made 
in the complaint are: 


e Hobbs-Hall simultaneously con- 
ducted several contests with cash 
and other prizes totaling $350,000 
and had “insufficient funds” to 
pay the prizes. 


e Although the Hobbs-Hall pro- 
motions began in 1957, as of last 
Jan. 31, approximately $300,000 in 
prizes remained unpaid. 


e Rules and regulations of various 
contests were changed “from time 
to time in direct contravention” to 
previous policy. 


e From time to time contestants 
received unsolicited merchandise 
from Hobbs-Hall “contrary to the 
objects and purposes set forth in 
its certificate of incorporation.” 

Mr. Lefkowitz asked the court 
for temporary injunctions against 
the four defendants and for the 
appointment of a receiver to liqui- 
date their businesses. + 


O'Sullivan to Hall, Haerr 
O’Sullivan Industries, Owens- 
ville, Mo., maker of tv tables and 
furniture, has named the Jefferson 
City office of Hall, Haerr, Peter- 
son & Harney to handle its adver- 
tising. Plans include direct mail 
program and catalog literature 
campaign, plus trade advertising. 


Hollywood Adclub Elects Spero 
Stan Spero, KMPC, has been 
elected president, Hollywood Ad- 
vertising Club. Other officers 
elected are George W. Allen, Guild, 
Bascom & Bonfigli, 1st vp, and 
Robert Light, Southern California 
Broadcasters Assn., 2nd vp. 


Graflex Names Pendergast 
Joseph E. Pendergast has been 
named manager of advertising and 
sales promotion of Graflex Inc., 
Rochester, N.Y. He will also retain 
his title and duties of merchan- 


revelationary! 
you'll 
wonder why 
you ever 
bought any 
other Vodka! 


CROWN 
RUSSE 


finest VODKA made 


REVELATION 
— International 
Distilleries Co., 
Los Angeles, is 
introducing its 
new Crown 
Russe vodka in 
Washing - 
ton, Oregon and 
Utah with 
newspaper ads 
like this and 
outdoor posters. 
Cappy Ricks & 


Associates, Se- 
attle, is the 
agency. 


‘More Sophisticated’ 
Market in 10 Years 


Predicted by Pensyl 


BALTIMORE, June 7—Most of the 
spending will come from discre- 
tionary buyers within the next 10 
years, according to William E. 
Pensyl, vp and creative director 
at Ketchum, MacLeod & Grove. 

He said that since income be- 
comes discretionary at about $4,000 
per annum, and since 60% of 
spending will come from families 
within the $7,500 bracket in 10 
years, a more sophisticated and 
more sought-after market will 
emerge. 

He told the Baltimore Art Di- 
rectors Club at its 10th annual 
exhibition awards luncheon that 
public tastes and buying habits 
are becoming more cultivated than 
ever before. Mr. Pensyl noted 
that record sales of books, sym- 
phony tickets, stereo phonographs, 
exotic foods and foreign cars are 
definite signs of the trend. 


® People are better supplied in 
money and leisure time than ever, 
he said. Almost one-half of the 
men go to college today, and he 
predicted that in another decade 
the male work force will be 20% 
larger than it was in 1957. There 
will be some 40% more people in 
creative jobs, he predicted, and 
this will produce consumers with 
taste, who in turn will create a 
mass, sophisticated, cultivated 
market. 

“This more sophisticated, more 
pursued market spells more trouble 
for advertisers because it spawns 
new and more competitive varie- 
ties,’ Mr. Pensyl warned. “Indus- 


‘dising manager. 


SALESENSE IN AD- 
VERTISING is a careful 
collection of 135 of the 
best-liked of the more 
than 500 widely-read ar- 
ticles James D. Woolf has 
written for Advertising 
Age. Handsomely bound 
in cloth. Profusely illus- 
trated. Woolf, for 32 years 
Creative Director of the 
Western Division of J. 
Walter Thompson Co., is 
well-qualified to express 
his ideas in this provoca- 


days’ approval... 


139 
Woolf Articles 


in handsome library edition 


tive volume. What makes this book different are the things 
that make Woolf different . . 
ple, an abiding faith in common sense and human dignity, 
a great impatience with stupidity, and the ability to ex- 
press himself so clearly and forcefully that what he writes 
is instructive and enjoyable at the same time. Price, $5.95. 
Write Advertising Publications, 200 E. Illinois St., Chicago 
11; Ill. for “Salesense In Advertising,” available on five 


. an undying interest in peo- 


trial buyers might face a different 
market; but they will still use a 
bétter cultivated taste and will 
buy in the office as they do in 
their -homes. 

“Regarding the heavy advertis- 
ing competition for this market,” 
he said, “the creative person’s big 
idea and its communication will 
count the most.” # 


‘Syndication Digest’ Bows 

Syndication Digest, a controlled 
circulation monthly covering news 
of the real estate investment field, 
has been published by Syndica- 
tion Digest Inc., 45-55 Pearson 
St., Long Island City, N. Y. Ad 
rate is $350 per b&w page, based 
on circulation of 30,000. 


Yount Co. Opens in Florida 

Yount Co., Erie, Pa., agency, has 
opened its first branch office at 
1010 Atlantic Bivd., Pompano 
Beach, Fla. M. A. Yount, former 
president of the company, will be 
in charge of the new office. 
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Hi-Lo Golt Cart Bows 

Hi-Lo Mfg. Co., Chicago, which 
makes tv antennas and motor 
scooters, will use trade and con- 
sumer golf publications to intro- 
duce its new Hi-Lo golf cart next 
September. Direct mail, catalogs 
and point of sale material is also 
scheduled. Sander Rodkin Adver- 
tising Agency, Chicago, handles the 
account. 


Pace to Chambers, Wiswell 

Pace Controls Corp., Needham 
Heights, Mass., maker of industrial 
motors, has named Chambers, Wis- 
well, Shattuck, Clifford & McMil- 
lan, Boston, as its agency. 


Ad Agency Plus Direct Mail 


More than Direct Mail Specialists—also 
a fully accredited ad agency. A combined 
service which correlates both 


Phone 
HA 17-9187 or write on your letterhead. 


et mS tir Wott * SL 


Leo P. Bott, jr., 64 E. Jackson, Chicago 


Saturate 


Mississippi s 
Top Market” 


You reach over 90% of all homes 

in Jackson—the State’s retail 

trade Center with the CLARION LEDGER 
and ... JACKSON DAILY NEWS 


* Plus reaching 10% to 90% of all 
homes in 31 surrounding counties 


aaa | 7 
CLARION * 
AND 


LEDGER 


; JA CKSON DAILY * NEWS ; 
Sack ony Mississippe 


Co-Owners WJTV (TV) WSLI (Radio) 
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Pushbutton Tuning | 
May Peril TV Ads, 


* - ~ acct  Mimak 
Siragusa Asserts 

MraMi1 Beacu, June 7—Advertis- ot inn. 4 ha 
ers and broadcasters who present 
tv commercials in poor taste run 


an increasing risk of “pushbutton 
censorship,” according to Ross D. ? 
Siragusa, president of Admiral] “ 
Corp., Chicago. 

Talking to eastern Admiral deal- | 
ers here yesterday, Mr. Siragusa | 
estimated that 10% of the tv sets) 
being sold today have remote con- | 
trols. 

“No longer must a viewer go to| 
his set to turn it off or change sta- | 
tions,” he pointed out. “He can do| 
this in a split second with a simple | 
remote control. Tv is too costly a} 
medium for advertisers to risk | 
pushbutton censorship.” 

Mr. Siragusa said Admiral mar- 
kets its wireless remote control 
device strictly as a convenience, 
and “not as a means of eliminating 
commercials. 


MeCalls ... 


s “However,” he added, “the view- 
ing public is well aware that ob- 
noxious programs and commercials 
can be whisked from the tv screen | 
by merely pushing a button.” + 


MAB ALONG DOTTED wnet AnD SAVE 


A. B. Dick Appoints Bishop 

f William C. Bishop, former ad- 
ee vertising and sales promotion 
ae manager of Brunswick Interna- 
tional C. A., Chicago, has been 
named sales promotion manager- 
international of A. B. Dick Co., 
Chicago. 


Tv commercials are scheduled for 


Ziv Co. Appointed by ETC 
European Technical Coverage 
Inc., with offices in Chicago, Lon- 


ves as monee: «1 Kamp woe cowran 


FOOD TIEIN—Alcoa Wrap and Swanson chicken products are jointly 
promoted in this two-color ad with an eight-page booklet of Mc- 
Call’s Use-Tested recipes. The insertion runs in the June McCall’s. 


“Alcoa Presents” (ABC-TV) and 


“Alcoa Theater” (NBC-TV). Tatham-Laird, agency for Swanson, a 
division of Campbell Soup Co., prepared the insert. 


don and Geneva, has named John 
Marshall Ziv Co., Chicago, and the 
affiliated Ziv Organization to han- 
dle its advertising and public re- 
lations. 


Two Hopetuls 
Report on Pay TV 
to California Solons 


San Francisco, June 7—Two 
|companies which hope to bring 
pay-tv to California have reported 
progress at a state legislative com- 
mittee hearing, but neither would 
set a starting date. 

The committee also was told 
that under existing law there 
“probably” could be little or no 
state, city or county regulation of 
pay television. 

Both companies stated they 
would use telephone facilities in 
each city to carry their programs- 
for-pay into private homes by 
private wire. In such a case, ac- 
cording to legislative counsel Ralph 
N. Kleps, “cities and counties 
could not impose a franchise re- 
quirement.” 

Chester I. Lappen, vp of Inter- 
national Telemeter Corp., suggest- 
ed that there be legislation to 
}allow more than one pay-tv com- 
|pany in each city. Mr. Lappen said 


FOR MEASURING THE 
EFFICIENCY OF THE 
ADVERTISING DOLLAR 


“Ol ano GAS 
JOURNAL 


- TULSA, OKLAHOMA 


his company “already has more 
than 3,000 subscribers in Toronto.” 

Television Inc., formerly known 
as Skiatron, reported to the com- 
mittee that it is not yet in op- 
eration anywhere but “we can be 
ready to go in a very short time.” + 


Honig-Cooper Names Two 

John Neale, formerly with Gen- 
eral Mills, has been named as a 
marketing executive in the San 
Francisco office of Honig-Cooper 
& Harrington. John D. Carewe Jr., 
formerly marketing research man- 
ager of Zimmer, Keller & Calvert, 
Detroit, has been named associate 
research director of Honig-Cooper 
& Harrington. 


Two Accounts to E&R 

Enyart & Rose, Los Angeles, 
has been appointed to handle ad- 
vertising by two companies, Para- 
bam Inc., Hawthorne, Cal., and 
Artistic Brass, Los Angeles. Artis- 
tic is a new company which pro- 
duces bathroom fittings. Parabam 
manufactures astrodomes and dig- 
ital clocks. 


South Bend Metro Area 


Retail Sales... ....... $287 ,247,000* 
South Bend 6-County Trading Zone 
Recall: Sabee.. cn cc us $198,200,000* 


Potential Retails Sales in Total 
South Bend Market __.$485,447,000* 
Your ad message and ad dollar go 
far in The South Bend Tribune. 
*Sales Management, April 15, 1960 
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You can SELL as far as you can REACH 


And You Reach Far Beyond 
the Metro Area in South Bend! 


The South Bend Tribune gives saturation coverage of the South Bend 
Metro Area (92%) with only 59% of its total circulation. The other 41% 
produces sales results in the surrounding 6-county Trading Zone! 


_ Che _ 
Soulh Mend 


- Cribune 


Franklin D. Schurz, Editer and Publisher * Story, Brooks & Finley, inc., National Representative 


Connecticut Movie 
Owners Attack 


Hartford Pay-TV 


HARTFORD, June 7—Pay tv is 
nothing more than free television 
without commercials, and the pub- 
lic will not support it once it 
learns what it has to pay for pro- 
gramming. 

This was the gist of an aggres- 
sively-worded speakers’ roster as 
the Motion Picture Theatre Own- 
ers of Connecticut thrashed out a 
campaign against the projected 
Hartford pay-tv plan envisioned 


by Zenith and RKO-General at) 


WHCT-TV, Hartford. 

RKO-General has applied to the 
FCC for permission to buy WHCT- 
TV, after which it and Zenith have 
said they would ask the FCC for a 
permit to conduct pay-tv testings 
for a three-year period over the 
station during evening hours 
(AA, April 4). 


s Albert M. Pickus, Theatre Own- 
ers of America president; George 


|H. Wilkinson Jr., president of the 


Connecticut group; Atty. Herman 
M. Levy, general counsel of The- 
atre Owners of America; S. H. 
Fabian, president of Stanley- 
Warner Theatres, and George P. 
Skouras, president of United Art- 
ists Theatres and Magna Theatres 
Corp., were among the speakers. 
They told an attentive gathering 
of 100 exhibition representatives 
that pay-tv, which would, in effect, 
place a box office in every home, 
could, if successful, kill motion 
picture theaters and thus deprive 
the U.S, of the cultural tool now 
furnished by motion pictures for 
telling the American way of life 
abroad. 

Speakers said that Zenith-RKO- 
General have announced motion 
pictures will be presented at a 
cost to subscribers of about $1 
per show, so that if a person 
watched several shows a _ week, 
he would be paying no less than 
$300 a year. 

Such a situation, it was noted, 
would be a particular hardship to 
low-income groups, and to the 
aged, infirmed and shut-ins. It 
was noted, too, that because all 
television programming must come 
from a common talent source, pay- 
tv, if successful, could ultimately 
dry up all programming for free 
television, and kill free television 
as it is known today. This, it is 
felt, will be strongly opposed by 
the public. 


s A report from Philip F. Har- 
ling, chairman of the Theatre 
Owners of America anti-pay-tv 
committee, and of the film indus- 
try’s Joint Committee Against 
Toll-TV, asserted that Congress 
holds the ultimate authority to 
determine if pay-tv is in the public 
interest. He said the use of the free 
airwaves by private ‘individuals at 
a cost to citizens is, in his belief, 
contrary to the American tradition. 

Mr. Wilkinson told ADVERTISING 
AcE he expects soon to complete 
the state campaign to tell the pub- 
lic the facts about the costs they 
will have to pay under the pro- 
posed Hartford tv experiment. # 


Otto Shifts Schwehr 

Robert Otto & Co., New York, 
has ‘shifted Ernest Schwehr, for- 
merly Spanish copy chief and tel- 
evision director, to account execu- 
tive of Miles Laboratories. Otto 
also has named Luis Lovelace, 
formerly with WKAQ, San Juan, 
to its Puerto Rican office. 


Kenyon Adds Three Clients 
Robert T. Kenyon Co., New York, 
foreign media representative, has 
been appointed exclusive US. 
advertising representative for 
three more. European publications: 


Punch, London; Epoca, Milan, and 
Industria, Stockholm. 


Advertising 
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VETERANS—Charles F. Dowd, presi- 
dent, Charles F. Dowd Inc., and 
Sterling Beeson, board chairman, 
Beeson-Reichert, pause before the 
Toledo Club where, a few mo- 
ments after this picture was tak- 
en, they were honored for their 
long service to advertising and the 
community by the Toledo Adver- 
tising Club. 


Acquisition of UHF 
Unit in Hartford for 
Pay TV Test Okayed 


WASHINGTON, June 7—The Fed- 
eral Communications Commission 
has permitted RKO General to 
acquire Hartford tv properties 
which are to be used for a test of 
Zenith’s Phonevision subscription 
tv system. 

The deal involves $150,000 for 
a uhf Channel 18 station from Cap- 
itol Broadcasting, plus $245,000 for 
a 10-year lease on physical prop- 
erty, with an option to buy for 
$570,000 after the fourth year. 


= Meanwhile, Rep. Emanuel Cel- 
ler (D., N. Y.) renewed his attacks 
on a series of deals involving NBC 
and RKO General which hinge on 
exchange of NBC stations in Phil- 
adelphia for RKO General proper- 
ties in Boston. 

After receipt of a letter from 
anti-trust chief Robert Bicks, re- 
porting that the NBC deal does 
not involve violation of existing 
consent decrees, Rep. Celler indi- 
cated his anti-trust subcommittee 
may resume its investigation of tv 
networks, with particular empha- 
sis on option time. 

Mr. Bicks told the congressman, 
“No one who worked on the case 
or the decree found any reasonable 
basis for contending that acts or 
conduct of NBC or RCA trans- 
gressed the decree.” 

He reported that more than 45 
persons were questioned, many of 
them under oath. He said the Jus- 
tice Department found no basis for 
claiming that NBC “exercised its 
affiliation power” in its negotia- 
tions with RKO General, or that 
illegal tie-ins resulted in purchase 
of KTVU, San Francisco. 


= Westinghouse and KRON, San 
Francisco, have protested against 
NBC’s actions, but Mr. Bicks re- 
ported the Justice Department 
found no evidence that NBC’s ac- 
tions with respect to Westinghouse 
and KRON represented more than 
an exercise of the right to termi- 
nate affiliation relationships. # 


Reinhart Names Aron, Shore 
Reinhart Inc., Philadelphia, 
manufacturer, distributor and re- 
tailer of home furnishings, has ap- 
pointed Aron & Shore Advertising, 
Philadelphia, as its agency. Shaw 
& Schreiber is the former agency. 


January Named by Dunagan 

Ben C. January, former art di- 
rector and production manager of 
WFAA and later with Taylor-Nors- 
worthy, Dallas, has been appointed 
media director by Clark, Dunagan 
& Huffhines, Dallas. 
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Christmas Ideas readers—600,000 of the nation’s most spirited 
families—are the most eager and buy-minded holiday audience 
you can reach. Why? Christmas Ideas sparks them with page 
after page of specific ideas—new ways to decorate at home, 
club or church, new suggestions for Christmas gift lists, new 


\ 


Better Homes 4 Gardens 
Better Homes «Cantons | OME -ccsepicectenigdehighail 


BHsaG IDEA 
ANNUALS 


——— ee ee ee eel 


aa 


Closes: Oct. 14 ,1960 
On Sale: Dec. 20, 1960 
Rate Base: 225,000 


Closes: July 15, 1960 
On Sale: Sept. 20, 1960 
New Rate Base: 475,000 


for 


How to reach 600,000 families when they're 
full of the get-ready-for-Christmas Spirit... 


MiPNIC ‘of KITCHEN 
> PUR Ge IDEAS ... (0) 
MORE . 
SPECIALIZED 


MEREDITH of DES MOINES... America’s biggest publisher of ideas 


holiday recipes to try. In this atmosphere of happy activity, 
readers and advertisers both benefit. Every idea-filled page 

helps create new sales—because the homemakers who read 
Better Homes & Gardens’ specialized Idea Annuals can afford 
to buy and they’re ready to spend. 


| Better Homes & Gardens 


HOME 
IMPROVEMENT 


IDEA’ 
lOO 


eA 


Closes: June 15, 1961 
On Sale: Aug. 22, 1961 
Rate Base: 165,000 


Closes: Dec. 15, 1960 
On Sale: Feb. 20, 1961 
Rate Base: 135,000 


Closes: Nov. 15, 1960 
On Sale: Jan. 20, 1961 
New Rate Base: 185,000 


today’s living and tomorrow’s plans 
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Creative Man and Mr. Littell 
Lack Ear tor Idiom: Wardrop 

To the Editor: Far from being 
too critical (as charged by the en- 
gaging Robert Tatham Littell in 
his quaintly inflated, comically out- 
raged, and hopelessly confused out- 
burst in your issue of May 23), 
your Creative Man is not nearly 
critical enough [in his column in 
the May 9 issue]. For one thing, 
he could have punctured Robert 
Tatham Littell with a brief foot- 
note—the text of which I shall 
presently supply. For another, he 
is extremely ill-advised to expose 
his total lack of an ear for idiom 
by passing without comment the 
headline, “How can we convince 
you to try a bottle of today’s PM.” 

There is still such a thing as 
idiom, and there are still cultivat- 
ed people who are sensitive to out- 
rages upon it. It is greatly to Crea- 
tive Man’s discredit that he failed 
to catch and promptly blue-pencil 
the ignorant confusion of “persuade 
you to” with “convince you of” 
perpetrated in the headline by the 
copywriter of the PM ad, and thus 
silently countenanced yet one more 
contribution by the numberless il- 
literates in our profession to the 
totally unnecessary debasement of 
the language through gross and 
disgraceful misuse of words and 
phrases. So much for Creative 
Man. 

Now for Mr. Robert Tatham Lit- 
tell. Says he: “When you have a 
job of word-picture painting’”— 
whatever that may be; he proba- 
bly means “word-painting”—“to do 
and do it well” (note the careless 
omission of an essential comma af- 
ter the first “do’’), “a misplaced 
comma or a forgotten verb are” 
(he means “is’”) “obscured by the 
reader’s enjoyment of what’s being 
said” (he means “what’s being 
said”). 

Clearly Robert Tatham Littell 
does not for an instant comprehend 
the meaning of the simple, three- 
syllable phrase “do it well’; sees 
nothing to blush for in recom- 
mending (in effect) that advertis- 
ers take the will for the deed from 
their copywriters; and has no scru- 
ples about advising his fellow 
copywriters to rely upon “the read- 
er’s enjoyment of what’s being 


said” (no matter how sloppily, and 
hence how confusingly, and hence 
how unenjoyably) to “obscure” 
bad workmanship. 

I commend to: the ineffable Rob- 
ert Tatham Littell the Words of 
The Oracle in “Back to Methuse- 
lah,” and pass on. To Creative 
Man (for whom there may still be 
hope) I suggest a diligent reading 
of the late H. W. Fowler’s still 
valid observations on “Cast-iron 
Idiom” in “Modern English Us- 
age.” 

John Wardrop, 

Advertising Manager, Bureau 

of National Affairs, Washing- 

ton. 
* . 


Now. Read This .. . 


To the Editor: What Nimitz (AA, 
May 16) really said was: “The 
Bulkheads of our liberty are lub- 
bers who read and think’—and is 
it Chester M. or Chester W.? 

Smith W. Moseley, 

The Progressive Farmer, Bir- 

mingham. 

It is indeed Chester W., and Mc- 
Cann-Erickson has corrected it. 


Smit's Advertising Was Omitted 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


from Foreign Agencies’ Billings 

To the Editor: We are referring) 
to your issue of Feb. 29, in which | 
you list a report on 1959 billings of | 
121 foreign agencies. 

Although our agency was listed 
in your 1958 report, we were rather 
surprised to see that this year we 
are not mentioned. We would be 
grateful if you could check for us 
whether or not a questionnaire was 
mailed to us; in any case, it has 
not reached us. 

As we are one of the largest 
(and we believe, of course, one of 
the most important) agencies in 
the Netherlands we don’t like to 
be left out of your listing if we can 
avoid it, so please make certain 
that Smit’s advertising receives 
your questionnaire for the next 
publication of foreign agencies’ 
billings. 

To keep your files up to date, 
and maybe you'll be kind enough 
to report us as yet, our agency 
billed in 1959 15,000,000 Dutch 
guilders—while our personnel grew 


(ADVERTISEMENT . .. . 


. of course.) 


TYPES OF BOATS. 


SAY, CAP, MORE MONEY WAS SPENT ON | 
PAPER BOXES* DURING 1959 THAN ALL | 


w 


*BOX, CARTON AND CONTAINER SALES 
_ WERE ‘3 BILLION LAST YEAR 


For Further Information on This Growing Market, Contact: 


Boxboard 


CONTAINERS 


6 NORTH MICHIGAN AVENUE 
baa ILUNOIS 


|separate but appearing as one. 


Business Mailers Relieve 
Post Office of Much Work 


369 LEXINGTON AVENUE 
NEW YORK 17, NEW YORK 
MUrray Hill 3-8432 


to 110 people. In 1959 Smit’s Ad- 
vertising added among others the 
following accounts: 

Eversharp Pen Co. 

Heineken’s Beer (International). | 

KLM Royal Dutch Airlines (Su-| 
pervision of advertising in the 
Eastern Hemisphere): 

Air Ceylon (International). 

Ormos Shipping Co. (Greek| 
Line). 

Ernest Smit, 

Smit’s Advertising, Amster- 

dam, Holland. 


By current rates, 15,000,000 | 
Dutch guilders are equivalent to) 
$3,750,000. 


| 
| 


And, Also, There's the 
Fabled Elephants Graveyard 

To the Editor: The heading on 
the enclosed caught my eye. 

What appeared to be a subhead 
seemed odd: Where Peace and Dig- 
nity Shall Reign for Years. 

Hastily seeking the sponsor of 
what looked like a political adver- 


(Political Advertisement) 


SEND A DEMOCRAT 
CHARLES M 


GELLER | 


TO THE SENATE 


Where Peace and Dignity 
Shall Reign for Years 


Here in this secluded setting, 
there is every assurance of un- 
disturbed serenity and protect- 
ed beauty for the years ahead. 

A generous Endowment 
Care fund—over a quarter 
million dollars — assures that 
no family, no faith need worry 
over future maintenance. This 
fund is over twice the legal re- 
quirement and growing larger 
every year. 

Today, many Marin families 
are making pre-need arrange- 
ments at Mount Tamalpais to 
spare others difficult decisions. 
You can give this thoughtful- 
ness to your family with a visit 
to this restful site of pioneer 
Marin beauty. 


Mount Tamalpais 
Cemetery 


At the west end of Fifth Avenue, 
San Rafael ... only a short drive 
from any part of Marin County, 
Telephone GLenwood 43166 


tisement, imagine my surprise to 
see the sig: Mount Tamalpais 
Cemetery. 

Then going to the body of the 
copy I realized that there were 
two ads in today’s issue of Inde- 
pendent-Journal, San Rafael, Cal., 


Sid Sidley, 
Sidley Associates, Kentfield, 
Cal. 
* 


To the Editor: You are to be 
congratulated for the dramatic and 
sensible editorial of May 23 (‘“‘More 
on Postal Service’’). It underscores 
the basic philosophy of all of us in 
the business mail industry—pro- 
ducers and users. 


While we are quite aware of the 


tutti bevono 


ee 


Advertising Age, June 13, 


‘Drink Up!’ 
Means Down 

To the Editor: 
The Italian beer 
ad on Page 60 of 
your May 30 is- 
sue only proves 
* again that all art 
™~ directors should 
| have a course in 
elementary phys- 
ics. They still 
persist in trying 
to make beer run 
uphill. 

R. E. Conyers, 
President, Silk 
Screen Prod- 
ucts Co., St. 
Louis. 


magnitude of U. S. postal opera- 
tions, we know also that without 
the cooperation of the business 
mailers themselves in relieving the 
42,000 post offices of much of the 
pre-mailing work, the Post Office’s 
load might be greater, still. 

I do not think enough people, 
both in and out of advertising, 
know just how much work is done 
by us in the business mail indus- 
try. For example, do they know 
that virtually all third and second 
class mail—including, I might add, 
ADVERTISING AGE—is fully proc- 
essed before it leaves for the post 
office? That the producers of this 
mail attend to facing, sorting, can- 
celling by themselves? And that 
they further alleviate the post of- 
fice’s work by bundling this bulk 
mail and then directing it by re- 
gion, state, county, city and zone— 
all before it gets to the post of- 
fice? The help it provides the Post 
Office is acknowledged by the Post 
Office itself. According to the 
April 15, 1960, “Survey of Postal 
Rates” issued by Washington, pre- 
sorting “results in a considerable 
saving in man-hours, and the ex- 
pense is -correspondingly lower.” 
Because timing, in advertising as 
well as publishing, is the most im- 
portant element, we can sympa- 
thize with your frustration in see- 
ing your magazines arrive so late 
after so much has been done to ex- 
pedite matters. 

D. L. Harrington, 

The Business Mail Foundation, 

Chicago. 
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‘Ad Age's’ French Expert 
Goofed on Ad Translation 

To the Editor: When you want 
some good French-to-English 
translations—ask me! The Vaux- 
hall Victor is not “mounted” in 
Bienne; it is, or should be,. “as- 
sembled.” 


Redfern Hollins, 
W. R. C. Smith Publications, 
Atlanta. 


Mr. Hollins refers to a French 
ad and caption in the spread on 
European ad art in the May 30 
issue. Mr. Hollins is correct in his 
translation and if we could, we 
would award him the legion d’hon- 
neur for his translating ability. 


Now the Ad's Meaning Is Clear 

To the Editor: Clyde Bedell 
scoffed at a Canadian ad which 
announced: “Formica is easier to 
handle and work” (AA, May 23). 
“Easier to work than what?” he 
complained—jumping to the con- 
clusion that Formica was being 
compared with some unidentified 
rival product. 

Mr. Bedell failed to interpret the 
copy correctly. As explained in an 


ad in our trade magazine, Flooring, 
new Formica is “easier to handle 
and work” than that product itself 
used to be. When you imply that 
something is “better than ever,” 
you need no comparative object. 

What your critic called “lazy ad- 
vertising,” then, was only his own 
lazy analyzing. 

Allen Glasser, 
Production Manager, Flooring, 
New York. 


Subscription Form Letters 
Are O.K.—lt They Apply 

To the Editor: I would like to 
bring to the attention of the pub- 
lishing industry a problem from 
the point of view of an outsider. 

As a librarian, I have been re- 
sponsible for handling subscrip- 
tions to many periodicals and it 
has been my experience that pub- 
lishing companies in general are 
extremely careless in the handling 
of subscriptions, and make the 
most obnoxious use of form letters 
and postals! 

In many instances, the form let- 
ter received is completely enig- 
matic and has no relevance to the 
actual situation. By the time we 
find out what the problem is, we 
have sometimes missed one or two 
issues of the periodical. 

Some of the common problems 
are (1) incorrect or incomplete 
stencils are used, causing delay in 
receiving periodicals, and some- 
times not receiving them at all; 
(2) form notices are sent out re- 
peatedly advising that a subscrip- 
tion is expiring when in fact it 
does not expire for many months; 
(3) as mentioned above, form let- 
ters are sent out which are not 
applicable to a particular situation. 

If the publishing industry is in- 
terested in good public relations, 
they would do well to put more 
efficient procedures for handling 
subscriptions in the hands of more 
competent people, and make their 
correspondence a little more per- 
sonal. Form letters are fine— 
when they apply. 

Georgia M. Nagle, 

Document Room, Massachu- 

setts Institute of Technology, 

Cambridge. 


Wants to Reprint Editorial 
To the Editor: We would like 
permission to reprint an editorial 
from the May 16 ADVERTISING 
Ace entitled “Higher Rates for 
Worsening Service” in our July 
issue of Hounds & Hunting. 
Proper credit lines will be used 
if your permission is granted. . . 
Sue E. Petterio, 
Assistant Editor, Hounds & 
Hunting, Bradford, Pa. 
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Kip Farrington stands at Cabo Blanco, Peru, with 
the former world record black marlin, caught September 
28, 1952—the first 1100-pound billfish ever boated, 
_and at the time the largest fish of any species besides 
shark ever caught on rod and reel. 


He holds one world record and has held ten others. 
He was the first of only three men who have taken the 
broadbill swordfish in both the Atlantic and Pacific 
oceans, and was the first angler to get a broadbill sword- 
fish and a marlin on the same day. He was the first man 
to catch a blue marlin off famous Cat Cay, Bimini, and 
following Ernest Hemingway, became the second angler 
to boat giant blue fin tuna there. 


Kip captained the first U. S. Fishing Team in the 
International Tuna Match. This match, comparable to 
the Davis Cup Match in tennis, was conceived and brought 
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into being by him. Kip is chairman of the executive 
committee for the match. 

Such doings are typical of the Salt Water Editor of 
Field & Stream. And typical, too, of the leadership of 
all his editorial colleagues in their respective fields. It 
proves once again what smart advertisers have known 
for sixty-four years—that Field & Stream is their best 
contact with the outside world. ‘ 

Field & Stream now guarantees 1,100,000 circula- 
tion, largest ever in the history of outdoor magazines. 


FieldeStream 


America’s Number One Sportsmen’s Magazine 
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Armstrong Cork Seeks Effectiveness, 
Not Fanfare, in Marking Centennial 


Activities Planned for |cies and other published informa- 


| tion. 


Employes, Neighbors, The company, proud as it was 
of its centennial, decided that the 


Business Associates |general public would have “only | 
Lancaster, Pa., June 7—In 1860, | P@5Sing interest in it.” As its pres- | 


Thomas Norton Armstrong invest- | Sent, Clifford J. Backstrand, = 
ed his total savings of $300 in a | plained in a recent speech, “To 


Pan gi! av dem 


Nielsen Network TV 


Advertising Age, June 13, 1960 


Two Weeks Ending May 8, 1960 


TOTAL HOMES REACHED 
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partnership with John D. Glass to| 
start a small cork-cutting compa-| 
ny. Now, 100 years later, that $300 
investment is generating annual 
sales almost 1,000,000 times that 
amount. The one-man shop has 
grown to an organization of 16,- 
000 employes making and selling 
some 375 classifications of prod- 
ucts. 

The company is Armstrong Cork 
Co., now in the midst of its 100th 
anniversary celebration. However, 
in this companywide celebration, 
Armstrong emphasizes that it is 
“not looking back, but looking 
ahead”—an attitude that is ex- 


‘ AND HOF TRADES 


“GEO. BULLEN & CO. 
MALT STE RS 
~ ARMSTRONG, BRO, & 60., 
MACHINE CUT CORKS 


COMPRESSED POPLAR BUNGS, PLUGS AND TAPS. 
en ee ee ee 


ao perpen 00 aller weve seams at oe be 


ARMSTRONG, BRO. & CO., 


Cor 24th and Railroad Streets, PITTSBURGH. 
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|vide greater 


IN THE 1880s—Armstrong was run- 
ning ads like this in 1881. 


emplified by its centennial slogan, 
“Beginning our second century of 
progress.” 

The company also emphasizes | 


some extent the length of time 
a firm has been operating helps 


lereate an image of reliability in 


the public mind, but this image is 
certainly of lesser importance than 
its appraisal of the value of goods 


/and services offered.” 


Armstrong therefore decided its 
centennial should: be governed by 
two simple objectives: (1) “To 
keep it in the family—among em- 
ployes, ‘stockholders, customers, 
suppliers and community neigh- 
bors—those who have the greatest 
direct interest and stake in the 
business”; and (2) “to do only 
those things which will make «4 
constructive contribution to con- 
tinued growth and development.” 


s The centennial slogan, “1860- 
1960—Beginning our second cen- 
tury of progress,” is being used as 
part of the company logo in ads, 
stationery and literature through- 
out the year. The floor division is 
promecting a new group of vinyl- 
asbestos tiles as its “centennial 
series’ —but that’s about the ex- 
tent of the public observance. 

Within the company, each plant 
and office is participating by set- 
ting up activities tailored to meet 
its individual needs. 

Each Armstrong plant, for ex- 
ample, is developing its own pro- 
gram, aimed at such specific goals 
as further quality improvement, 
better service and cost reduction. 

A new “suggestions for progress 
program” has been set up to pro- 
incentive for em- 
ployes to submit worthwhile ideas. 
Employe meetings are _ being 
held throughout the company to 
focus attention on the need for 
new ideas, new products and new 
processes to keep the company 
moving “aggressively forward.” 


| for Every Room mn the House 


FIRST MAGAZINE AD—This ad in the 
Oct. 13, 1917 issue of The Saturday 
Evening Post was Armstrong’s first 
magazine ad. Illustrating linoleum 
in the living room, it was the be- 
ginning of the then-revolutionary 
campaign to take linoleum out of 
the kitchen and promote it for 
“every room in the house.” 


employes in the area. Also, 225 
prints of the film have been giv- 
en to Association Films Inc., New 
York film distributor, for nation- 
wide showings before organiza- 
tion and school audiences. 
During its centennial year, the 
company is also playing host to 
several groups and organizations. 
This spring it held a chemistry 
symposium; later in the year its 
research and development center 
will hold an “open house” for 


cog ae 


Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...............cc000 19,255 
2 Phil Silvers Special (Carling Brewing Co., CBS) .............ccccce0 17,673 
3. Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 17,402 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 14,600 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) .....0..000000000.. 14,600 
6 Danny Thomas Show (General Foods, CBS) 14,419 
7 77 Sunset Strip (Several sponsors, ABC) oon 13,876 
8 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 13,379 
9 Perry Mason Show (Several sp s, CBS) 12,701 
10 Father Knows Best (Lever Bros., Scott Paper, CBS) .................... 12,430 
PER CENT OF TV HOMES REACHEDt 

Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........0cccccceeee 43.1 
2 Phil Silvers Special (Carling Brewing Co., CBS) ........ccccccccccecsees 40.4 
3 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 40.1 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 32.8 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) 32.8 
6 Danny Thomas Show (Ger oral Foods, CBS) ...........ccccccccceesseeeeeees 32.2 
7 77 Sunset Strip (Several sponsors, ABC) ..........c:cccccccsceseceessessenee 31.7 
8 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ...... 30.0 
9 Perry Mason Show (Several sponsors, CBS) .............ccccccceceeeeecsees 28.6 

10 The Untouchables (Several sponsors, ABC) .............cccccecceeseseeeees 


The Untouchables (Several sponsors, ABC) 


Nielsen Average Audience** 
TOTAL HOMES REACHED 
Rank Program 

Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Wagon Train (Ford, National Biscuit Co., CBS) ...........cccccccsceesees 
Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 
Phil Silvers Special (Carling Brewing Co., CBS) 
Red Skelton Show (S. C. Johnson, Pet Milk, CBS) 
Danny Thomas Show (General Foods, CBS) ...........cccccccccecccseeereee 
Father Knows Best (Lever Bros., Scott Paper, CBS) .... 
77 Sunset Strip (Several sponsors, ABC) 
The Rifleman (Several sponsors, ABC) .........ccccccscssscesseeeeeeesreneees 
Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) 


OoOMUMANO WA WH 
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PER CENT OF TV HOMES REACHED} 


Rank Program 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............:cc00 
Wagon Train (Ford, National Biscuit Co., CBS) .... 
Phil Silvers Special (Carling Brewing Co., CBS) .........:cccceeesee 
Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 
Red Skelton Show (S. C. Johnson, Pet Milk, CBS) 
Danny Thomas Show (General Foods, CBS) 
77 Sunset Strip (Several sponsors, ABC) 
Father Knows Best (Lever Bros., Scott Paper, CBS) ...............0 
Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) ... 


— 


that its centennial observance is|Armstrong personnel are also| | 
being kept “in the family,” with | speaking at meetings of civic clubs, | 
no intention of making it a “public| and other outside organizations | 
extravaganza—no huge 100-can-|to explain the “interdependence 
dle birthday cakes, no tv spec-|of industry and community.” 
taculars, no pageants, no beard-| 

growing contests—none of 
things frequently appropriate for | ter to Moscow,” has been produced 
other types of centennials.” ‘as a feature for such meetings. 


It shews how Armstrong “typi-|community relations purposes, to 
# Such a decision was no snap | fies the operating of the American |attract technicians 


1954. At that time it began sur- | the first six weeks the film was | 
veying 40 companies that had re-|available in Lancaster, 
cently marked 


|43 YEARS LATER—Since that first ad, 
| Armstrong has consistently fea- 
the |= A sound motion picture, “A Let-|tured specially designed room in- 


teriors in its advertising. 


and to 


of reports from advertising agen-|addition to the 6,000 Armstrong at the company. # 


en- 
judgment. Armstrong began plan-| competitive enterprise in measur- courage young people to seek ca- 
ning its centennial as early as|ing up to the Soviet challenge.” In| reers in science and engineering. 
Two regional meetings of pro- 
it was fessional organizations—one a so- 
significant anni-|shown to more than 1,000 mem- ciety of engineers, the other in- 
versaries. A study was also made| bers of 25 outside organizations, in| dustrial engineers-—will be held 
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AGRICULTURA 
de las AMERICAS 


Ts ccchiaiactieiiins nendin on atte tant pepe 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 


To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 
Farming, also the leader in its field. Write today 
for informative Market and Media Folder.. 


WORLD 
FARMING 


1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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The Rifleman (Several sponsors, ABC) 


one to five minutes. 


program. 


* Homes reached by all or any part of the program, except for homes viewing only 


**Homes reached during the average minute of the program. 
+ Percented ratings are based on tv homes within reach of station facilities used by each 


Senate Unit Okays 
Suspending ‘Equal 
Time’ Rule for ‘60 


WASHINGTON, June 7—The Sen- 
ate committee on interstate and 
foreign commerce has approved 
a resolution suspending the “equal 
time” obligation of broadcasters 
for the 1960 Presidential and 
Vice-Presidential elections. 

The resolution, proposed by net- 
work officials, was substituted for 
a controversial proposal which 
would have required networks 
to give a fixed amount of time to 
Presidential candidates of the 
two leading parties. 

Broadcasters contended they are 
willing to give time but that they 
cannot give time to major parties 
without, under the “equal time” 
rule, providing equal facilities for 
candidates of splinter parties. The 
resolution approved by the com- 
mittee today was suggested by 
CBS’ president, Frank Stanton, 
who urged the committee to sus- 
pend the “equal time” rule for the 
Presidential race this year “and 
give us a chance to show what we 
can do.” 


a While the resolution relieves 
broadcasters of a specific obliga- 
tion to treat all candidates alike, 


it includes a provision emphasizing 
that nothing in the resolution re- 
lieves them of their obligation to 
operate in the public interest. + 


‘Atlas’ to Bow Jan. I 

Worley Publishing Co., 130 E. 
74th St., New York, plans to pub- 
lish a monthly magazine, Atlas, 
containing reprints and transla- 
tions of articles appearing in for- 
eign magazines and newspapers. 
The magazine will also carry ar- 
ticles of opinion relating to foreign 
subjects. Publication is expected 
to start by Jan. 1, 1961. Circulation 
and rates will be announced later. 


Education Funds Names NL&B 

Education Funds Inc., Provi- 
dence, a new subsidiary of House- 
hold Finance Corp., has named 
Needham, Louis & Brorby, Chi- 
cago, as its agency. The organiza- 
tion is designed to help parents 
finance education costs. NL&B is 
also the agency for HFC. 


Bloch Inc. Adds Two Accounts 

H. George Bloch Inc., St. Louis, 
has been named to handle adver- 
tising for Champ-Items Inc., St. 
Louis, manufacturer of automotive 
replacement parts, and Barry- 
Wehmiller Machinery Co., St. 
Louis, maker of bottle cleaners 


and pasteurizers. 
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What makes a newspaper great ? 


Want to buy a 99¢ typewriter that 
won’t write? Or make huge profits 
growing mushrooms in your cellar? 


Looking for a sure cure for baldness, 
a lifetime companion, a publisher for 
your new novel, or a homesite only 
three feet under water? 


Every day, a new assortment of 
unique opportunities like these crawls 
out from under the mail in the Minne- 
apolis Star and Tribune advertising 
department. Some are merely hilarious, 
some are in bad taste, some naive and 
others frankly vicious. Some are mar- 
vels of ingenious word-carpentry that. 
must be studied with a cynic’s eye 
before their misleading intentions 
stand revealed. Tossing out such stuff 
is an important part of running the 
advertising side of a good family news- 
paper. 


Keeping unethical and questionable 


advertising from seeing the light of 


print is no sometime crusade for news- 
papermen. Both display and classified 
ad columns must be policed with per- 
sistence and organization. For exam- 
ple, a 35-page Beery book is needed to 
contain the advertising acceptability 


standards of the Minneapolis Star and 
Tribune. And each year these news- 
papers turn down more than three- 
quarters of a million dollars’ worth of 
advertising that fails to meet stand- 
ards of truthfulness and good taste. 


The hot white light of indignation 
now aimed at misleading advertising 
nationwide is giving the whole adver- 
tising industry a chance for a closer 
look at ethics and ideals. Rather than 
remain content to bask in the glow of 
rectitude, good newspapers work hand 
in hand with advertisers, agencies, and 
authorities to increase their vigilance 
and improve their methods of safe- 
guarding the public (and thus their 
own) interest. 


In the Upper Midwest, the “Big 
Clean-Up” is no new idea. Forty-six 
years ago, America’s first organized 


Minneapolis 


attack on false and questionable ad- 
vertising began here as the Minne- 
apolis Advertising Forum’s “Vigilance 
Bureau,” which grew into the nation’s 
first Better Business Bureau. Today a 
Minneapolitan, James S. Fish of Gen- 
eral Mills, chairman of the board of 
the Advertising Federation of America 
and 1959-60 president of the present 
Minneapolis Advertising Club, is 
spearheading a national, all-out cam- 
paign for good taste and honesty in 
advertising. 


Through continuing efforts to up- 
grade newspaper standards, both 
advertising and editorial, the Minne- 
apolis Star and Tribune strive, day 
after day, to maintain the respect of 
their readers, earned over the years 
as thoughtful and reliable spokesmen 
for the 3% state Upper Midwest. 


Star and Tribune 


EVENING 


MORNING & SUNDAY 


660,000 SUNDAY 


JOHN COWLES, President 


- 525,000 DAILY 


Copyright 1960, Minneapolis Star and Tribune Co. 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


During a stage show recently, a rock 'n 
roli singer plugged in his guitar, 
struck a chord and immediately 
began a brief but frenzied jig (com- 


plete with moans and groans) that | 


ended in his complete collapse. As 
the audience cheered, stage-hands 
rushed to the singer’s aid and quickly 
discovered the reason for his show- 
stopping performance—a_ short- 
circuit in the guitar. 


A short-circuit in product sales testing 
has led to the collapse of many a 
promising grocery or drug product, 
too. As you will readily agree, it’s 


hardly fair to yourself or your | 9aily papers in the northeastern | 
product to accept sales facts that are | 


100% valid .. . only 50% of the time. 
Sure-fire product sales testing de- 
mands the delivery of sales infor- 
mation that is 100% thorough, accu- 
rate, and reliable — the kind of 
information always delivered in a 
BURGOYNE Retail Sales Study. 
Here’s what we mean: 


BURGOYNE 
RETAIL SALES STUDIES 
ARE THOROUGH 


Each study records total retail move- 
ment of the product being audited, 
as well as competitive brands. Infor- 
mation is obtained by carefully- 
trained field personnel from store 
panels composed of major retail 
outlets in the market or markets 
selected. 


BURGOYNE 
RETAIL SALES STUDIES 
ARE ACCURATE 


BURGOYNE field personnel do not 
guess or estimate—they count, and 
their work is painstakingly precise. 
Field reports are assembled at our 
home office, rechecked and tabulated 
on our IBM equipment. The com- 
plete Study is then prepared to bring 
the required information into clear 
perspective for the client. 


BURGOYNE 
RETAIL SALES STUDIES 
ARE RELIABLE 


Store panels in every BURGOYNE 
Test City are carefully selected. 
They must be representative of the 
market and must agree to continu- 
ing product audits at regular inter- 
vals. 

. 


Get all the facts on BURGOYNE Retail 
Sales Studies, and the more than 50 
top test markets in which we are 
permanently established. Write or 
phone. 


CMOCIRY JA CRUE J MOEN NE 
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62% of Households | 
Get Home-Delivered | 
Newspaper: Census 


WASHINGTON, June 7—The Bu-| 
reau of the Census has estimated | 
that two out of every three house-| 
|holds have daily or Sunday news- | 
papers delivered to them. 

The estimate was based on a| 
special question survey which was | 
included in the bureau’s regular 
monthly sample survey of the 
labor force. Similar questions have | 
been used in the past to provide 
|information on subjects such as 
tv set ownership, cigaret smoking 
habits and the number of persons 
who have obtained protection | 
against polio. 

Of the nation’s 51,500,000 house- | 
holds in May, 1959, about 23,500,- 
000 received both daily and Sun- 
day newspapers by home delivery, 
the bureau said. Another 8,333,- | 
000 received daily papers only, 
and 1,500,000 subscribed only to) 
Sunday newspapers. | 

The bureau did not attempt to) 
learn how many of the remaining | 
17,500,000 households purchased | 
newspapers outside the home. 


| Dailies were delivered to 32,-| 
| 000,000 households, or 62% of all. | 
For four major regions covered | 
|in the survey, the rate of home| 
'delivery was 71% in the north. 
|central states, 67% in the West, 
59% in the South and 54% in the 
| Northeast. 

“The relatively low rate in the 
| Northeast results from the greater 
|importance of newsstand sales of 


urban areas as compared with 
|other parts of the country,” the 
bureau said. 

Almost two-thirds of urban and 
rural non-farm homes had daily 
newspapers delivered, but only 
|about half of farm homes received 
a daily. 


s Further details will be available 
in a report which will be released 
shortly. Designated as “Household 
Delivery of Daily and Sunday 
Newspapers: 1959,” Series P-20, 
No. 102, in the current population 
report series, it will be available 
from Census Bureau Office of In- 
formation, Washington 25, D. C. 

Among the information that 
will be included in the detailed 
report will be national figures 
showing breakdowns of newspa- 
per delivery homes according to 
such factors as income, labor force 
status, age and sex. There also 
will be additional regional infor- 
mation for both daily and Sunday 
newspapers. + 


‘Tone’ Bows as Negro 
Newspaper Supplement 

Tone Publications, 6301 S. 
Rhodes, Chicago, has begun pub- 
lication of Tone, a monthly sup- 
plement for weekly Negro news- 
papers. It is currently being 
distributed to 28 newspapers 
throughout the U.S. and has a 
circulation of 250,000. 

Edgar M. Harris, advertising 
manager, said rates are based on 
a one-time b&w page rate of $425. 


Cre-Ad Mail Formed 


Art Mimeo & Letter Service, 
Chicago, has expanded = and 
changed its name to Cre-Ad Mail 
Inc., 187 N. La Salle St. The com- 
pany now provides complete direct 
mailing services from creation to 
production. President is Charles 
D. Vecchi. 


Kool Vent Names Barlit 

Barlit Productions, Chicago, has 
been named to handle the adver- 
tising for Chicago Kool Vent Corp. | 
An intensive newspaper campaign | 
in the Chicago area, consisting of | 
page ads in the Chicago Tribune,| 
Sun-Times, Daily News and Amer- 
ican is planned. 


Y&R’S NEW BRAIN-— 
The clutter of 
tabulating ma- 
chines (top) at 
Young & Rubi- 
cam, New York, 
has given way to 
a Remington 
Rand Univac 
electronic “brain” 
(bottom), costing 
nearly $1,000,000. 
Y&R believes it 
is the first agen- 
cy to have its 
own advanced 
electronic com- 
puter system. The 
Univac will han- 
dle 32 accounting 
operations, Te- 


lieve the media 


department of es- 
timating media 
schedules and 
preparing inser- 
tion orders; 
process research 
data, etc. 


Information for Advertisers 


Benson & Benson, market re- 


|search specialist, has completed a 
|study of the readership of news- 
papers and the shopping habits of 
consumers in the Albany, N. Y. 
metropolitan area. The study, 
conducted for the Albany Knicker- 
bocker News, is available from 
Gannett Advertising Sales, 30 
Rockefeller Plaza, New York 20. 


e Descriptions of some of the uses 
of tin in U. S. industry, including 
tinplate, solder, bronze, babbitt, 
white metals, tinning, tubes, chem- 
icals and miscellaneous alloys are 
contained in a 20-page booklet, 
“Straits Tin from Malaya—Univer- 
sal Metal for U. S. Industry.” The 
booklet may be obtained from the 
Malayan Tin Bureau, Dept. P., 2000 
K St., N.W., Washington 6. 


e “Craftsmanship in Gravure & 
Letterpress,” which tells some of 
the advantages of gravure and let- 
terpress, especially as used in the 
packaging field and in the printing 
of booklets and annual reports, is 
available from Strawberry Hill 
Press, 23-02 49th Ave., Long Island 
City, N. Y. 


e Successful use of direct mail ad- 
vertising to stress a one-stop source 
for all ink and graphic art needs 
by a Cleveland printing supply 
house is outlined in a_ booklet, 
“Modern Direct Mail,” being of- 
fered by DMCP Associates, 1814 
Jefferson Ave., Toledo. 


e On the spot reports of the agri- 
cultural outlook for 1960 appear in 
“What’s Ahead in Farming,” pub- 


lished by the Farm Journal, The 
reports are available from the Edi- 
torial Relations Dept., Farm Jour- 
nal, Washington Sq., Philadelphia 
5. 


e The 1960 edition of “Greater 
| Milwaukee Shopping Habits,” a 38- 


|page booklet showing four-year} 


trends in family shopping related 
to home location has been pub- 
lished by the Milwaukee Journal. 
Copies of the booklet may be ob- 
tained from C. R. Conlee, promo- 
tion manager, Milwaukee Journal, 
Journal Sq., Milwaukee 1. 


e “Use of Agricultural Chemicals 
on Upper Midwest Farms,” a sur- 
vey showing to what extent agri- 
cultural chemicals are being used 
by farmers in Minnesota, North 
and South Dakota, has been pub- 
lished by The Farmer, 10th and 
Cedar Sts., St. Paul 2. # 


Fischer, Porter Names Ross 

S. David Ross has been named 
advertising manager of Fischer & 
Porter Co., Warminster, Pa., maker 
of process instrumentation and 
other products. Mr. Ross, formerly 
an account executive at Harris D. 
McKinney Inc., Philadelphia, suc- 
ceeds R. V. Lints, who has joined 
Technology Associates, New York. 


Lock Joins ‘School Management’ 

Donald T. Lock, formerly with 
Meredith Publishing Co., has 
joined the New York sales office 
of School Management, Greenwich, 
| Conn. 
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Becker AM/FM Auto 
Radio Promoted by 
L. A. FM Stations 


Los ANGELEs, June 7—Starting 
June 1, 14 Los Angeles area fm 
stations will carry an average of 
six spots a day for the next year 
to promote Becker am/fm auto 
radio. The schedule calls for ap- 
proximately 2,500 spots a month, 
and a total of 30,000 for the year. 

Any listener writing or tele- 
phoning one of the stations will 
receive a certificate entitling him 
to an “fm listener bonus” of $50 
off the regular Becker list price of 
$179.95. Small weekly ads will run 
in the radio-tv section of the Sun- 
day Times. These will establish 
the $179.95 price with each ad car- 
|rying one or more listing of top 
| dealers. 


|@ In reviewing the schedule, Lou 
|Bon Witt, distributor of the Ger- 
| man-made radio, said it is felt the 
|best prospect for an am/fm auto 
|radio is the person who already 
has an fm in his home. 

The campaign is being coordi- 
nated through the FM Broadcast- 
ers of Southern California. An ex- 
act count of the radios installed 
by the 34 Becker dealers in the 
area will be supplied to the group 
each week so statistics may be 
compiled on the amount of fm 
auto listening. Current estimate of 
fm radios in autos in Southern 
California is about 10,000, with 
most being in Mercedes-Benz, in 
which the Becker radio is standard 
equipment. + 


Adams Joins J]. O. Young 
Stanley B. Adams, formerly with 
Ruthrauff & Ryan, Chicago, and 
Ray-O-Vac Co., Madison, Wis., has 
joined the executive selection di- 
vision of John Orr Young & Asso- 
ciates, New York, as a vp. Mr. 
Adams was director of the con- 
sumers durable goods division of 
the War Production Board dur- 
ing World War II. . 


Photo-Animation to Groody 

Photo-Animation Inc., Mt. Ver- 
non, N.Y., manufacturer of tv 
equipment, has appointed Groody 
Advertising Co. to handle its ad- 
vertising. The company, formerly 
known as Warren Portmann Co., 
had no previous agency. 


Nahser Inc. Names Franc 

Spencer W. Franc, formerly ex- 
ecutive art director and vp of 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, has joined Frank C. Nah- 
ser Inc., Chicago, as executive art 
director. 


Weisenbach to Akron Agency 

Akron Advertising Associates 
has appointed George Weisenbach 
'a vp. Mr. Weisenbach formerly 
|was with Deepfreeze Corp. and 


Buchen Co., Chicago. 


V« 
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‘IN MONTREAL... 


The Star takes your advertising home to English 
Montreal for greater sales impact and un- 
paralleled coverage of this important market. 


The Star also provides useful mar- 
keting and merchandising services 
—the best of their kind. Ask our 
representatives for the facts. 


Che Montreal Star 


Represented nationally by 
O'Mara and Ormsbee Inc. 
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Bipartisan Bill 
May Settle Tax, 
Co-Op Ad Dispute 


(Continued from Page 1) 
involves large sums of money, par- 
ticularly for appliance manufac- 
turers who contend that they 
should not pay an excise tax on 
that portion of their selling price 
which is ultimately used to under- 
write extensive local advertising 
by retail outlets. 

During more than 20 years of 
litigation, the Treasury has insist- 
ed that excise taxes must be based 
on the entire price which retailers 
pay for the product, without re- 
gard for any refund that may be 
arranged for cooperative advertis- 
ing. 


s But last month, the court of 
claims here administered a sharp 
rebuff to the Treasury in a deci- 
sion which held that payments un- 
der a co-op plan operated by the 
Frigidaire division of General Mo- 
tors, amounting to more than $4,- 
000,000 annually, ought to be cred- 
ited in determining GM’s manu- 
facturer’s excise tax liabilities. 

Identical bills which were intro- 
duced this week (H.R. 12,536 and 
H.R. 12,537) have the sponsorship 
of Rep. Wilbur Mills (D., Tenn.), 
chairman of the tax-writing ways 
and means committee, and Rep. 
Noah Mason (R., Ill.), a senior Re- 
publican on the committee. Report- 
edly, the bills represent a meeting 
of minds between influential con- 
gressional leaders and the current 
chiefs of the Treasury Department. 

The bills limit the co-op allow- 
ances to situations where: 


1. Payments to the retailer for 
advertising do not exceed 5% of 
the price for which the article was 
sold. 


2. The advertising is charged to 
the retailer separately at the time 
the article is sold to him. 


3. There is intent to make the 
refund to the retailer or any sub- 
sequent vendee in reimbursement 
of costs incurred for local adver- 
tising. 


ws While the Treasury has occas- 
sionally recognized that a compro- 
mise on the treatment of co-op ad- 
vertising arrangements was war- 
ranted, it has contended that there 
is too much of a policing problem 
when retailers are free to claim 
refunds for advertising where costs 
can’t be measured. 

The Mills and Mason bills seek 
to meet this objection by confin- 
ing the allowable co-op to radio-tv 
and newspapers, where the polic- 
ing is relatively simple. The bills 
also provide that co-op payments 
will not provide a basis for tax ad- 
justment unless they are complet- 
ed within four months after the 
end of the calendar year. 

Last month’s court of claims de- 
cision culminated a long history of 
litigation and administration back- 
ing and filling. In 1939, the Treas- 
ury viewpoint got court backing in 
a decision which held the co-op 
advertising payments by F. W. 
Fitch Co. could not be deducted 
from the price base in computing 
excise taxes. 

In the past five years, manufac- 
turers have been before Congress 
repeatedly in an effort to over- 
throw the Fitch case philosophy. 
In 1956, the Treasury notified Con- 
gress that it was considering regu- 
lations which would have estab- 
lished ground rules to exclude 
some cooperative advertising from 
the tax base in excise tax situa- 
tions. But two years later, the 
Treasury changed its mind, and 
refused to consider any rebates for 
co-op. 


= In the Frigidaire case, the court 


of appeals allowed rebates for co- 
op which are considerably broader 
than the plans which are author- 
ized under the Mills and Mason 
bills. In addition to newspapers 


and radio-tv, Frigidaire dealers 
were permitted to collect money 
for such items as movie trailers, 
telephone directories, display ma- 
terials, exhibits and shows, car 
cards, tabloids, advertising novel- 
ties, circulars, direct mail and 
signs. 

In a three-two decision, the 
court’s majority stressed that the 
plan applied to all products of 
GM’s Frigidaire division, including 
the items subject to. excise tax, 
and that the payments were made 
under an advance understanding, 
and under standards set by Frigi- 
daire. 

“The plan does not obligate a 
dealer to do any advertising, nor, 
if he does advertise, to comply 
with the standards set by the 
plan,” the court noted. “If he does 
not advertise, or if his advertise- 
ments do not comply with the 
standards, he does not get any 
payment from the plaintiff.” 


@ Frigidaire’s plan paid half the 
cost of dealer advertising, up to 
1%% of its “suggested cash in- 
stalled price” for an item. 

During the period tested in the 
case—1948-1950—co-op reached 
about $4,375,000 a year, with 
slightly over half going to news- 
papers, and much of the remain- 
der to radio. About 5% went to 
movie trailers and telephone direc- 
tories. 

Judge Samuel Whitaker, who 
dissented, argued that co-op should 
not be regarded as an exclusion 
from price because “the retailer 
paid the purchase price not for the 
refrigerator alone, but for one that 
has already been advertised na- 
tionally, and which the advertiser 
agreed to assist in advertising lo- 
cally. 


a “What he paid for was the re- 
frigerator itself and the manufac- 
turer’s assistance in letting people 
know he had it in stock,” the judge 
said. 

“A refrigerator unadvertised lo- 
cally is worth something to the 
dealer, but advertised locally it 
was worth considerably more. This 
added value, gained through local 
advertising, paid for in part by the 
manufacturer, was what the deal- 
er purchased. The advertising of 
the article was an integral part of 
what the dealer bought, quite as 
much as the frame, the doors, and 
the freezing unit. The advertising 
gave the item the element of de- 
sirability, just as did the paint 
and chrome on it.” # 


Babbitt to Distribute Household 
Oakite; Account to Geyer 

Oakite Products Inc. has com- 
pleted a marketing agreement with 
B. T. Babbitt Inc., New York, ef- 
fective July 1, and the advertising 
for household Oakite will switch 
from Richard K. Manoff Inc. to 
the Babbitt agency, Geyer, Morey, 
Madden & Ballard, on that date. 
The account is estimated to bill 
slightly under $200,000. Babbitt as- 
sumes full responsibility for the 
sale, distribution and advertising 
of household Oakite, the company’s 
sole consumer product, while Oak- 
ite continues its distribution in the 
industrial field. The small staff 
formerly handling consumer dis- 
tribution has either been absorbed 
elsewhere in Oakite, or have found 
positions with other companies. 
Oakite was first marketed in 1909. 


Thomasville Chair to Selinger 


Thomasville Chair Co. and its 
upholstery division, Finch Furni- 
ture Co., Thomasville, N.C., have 
appointed Gerald F. Selinger Co., 
Bala-Cynwyd, Pa., to handle pro- 
motion and publicity for its new 
La Galerie line of living room, 
dining room and bedroom furni- 
ture. 
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Last Minute News Flashes 
Hicks & Greist, O’Brien Join in New England 


New York, June 10—Hicks & Greist has formed a partnership with 
Robert F. O’Brien & Co., Boston, to form a new agency in that city 
called Hicks, Greist & O’Brien. Mr. O’Brien will serve as president of 
the combined operation, which is intended to provide service and con- 
tact in New England for Hicks & Greist accounts, and give O’Brien 
clients the services of a larger agency. O’Brien accounts include Scuffy 
shoe polish, Teddie peanut butter and Andy Boy broccoli and spinach. 


Field Buys Portion of NBC Politics TV Package 


Cuicaco, June 10—National Broadcasting Co., with three of its six 
sponsors for the 1960 political campaigns lined up and another under 
option, has sold a one-twelfth sponsorship to Field Enterprises, Chi- 
cago, which will utilize its $300,000 expenditure to promote its “World 
Book” in all markets except Chicago. In that market the encyclopedia 
will get one-third of the commercial time, the remainder going to the 
Chicago.Sun-Times and Chicago Daily News, also Field properties. 


Grover to Join Campbell-Mithun; Other Late News 


e Mel Grover, who resigned as senior vp of Wilson, Haight, Welch & 
Grover, Hartford, in January (AA, Jan. 18), will join Campbell-Mith- 
un, Minneapolis, as a vp about July 1. His duties, not yet fully defined, 
will include both client work and agency administration. 


e International Advertising Assn.’s board yesterday (June 9) adopted 
reworded version of the controversial resolution presented at. the IAA 
congress condemning the Cuban government for “the suppression of 
independent and free newspapers, television and radio stations” (AA, 
June 6). The board also contirmed election of new officers: Elmo Wil- 
son, Elmo Wilson & Associates, president (see story on Page 77); C. V. 
Pickering, Union Carbide, lst vp; Hal Weinholtz, MacManus, John & 
Adams, secretary, and Earl Braisted, Joshua Powers Inc., treasurer. 


e Programatic Broadcasting S-rvice, New York, a division of Muzak 
Corp., which provides radio stations with pre-taped music program- 
ming interspersed with commercials and local announcements, has ap- 
pointed Geyer, Morey, Madden & Ballard to handle its advertising. The 
year-old company will spend about $200,000 annually, with the major 
emphasis on business magazines and direct mail. 


e Irving Shelton has resigned as ad and marketing manager of the 
drug division of International Latex Co. to join Weiss & Geller, New 
York, as marketing director. He succeeds Robert P. Breckenridge, who 


has resigned. International Latex said it has not yet replaced Mr. 
Shelton. 


e Admiral Corp., Chicago, will use newspapers in 82 major markets, 
plus magazines, to promote its 19” and 23” tv receivers next fall. 
Twelve large-space newspaper ads are scheduled in the markets. B&w 
pages will run weekly in Life, Look and The Saturday Evening Post 
from Sept. 15 to Dec. 6. Admiral’s stereo phonograph and radio lines 


will also get print backing. Henri, Hurst & McDonald, Chicago, is the 
agency. 


e General Mills, Minneapolis, will evaluate results of test marketing 
now under way in six cities before deciding whether to go national 
with Gravy Magic, its new product designed to prevent lumps when 
used in place of flour in gravies. A grocery products division spokes- 
man said the cities are Syracuse, Providence, Columbus, O., Des Moines, 
Wichita and Denver. Dancer-Fitzgerald-Sample, New York, is the 
agency. Advertising includes newspapers, local radio and television, 
point of sale materials and sample packets, but the program is varied 
in each test market. 


e Katz Agency, New York, national advertising representative, has 
asked the radio stations it represents to make a more clear definition 
of who qualifies for what rate if they have two rates. The Katz action 
followed an N. W. Ayer & Son warning that something must be done 
about the local-national broadcast rate confusion. Katz suggested 
that the retail rate be confined to advertisers who are retailers and 
who devote at least 50% of their copy to their places of business, with 
product and service advertising taking the general (or national) rate. 
From stations which can’t go single rate, Katz asked (1) a list, by prod- 
uct classifications, of what gets which rate, and (2) if any product or 
service qualifies for other than the national rate, a copy of the rate 
card to be used for such products and services by Katz in its selling. 


e National Broadcasting Co. and four affiliates—KOA-TV, Denver; 
WRGB, Schenectady; KSD-TV, St. Louis, and WAVE-TV, Louisville— 
have asked the appeals court in Washington to block a Federal Com- 
munications Commission order divorcing networks from spot sales 
for independently owned affiliates. Under the FCC order stations 
must find new representatives by Dec. 31, 1961 (AA, Oct. 12, 59). CBS 
has acquiesced, and CBS affiliates now represented by CBS Spot Sales 
are shopping for new reps. 


e Norman, Craig & Kummel has promoted five executives. Eugenie C. 
Stamler, who has been director of print media for the past four years, 
has been given the title of vp. George R. Coleman and Henry Halpern 
have been promoted to assistant vps. Mr. Coleman, with the agency for 
17 years and most recently an assistant media director, will now have 
the title of assistant vp and manager of media services. Mr. Halpern, 
who joined the agency last year, will continue as research director. In 
the media division, Sheldon Boden has been promoted to chief time 
buyer. Also promoted at the agency was Catherine D’Alessio, from a 
fashion coordinator to assistant vp and head fashion director. 


e Samuel R. Boggs II has been appointed manager of public relations 
and advertising of the Insurance Co. of North America Companies, 
Philadelphia, top post in these departments. He succeeds Frank G. 
Harrington Jr., who was recently elected secretary-marketing. Mr. 
Boggs joined the company’s public relations department in 1955. 


e General Foods, Battle Creek, Mich. (Young & Rubicam), is test 
marketing a new dry dog food, Gaines Burgers, in Denver and Cleve- 
land. The company has been using spot tv and Sunday supplements 
in those cities since May 1. 


e Schick Inc. (UK) Ltd. has been formed to market Schick products 
in the United Kingdom and Lambe & Robinson-Benton & Bowles has 
been named advertising agency in the UK. Benton & Bowles is the 
Schick agency in the U. S. 
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House Unit Okays 
Bill Outlawing 
Plugs, Payola 


WASHINGTON, June 10—The 
House committee on interstate and 
foreign commerce today approved 
legislation which spells out new 
ground rules and tough penalties 
for radio-tv plugs and payola. 

Under the bill, admen and oth- 
ers who provide “consideration” 
in exchange for favors from em- 
ployes of the broadcast industry 
would be exposed to $10,000 fines 
and one-year prison terms. On the 
other hand, the proposed legisla- 
tion restores freedom for manu- 
facturers to provide props for tv 
programs without obligating the 
station to make an affirmative dis- 
closure on the air. 

The plug and payola proposals 
seek to overcome problems which 
have been exposed by the commit- 
tee on legislative oversight during 
hearings on rigged quiz shows and 
disc jockey payola. At the same 
time, it modifies a stringent regu- 
lation issued by the Federal Com- 
munications Commission earlier 
this year requiring stations to iden- 
tify sources of all free program- 
ming material and props. 


® To root out concealed plugs and 
payola, the bill adds a “disclosure 
provision” to the Communications 
Act, requiring that anyone con- 
nected with the production of a 
program disclose any payment of 
consideration which is made in or- 
der to get production exposure or 
mention. 

In practice, this would require 
independent producers of programs 
to notify advertising agencies or 
others who purchase the materials. 
In turn, the agency, or the pur- 
chaser of the program would be 
obligated to notify the network or 
station which carries the program. 
Failure to disclose, at any point, 
involves the threat of fine or im- 
prisonment. 

The committee’s approach to dis- 
closure announcements for props 
and program material was worked 
out after broadcasters lodged a 
storm of protest against FCC rules 
issued last March which required 
specific mention whenever a rec- 
ord or prop is obtained free. 

As included in the committee 
bill, it relieves broadcasters of the 
obligation to make a disclosure 
unless the prop was furnished with 
the understanding that there will 
be an identification or mention 
“beyond an identification which is 
reasonably related to the use of 
such service or property in the 
broadcast.” 


s In addition to anti-plug and pay- 
ola regulations, the committee’s 
bill provides penalties against any- 
one who rigs a quiz show, gives 
FCC power to suspend or fine sta- 
tions for violating commission 
rules, puts restrictions on “pay- 
offs” involving rivals for radio-tv 
facilities and requires a local no- 
tice when an application is filed 
for a radio-tv frequency. 

Since the committee’s proposals 
were added to an important pro- 
cedural bill already passed by the 
Senate (S. 1898), it will not neces- 
sarily be considered by the Senate 
committee on interstate and for- 
eign commerce. 

The new approach to “plugs,” a 
modification of Section 317 of the 
Communications Act, is almost 
identical with the proposal which 
was offered to the committee ear- 
lier this year by CBS. Under the 
plan, manufacturers could provide 
props and producers could use 
them without disclosure if there 
are no closeups of brand names, or 
any unusual “plug” for the prod- 
uct. + 
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Ritchie Asks FTC 
Consent Settlement 
in AD-X2 Complaint 


OAKLAND, June 10—Jess M 
Ritchie, president of Pioneers Inc.. 
manufacturer of the controversial 
battery additive AD-X2, this week 
submitted to the Federal Trade 
Commission an offer to discontinue 
using two claims in AD-X2 adver- 
tising in an effort to negotiate a 
consent settlement of FTC’s com- 
plaint against AD-X2 ad claims. 

In an eight-page statement, in 
which he strongly defended the 
claims as legitimate, Mr. Ritchie 
agreed to quit using the follow- 
ing statements: “Battery AD-X2 
proved before the Federal Trade 
Commission” and “Only AD-X2 is 
government tested and proved.” 

In his statement, Mr. Ritchie 
said, in part: “In our display ad- 
vertising, respondents (Pioneers 
Inc.) recommend that Battery 
AD-X2 be used by farmers, indus- 
try, military, etc. We propose to 
remove the word ‘military’ lest the 
Federal Trade Commission inter- 
pret this to mean that the U.S. mil- 
itary is the only ‘military,’ and 
since we recommend it to the mil- 
itary, this might be construed as 
government approval of Battery 
AD-X2 by the Federal Trade Com- 
mission.” 


a The offer to negotiate a stipu- 
lated settlement is part of the lat- 
est chapter in Mr. Ritchie’s battles 
with various government agencies, 
which have been going on over the 
past 12 years. Two years ago, he 
sued the government for $2,369,064 
for damages allegedly caused by 
government charges that AD-X2 
was not effective (AA, Oct. 6, 58). 


Sell Public Both 
Product, Company, 
Shelly Advises 


New York, June 10—The im- 
portance of institutional advertis- 
ing will be stressed Sunday night 
by Warner S. Shelly, president, 
N. W. Ayer & Son, on “Open End” 
(WNTA-TV). 

Mr. Shelly was asked by Mc- 
Call’s to comment on the subject 
of advertising during its portion 
of the program. 

“Very often, advertising is 
- thought of simply as a means of 
selling a product,” his prepared 
statement reads. “A soap, a break- 
fast food, an extension for your 
telephone, an automobile—any one 
of literally hundreds of other prod- 
ucts or services. But some of the 
great companies in these fields 
have recognized the fact that there 
is more to lasting business success 
than just selling something at a 
price.” 

Public preference, the Ayer head 
points out, is a fragile thing which 
can be taken away as well as given. 
Only when both the product and 
the company are sold is there 
double protection for today’s busi- 
ness. 


= “So there is a growing need for 
telling the public about the com- 
pany behind the product,” Mr. 
Shelly says. “There is particular 
need for advertising to tell people 
more about the widespread value 
of an adequate profit and how it 
works in the public’s behalf.” 

Only a company that is in good 
shape financially can supply the 
jobs and the wages and the pros- 
perity that enable people to buy 
the products they see advertised, 
he adds. 

“Nowadays, as I have said, some 
of the largest companies recog- 
nize the need for keeping the 
public informed about their affairs 
and there is an increasing amount 
of advertising along those lines,” 
he states. “I think it is a healthy 
sign and I would like to see more 
of it in the future.” + 
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Newhouse Buys 
15% Interest in 
‘Denver Post’ 


DENVER, June 10—Samuel I. 
Newhouse, New York, head of a 
nationwide publishing empire, has 
purchased 15% interest in the Den- 
ver Post for a price reportedly in 
excess of $3,000,000. 

It was understood that Mr. New- 
house would seek further stock in 
the Post when it becomes avail- 
able. The 15% interest was pur- 
chased from Mrs. May Bonfils 
Stanton, daughter of one of the 
newspaper’s early editors. 

Mr. Newhouse controls 14 daily 
newspapers, has financial interest 
in seven radio and tv stations and 
controls Conde Nast Publications. 
Conde Nast last fall bought out 
Street & Smith Publications, giv- 
ing it seven publications in the 
women’s magazine field (AA, Aug. 
31, ’59). 

The Post, published by Palmer 
Hoyt, has a daily circulation of 
about 256,000, and about 337,000 on 
Sunday. # 


McCann Loses Half 
of Lehn & Fink in 
Rate Cutting Hassle 


(Continued from Page 1) 
what strained since the client 
hired a radio consultant, Steve 
Pliss, and sent him out on the road 
to line up a spot radio schedule, at 
bargain prices where possible, for 
Stri-Dex. 

Last week McCann started noti- 
fying the stations that gave Mr. 
Pliss cut rates that it expected 
them to honor the “favored nation” 
clause of the Four A’s contract and 
give equal treatment to Esso and 
other McCann spot radio clients 
(AA, June 6). 


= Walter N. Plaut, the Lehn & 
Fink vp who announced the drop- 
ping of McCann, would not com- 
ment on the reason for the action. 
Nor would he answer when asked 
if Mr. Pliss’s activities for Stri- 
Dex brought about the break. He 
would say only that it was a “man- 
agement decision” and that “Mc- 
Cann is a fine agency.” 

Mr. Plaut said the competition 
for these loose billings is wide open. 
Interviews with prospective agen- 
cies have not started yet. 

All products of the Lehn & Fink 
division were handled by McCann 
except Medi-Quik, a new aerosol 
first aid product that has been as- 
signed to Geyer, Morey, Madden & 
Ballard. The company has started 
tv testing of this product in some 
markets. F 
® McCann-Erickson would not 
comment on its loss of the Lehn & 
Fink division, except to point out 
that it still is in the Lehn & Fink 
picture with the Dorothy Gray 
account, with an estimated $1,000,- 
000 worth of billings. 

One sidelight: Edgar W. Nelson, 
who is now general manager of the 
Lehn & Fink division, used to be a 
McCann man before he moved to 
the client side of the fence. 


= The spot buying methods of two 
other advertisers were bringing 
complaints from some representa- 
tives this week. Most of the talk 
was about Johnson Candy Co. and 
its alleged efforts to use a teen- 
|agers record survey as a means of 
| stretching its spot dollars for Pow- 
erhouse candy. 
| Ernest Walker, of Hicks & 
| Greist, has built a spot radio cam- 
|paign for Powerhouse around a 
teen record survey conducted in 
selected markets by Pulse Inc. The 
teens’ selections—separated into 
‘the top 10 for boys and the top 10 
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QUALITY LOOK—Stephan Co., Fort 
Lauderdale, which sells exclusively 
to barber shops, will advertise its 
new line of men’s toiletries in a 
forthcoming campaign in Life. Pet- 
er Finney & Co. is handling. 


for girls—are used as a _ focal 
point for the programming and a 
bargaining wedge with stations. 
Reps told ADVERTISING AGE that 
stations have been asked to pro- 
gram the Powerhouse Top 10 se- 
lections as’ a special show. The 
advertiser buys about three spots 
within the hour or two-hour Pow- 
erhouse record session, as it is pro- 
grammed on WABC, New York. 
The deals offered to stations ap- 
parently vary somewhat, but some 
stations have been asked to air the 
full hour Powerhouse show, with 
the client offering to buy three 
spots in the show, but asking that 
the cost of the Pulse survey be de- 
ducted from the price of the spots. 


= Some of the reps queried by AA 
said some of their stations had 
turned down the business. Said 
one rep: “Our Wichita station 
thought with the uproar over pay- 
ola that this was no time to let an 
advertiser do your programming 
for you with his own built-in 
plugs.” 

Sources at the agency indicate 
that the Powerhouse-Pulse Top 10 
is running on stations in New 
York, Roanoke, Richmond, Nor- 
folk, Green Bay, Springfield, IIl., 
and Wichita. A letter to stations 
went out in mid-May from Robert 
Kerr Organization, a radio tran- 
scription company, suggesting that 
they get in touch with their reps 
and try to get their share of the 
expanded Johnson Candy Co. spot 
business. Attached to the letter 
was a press release sent to the 
record industry papers. This called 
attention to a Chicago meeting of 
record executives from several of 
the major record companies con- 
cerning a contest that presumably 
was tied into the Powerhouse spot 
radio drive. This was being ad- 
vertised in magazines and at the 
point of sale, the stations were 
told. 


s Said one disgruntled rep: “The 
record companies and everybody 
seem to be in on this. And every- 
body is going to make money out 
of it except the radio stations.” 

At press time Hicks & Greist’s 
Mr. Walker could not be reached 
for his side of this story. 

There also were charges from 
some sectors that Pharmaco, 
through N. W. Ayer & Son, was 
placing radio locally, or trying to, 
for Feen-a-Mint. One rep told AA 
that buying at the local rate start- 
ed last fall in the Texas area; an- 
other rep said Ayer bought locally 
in Mobile through the name of a 
wholesaler. 


s Alan B. Cowley, an advertising 
manager for Pharmaco, denied 
that attempts were being made to 
buy for Feen-a-Mint or Chooz at 
local rates. He said some Pharmaco 
radio dollars are spent on a co-op 
basis through drug chains, etc., and 
that some wholesalers use part of 
their allotment to buy local radio. 
But he said Ayer was not trying 
to talk stations into giving Pharm- 


aco a local rate. # 
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Paul Barrett, 75, 
Former ICS Ad 
Director, Dies 


ScrRANTON, June 7—Paul V. Bar- 
rett, 75, long prominent in the ad- 
vertising and public relations 
fields, died June 5 in Mercy Hos- 
pital after a long illness. 

Retired advertising director for 
International Correspondence 
Schools, with which he was asso- 
ciated for 48 years, Mr. Barrett 
was recognized as a top advertis- 
ing executive and was the author 

| of many articles on advertising. 

| Mr. Barrett retired in 1952 after 
|nearly five decades with the ICS, 
|the last 29 years of which he 
served as director of advertising. 
Subsequent to retirement, he con- 
tinued to be active and at the time 
of his death was public relations 
director for Rodgers Motor Lines, 
of which his son, John P. Barrett, 
is president. 


s Founder and first president of 
the Scranton Advertising & Sales 
Club, Mr. Barrett was the recipient 
in 1953 of a gold life membership 
card, the first ever awarded by the 
club. Last February he became the 
first recipient of a silver medal 
award from the local club. 

Mr. Barrett is famous for the 37- 
year record of the returns on all 
ICS magazine advertising. For sev- 
eral years, he cooperated with 
ADVERTISING AGE in conducting an 
annual “experts’ copy judging con- 
test,” based on the 12 best ICS 
ads of the previous year. 


George Pope, 54, 
Business Manager 


of ‘Foundry,’ Dies 


CLEVELAND, June 8—George A. 
Pope, 54, business manager of 
Foundry since 1950 and a member 
of the sales, circulation and ad- 
vertising departments of the pub- 
lication since 1930, died May 31 
after a heart attack. 

Mr. Pope joined the Penton 
Publishing Co. in the Foundry cir- 
culation department in 1930. He 
left the company in 1933 to en- 
gage in sales activities, but re- 
turned in 1936. In November of 
that year he was appointed assist- 
ant advertising manager. 

He was transferred to Chicago 
in 1940 as district manager of 
Foundry, and he returned to the 
home office as business manager 
of the magazine 10 years later. # 


TV Commercial 
Services Becomes 
Babcock & Kogan 


New York, June 8—Edward Ko- 
gan, formerly director of tv-radio 
at Joseph Katz Co., has joined TV 
Commercial Services as a partner. 
The company, which serves as an 
adjunct to advertising agencies in 
tv-radio production services, will 
change its name to Babcock & 
Kogan. 

Before going to Katz, Mr. Ko- 
gan had been executive producer 
and head of the New York office 
of Edward H. Weiss & Co. He also 
has been at NBC-TV and CBS-TV, 
serving as a director and associate 
producer at both networks. 

TV Commercial Services was 
formed in January, ’60, by Lynn 
Babcock after her resignation as a 
producer-director at J. Walter 
Thompson Co. # 


Limestone Products to Owen 

Limestone Products Corp. of 
America, Newton, N.J., producer 
of crystalline calcite products, has 
appointed Edward Owen & Co., 
Avon, Conn., to handle its adver- 
tising and sales promotion, effec- 
tive July 1. Pickett-Anthes Inc., 
Toledo, is the previous agency of 
record. 
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Bachelder Hits 
‘Subconscious’ 
Distrust of Ads 


WASHINGTON, June 10—Joseph E. 
Bachelder, managing director of 
the Industrial Advertising Re- 
search Institute, said Tuesday that 
the biggest fallacy of top manage- 
ment is “the subconscious feeling 
that advertising won’t work.” 

He told the annual conference of 
the Assn. of Industrial Advertisers 
that while we may not know all the 


AIA Meeting 


answers, thousands of pieces of 
mail received as a result of indus- 
trial advertising leave no doubt 
that advertising pays dividends. 

Among the “fallacies” singled 
out in his talk were: The assump- 
tion that advertisers are thorough- 
ly informed as to reading habits of 
product consumers, or that the 
average reader spends much time 
reading advertisements. Also, that 
advertising per se is creative, that 
readers will seek you “and read 
your ad in the bathtub,” that ad- 
vertising is scientific and that a 
successful campaign can be built 
solely on the answer to the ques- 
tions: Who buys? Why do they 
buy? What to tell them to get them 
to buy? and how to tell it effec- 
tively? 

Researchers, he said, must con- 
sider industrial images as well as 
consumer images, and they can 
accomplish this best by using in- 
direct methods of questioning 
along with direct tactics. 


= “Logic is not enough anymore. 
We need facts,” asserted Harrison 
M. Raine Jr., senior vp of Stewart 
Dougall & Associates, New York, 
in pointing to the key for success- 
ful industrial marketing. 

Mr. Raine, who took up where 
Mr. Bachelder’s talk on advertis- 
ing fallacies left off, explained 
that some of the “traditional bases 
for decisions” no longer apply, 
then listed ten “fallacies in mar- 
keting logic.” 

Among them: There is too much 
emphasis on measuring sales on 
past performance. “Budgets based 
on the past showing stunt a com- 
pany’s growth,” Mr. Raine said. 

Following competition is not 
always the best guide, he advised. 
They’re not as smart as you think 
they are or they may have more 
money than you, he warned. “You 
don’t have to be a U-2 and I’m not 
talking about planes here,” he 
said. 

Mr. Raine also took a swing at 
the notion that motivational re- 
search is a panacea. It’s silly to 
think that industrial advertising 
“conjures up memories of toilet 
training,” he said. 


s Raymond Corey, associate pro- 
fessor of business administration 
at Harvard University’s graduate 
school of business administration, 
traced the forces of resistance in 
marketing new products. 


= Maxwell R. Conklin, chief to 
the industry division, U.S. Census 
Bureau, urged marketers to base 
purchasing and sales records on 
the government’s standard indus- 
trial classification system. He said 
SIC enables people who use sta- 
tistics to “talk the same language.” 

He distributed a newly devel- 
oped “guide” to show the selected 
kinds of materials available from 
the Census Bureau for industrial 
marketing. “While facts from the 
census and elsewhere are in the 
public domain,” he said, “the suc- 
cess of a company in using them 


depends on its own ingenuity.” # 
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ar from the latest freeze in the cold war, 

. Russian workers picnic by the sea. 

Behind the smiles, a deadly serious belief 

their country will win 

the economic race against the West. 
Sputnik-proud, Lunik-sure, 

they say luxuries have made America soft. 

Yet, paradoxically, they seek the same luxuries. 
Confidence, ambition, materialism— 

The Big Change in Russia. 

You sense it as you meet the Russian people... 
as you ponder their new threat, not of war, 

but of fiercely competitive peace... 

in the current LooK, the exciting story of people. 


from “THE BIG CHANGE IN RUSSIA”, in the June 21, 1960, issue of LOOK 
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Beef Up Marketing to Meet Foreign 9% 
F 


oo 
4 


Rivalry, Industrial Marketers Told 


(Continued from Page 1) 
e Ray R. Eppert, 
Burroughs Corp., keynoted the 
association’s 38th annual meeting 
with the warning: “We continue to 
grow or we die. We keep running 
or we get run over.” 
e Thomas Allison, general confer- 
ence chairman and president, in- 
dustrial products group, Daystrom 
Inc., pointed out that many foreign 
economies have “newer, more 
modern, more efficient industrial 
plants than we, work forces more 
easily satisfied than ours, and 
these facts show up in the market- 
place.” 
e Robert E. Lewis, president, Syl- 
vania Electric Products Inc., em- 
phasized that some of the most 
serious competition stems from the 
“industrial rebirth” of friendly 
countries which are engaging in 
friendly competition. While we 
can’t compete pricewise with many 
foreign producers, he said, we can 
begin to stem the influx of foreign 
goods and to expand our foreign 
markets if we “beef up” our mar- 


_ keting effort. 


a While the four-day meeting had 
heavy international overtones, it 
also offered a full schedule of 
workshop sessions on such sub- 
jects as research, communication 
of ideas, corporate public relations 
and creative advertising. 

In his keynote remarks, Mr. Ep- 
pert said any effort to use tariffs 
to protect our domestic market is 
“obsolete” because friendly na- 
tions that are strong enough to 
help us militarily must also be 
strong enough to compete with us 
economically. 

“The only answer to this com- 
petitive dilemma,” he said, “is to 
expand the world market. What 
we need is not a bigger piece of 
pie, but a bigger pie.” 


a “When we build a fence,” he 
said, “we must consider what we 
are fencing in as well as what we 
are fencing out. If we fence out 
imoorts, we are going to fence in 
our own exports, for it is an un- 
pleasant fact that the world no 
longer depends upon our products 
as much as it did a few years ago.” 

The answer to trade deficit, he 
contended, is to capitalize on tech- 
nological effort and capability. 
“We must aggressively export 
what might be termed model II 
products while the importing ter- 
ritories are in a model I phase,” he 
argued. “As they move into a 
model II position, we must be in 
model III.” 

The European continent will be 
an increasingly attractive produc- 


change in method involving many 
president of} countries and millions of people 


j}and entire economies.” 


Some companies have already 


a 


recognized that the advertising Him 


aspect of marketing is the first 
gun to fire in the campaign to 
{meet the challenge of the foreign 
manufacturer, he said. Some, in- 
tent on European sales, have 
their accounts to agen- 
more potent European 


switched 
cies with 


representation 
Much can be achieved, he sug- 
gested, through effective use of 


|existing U.S. trade and technical 


publications. “My personal belief,’ 


|he said, “is that these publications 
have a great impact not only on 
levery imaginable industrial mar- 
ket in the U.S.. but also on the 


corresponding markets 
}other country in the world. 


of every 


“With the fact established that | 


foreign markets 


continued, “you ought to ask your- 
self the question: 


cations which you know reach 
| potential markets in foreign coun- 
|tries, and are you doing enough 
| advertising in the press of foreign 
countries?” 

|= In re-evaluating industrial ad- 
| vertising at home and abroad, he 
|said each company must make 
|sure it is putting its name, prod- 
jucts, and. capabilities forcefully 
|}enough and frequently enough be- 
|fore its potential customers. 

| The “terse and cute ad” is no 
|longer very successful in indus- 
trial advertising, he added. “The 
| backbone of industrial advertising 
iis information and lots of it. 

| “It’s pretty obvious that price 
almost exclusively is the reason 
that overseas competitors have 
gained such a strong foothold in 
our domestic markets,” the Syl- 
vania chief executive declared. 
“For the time being, it’s equally 
obvious that we are not going to 
meet this foreign competition on a 
price basis. For the most part, we 
have to disregard the price angle 
and emphasize other important 
factors.” 


= Some of the areas Mr. Lewis 
listed where American industry 
can compete with low-cost imports 
include: 


1. Product design “where Amer- 
ican industry has always had the 
reputation of being superior....” 


2. Product reliability or depend- 
ability ‘“‘with emphasis on the fact 
your product will perform exactly 


: BY nage + 
tion and distribution base for com- | Sonoeing 1 specttiontions. 


panies whose products cannot be | 


manufactured here and sold com- 


3. Product availability, giving 


|“the customer what he needs when 


petitively and profitably abroad,|he wants it and in the required 


Mr. Eppert suggested. “Importing | 


from ourselves also protects our | Slow boat with all the usual delays 


competitive position on those 
products in the U. S. market 
against similar foreign exports.” 


® Mr. Allison said the ’60s will | 
soar only to the degree that we} 
market knowledgeably at 
and abroad. 


ican exports of manufactured 


son noted, but the United King- 
dom, West Germany and 
had far more spectacular gains. 
“And when you read those figures 


quantity ... without waiting for a 


of custom clearance and shipment 
from port of entry...” 


a AI N. Seares, retired Remington 
Rand vp, now a consultant for the 


U.S. Department of Commerce, 


/highlighted trade and marketing 
home | as a key area in the cold war. 

In order to achieve essential 

In the decade 1948-1958, Amer- | military strength and stability, he 

‘ said our economy must grow at a 

goods increased by 41%, Mr. Alli- 5% annual rate. “The great mis- 

sion of marketing and trade,” he 

Japan | said, “is to provide the resources 

to sustain a prosperous economy.” 

He expressed concern that pro- 


apparently are 
hungry for news of developments |syre we paip—Dick Roney, Phil Heffernan and 
in American industry,” Mr. Lewis 


are you doing 
enough advertising in U.S. publi-| 


Roney 


Webb Young, all of Conover-Mast, 
the Assn. of Industrial Advertisers 


for lack of results,” he observed. 


Heffernan 


Young 


early arrivals at 
annual meeting, 


Gatekeeper 


check in for a Sunday night terrace reception. Gate- 
keeper seems satisfied with their credentials. 


|serted Frank Rose, director of| gether to meet the goals we have 


“Economic growth—the rise in| printed media of Russell T. Kelley |set” is the only way industry can 


our standard of living or in the) 
value of goods and services pur- 
chased by people—is not auto- 
|matic, and it is not provided by | 


Co., Hamilton, Ont. 
“They may be interesting read- | 
ing,” he said, “but they are not} 


vital reading to a Canadian.” He | 


move ahead, Mr. Shellenberger 
said. 

“The gravy train for most of us, 
unfortunately, has stopped, or at 


| government. It must be produced | pointed to differences in climate | jeast it is just poking along. In 


by the savings and the hard work | 
|of all of us,” Ira T. Ellis, an econ- 
lomist for Du Pont, told the AIA 
| Monday afternoon. 

Apparently there is some disap- | 
pointment with the Golden ’60s, | 
Mr. Ellis said. “The level of busi- | 
ness is high—industrial production 
in the latest quarter was 8% above 
a year ago—but apparently the 
level is not as good as it was 
expected to be,” he said. 


= The principal problem, as evi- 
denced by the decline in the stock- 
market from December to April, is 
in the area of profit, he main- 
tained. 

Even so, this year is expected to 
be the best business year the 
country has ever seen, with em- 
ployment, personal income, indus- 
trial production and the number of 
automobiles on the road reaching 
new levels, he predicted. 

“We are at the threshold of this 
decade of opportunity,” he said, 
“but this growth will not be auto- 
matic or easy. It must be produced 
by the hard work of all of us.” 


s Three developments in projec- 
tion equipment—the latest one 
now on the market, a second one 
due to reach the public later this 
month, the third one expected to 
go into production next year—was 
described at Wednesday’s session 
of the AIA conference. 

Hugh Southwell, manager of the 
live show & business theater de- 
partment of Jam Handy Organiza- 
tion, Detroit, said the latest de- 


and geography between the two} 
countries, differences in the scale 
of manufacturing enterprises 
(40% of U.S. shipments come from 
plants with 1,000 or more employ- 
es, compared with only 26% from 
Canadian plants in the same cate- 
gory), and more extensive Canadi- 
an market research as reasons why 
the U.S. publications don’t fill the 
Canadian bill. 

Turning to circulation audits, 
Mr. Rose explained that 56% of | 
Canadian business publications 
have a recognized audit compared 
to 34% of books in the U.S. 


s Rapid growth and diversifica- 
tion of industries has created the 
necessity among large corporations 
to “identify themselves strongly 
and consistently, and to build 
wider recognition of their corpor- 
ate identities,’ Royal Dadmun, 
president of Royal Dadmun As- 
sociates, Baltimore, told the AIA 
Thursday. He was one of two 
speakers discussing corporate 
identity. The other, W. H. McCon- 
nell, vp, marketing, Diamond Alk- 
ali Co., Cleveland, detailed his 
company’s corporate image pro- 
gram. 


= Success of a corporate identifi- 
cation program depends on two 
factors, Mr. Dadmun said: (1) An 
effective trademark and (2) es- 
tablishment and maintenance of 
design integration for uniform 
character and recognition. 

In a large corporation, Mr. Dad- 
mun pointed out, “everybody gets 


velopment in modern horizontal- 
motion projection is the jumbo 
strip. “This technique makes it 
possible to get larger panoramic 
pictures into business meetings 
than was formerly economically 
feasible.” 

An 8mm sound motion picture 
projector will bow this month. “All 
the major projection manufactur- 
ers have announced them or have 


into the act” and therefore it’s im- 
portant that standards governing 
the use and adaptations of corpo- 


out. 

“An effective symbol, backed up 
by a consistent program of inte- 
grated graphics, communicates in 
a flash whole realms of meaning,” 
Mr. Dadmun said. 


them in the works,” Mr. Southwell 
said. Reduced costs of printing the 


meetings of 40 to 50 to use the 


don’t forget these nations took that gyctivity per man hour in market-|sound equipment, he explained. 
business in markets that had been ing has increased at only about a|The 8mm prints can be made 


pretty much ours for the last 15 third of the rate that productivity |from the standard 35mm or 16mm|the most important needs in in-|U. S. and Canada often differ to a 


= John O. J. Shellenberger, vp and 
|director of marketing of Amchem | 
\a Wednesday afternoon session on 
|“Getting Ready for Market Con- 
ditioning” by stressing that one of | 


rate graphics be carefully worked |: 


today’s highly competitive mar- 


| kets we need to know as accurate- 


ly as possible where we are going, 
where we should be going, whether 
it is costing us too much money to 


| get there, and if so, what we can 


do about it,” he maintained. 


a After Mr. Shellenberger spoke, 
the discussion continued at sepa- 
rate workshop sessions for adver- 
tisers, agencies and _ publishers. 
Moderator at the session for ad- 
vertisers was A. Russell Aikman, 
director of marketing, Ridgefield 
Instrument group, Schlumberger 
Well Surveying Corp., Ridgefield, 
Conn.; for agencies, S. R. Bern- 
stein, vp, Advertising Publications 
Inc., Chicago, and for publishers, 
Ray Richards, Conover-Mast, New 
York. 

Five speakers, led by Maurice 
Schwartzmann, minister-counsel- 
lor for economics of the Canadian 
embassy, Washington, spoke at a 
special session on “Marketing 
Across the Border.” 


= Canada has a much larger stake 
in foreign trade than the U. S., 
F. Perry Wilson, exec vp of Union 
Carbide Canada Ltd., Toronto, told 
the session. Even though the U. S. 
has a population approximately 10 
times that of Canada, and a na- 
tional income 15 times as large, 
commodity imports in 1959 ac- 
counted for about 3.1% of the 
U. S. gross national product and 
exports accounted for 3.6% in 
Canada. In the same year 16.7% 
of the gross national product came 
from imports and 14.7% from ex- 
ports; Mr. Wilsor pointed out. 


s The major difference in cover- 
ing the markets of the U. S. and 
Canada is the actual time avail- 
able for selling, he said. In Canada, 
Mr. Wilson said, more time is 
spent traveling and less is alloted 
for selling, since the Canadian 
distribution setup is limited to 
four main areas. “It’s the only 


film will make it possible for small | Products Inc., Amber, Pa., opened | practical solution when one con- 


siders Canada’s population densi- 
ty,” he said. 
Regulatory 


standards in the 


to 18 years while their industries jas increased in production in| productions, making low cost| dustrial marketing is to sell the|marked degree, Mr. Wilson point- 
were knocked out by war.” 


recent years. 


“Why is it that man can develop | said. 


prints available, Mr. 


= Mr. Lewis said that the U.S. is a guidance system to destroy but | 


Py) Oe ate dee Pap oo Pe 
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divisions of the company. 
“The idea of everybody working 


Southwell | value of the job to all ranks and/|ed out. For instance, resale price 


maintenance by a manufacturer 


\in Canada is prohibited, thus 
facing a worldwide economic rev- not for marketing, to get response | # “Most U.S. publications just do|together contributing to setting) making “fair trade” tactics il- 


olution resulting from “a complete feedback that cannot be criticized |not serve Canadian needs,” as-| goals, and everybody working to-|legal. + 
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The most important 1,195,671 


in the advertising “census” 


U.S.NEWS 


ye 


An immense tabulation is now being completed—the national census. 
Its purpose is clear—to tally and measure the nation’s population. 
Another kind of “census” goes on continually in advertising circles 
—the tabulation and measurement of audiences. 


Some combinations of mass media come up with an advertising au- 
dience estimated to exceed the total population of the United States. 
Yet, how much more important to advertisers than “how many” is 
“which ones”? 


Do these people have the money to buy my product or service? Are 
they the people who set the buying pace in their communities? Can 
their well-respected opinions help my company grow—in stature, in 
sales and in profits? 


Measured in these specific ways, the 1,195,671* important people 
who buy and read “U.S.News & World Report” can readily be called 
the most important magazine readers of all—and the magazine that 
brings them together each week. . . 


The most important magazine 


No other news magazine concentrates its 
entire content on the important news of na- 
tional and: world affairs. Consequently, no 
other news magazine attracts such a high con- 
centration of the leaders of business, indus- 
try, finance, government and the professions. 


No other news magazine attracts such a high concentration of higher- 
income families (average income—$15,496). 


Ask your advertising agency for the documented facts about this im- 
portant magazine . . . from your standpoint, very likely the most 
important magazine of all! 


& WORLD REPORT 


Americas Class News Magazine 


Advertising offices, 45 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, 
Detroit, Chicago, St. Louis, San Francisco..Los Angeles, Washington and London. 


* Publisher's Interim Statement to the Audit Bureau of Circulat: ns for the 3 months ending March 31st, 1960 


: 2 Sera ukien : rt Be ee sett a Papel RE ase ava ee aa s eet 
AA a gree spe tami ; ad a ; Stes Se i fl ae ail ne pari cae Sa f cau ei oe My ee oe 
Ge Veg akin a tigi Ser eae aie : : Peer an pete zet acta TER ag CE eal fa, et es A eee NE ee cy Sees 
phan dare:, ae = ‘ eS : 1 i Ki ee Ph <5 OR es La PUR Beg 7 i. A alee Sy egies i Oy eae 
arene on ; ; ee eid ites sce a i ae : : ue aie ea eR ES, BS te PSI ies et 2 OMe fthaas "een ee per os eo ee eer ses 
Pees oe : ‘ee tials | te eam eer. ; ioeaie ; ; , mie! ee : ea Weer oeey Bhs xd os ee toes ab eager ic ate = ne ea Stee ) eI ae 
orca ORR ea ae © Bee nie] Cardt ae eee Cas Nes acter ey. pe es Seo aes eo es gs Y f Peage a ote ga ae En eee 
coi aera ame Re s Dog Pr stor pnd ee etd a PETS Oe ba eran a> epee o> nce Wet i apace aes A S eat a ; aes 
Se ue oe : a Gee eee oto gh pee ae FE hi ey 4 oa ie = a’: . Bless | : Sopa 
Pg yee 3 SE ae oe 
. chanmmant so 
eck in ie 
Aas ae 
ae a = 
ct eee 
ae ae 
sae oan 
hy cas retectielie era ' 2 ocean : ee : : 
OS eet oe ee * dGeep ei ar? aes Oe oe = Peers. eee wae or ese oe. f Car bi ae: " 
‘ > ; fa 
e . y . 
; “5 festa 
é a a ae esr 
gerne oe at Sa 
. “e ‘ F ee 
=h x ne ; . ‘ Si Sa 
of ieee Gye es PS Oe Sten ee ny ‘ai SE SES ag “eee > % ge Se weiter Mee - ee 
: fap oe ae ae ee Ul Aa aE ana Pads ty eet oars poe ve ey Meare ae Wee me otis fare See 
ee et Sy z ; RA ee re ee ae he i fm 
Saisie. . ae 
Son SAR a 
tak re 
A a FA 
te pS ae 
js ee ‘gas ae eles 
ng 5 gate a 
Tare. eae a 
pr Bay ie er 
preann’ Mise 
acer ed el 
ta srk 
Fee Rte 
Be cw — 
RO oe agg 
eae ee 
Sa ee 
ror ~ eas 
we ae Sh. Cae 
Caer ioe 
Sse ia: o 
Ae rere ic 4 ee 
g ey 
ee 7 
4 ee 
dai 
ies ee "hs cape 
f 
aie 
err : ae 
wie aes 
Beet) ae Race: 
Sear oar 
le ae Oe Nae 
cre ie Peoria 
a ace A 
; vie 
Try. 
ae 
ue Vas: 
+. eet Po 
ee Py ae 
=] ne 
sign et 
pe es de 
Mgr, eC aEE 
Sis EO et 
Ree 
wee i 
7 eee 
. Mihi oe = — = tt 
ae THE 
: eieibeaeee COMPLETE» 
' 4 ss 
PAE Ccsas NEWS MAGAZINE 
———————— a 
eee fs ie 
el) : Ste 
ss 7: Y 3 ; te pe 
; e 
eo 
a ects 
5S. ot nea 
ee ae 
ee i oo 
ae seer ae 
seen : aes 
— bie rf mie e 
ae ol eove 
ee Bees 
Pega =e 
mn Pete 
A, ei . 
Misti. 
; ; 
ee 
. ee 
a 
e 
e 
r 
iS 
|- vie 
si ae 
LS i 
igs i 


116 


The Advertising Market Place | 


AVERAGE PAID 


HELP WANTED 


HELP WANTED 


HELP WANTED 


Rates: $1.25 per line, minimum charge 


office not later than noon, Wednesday 
Coast Rep ive (Cl 
Ave., Los Angeles, 8. Axminster 2 


CIRCULATION FOR 6 MONTHS ENDING DEC. 31,1959 48,389 


POSITIONS WANTED 


7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


Advertising Age, June 13, 1960 


$5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 


5 days preceding publication date. Pacific 


ified only): Classified Departments, Inc., 4041 Marlton 
-0287. Closing deadline Los Angeles: Monday noon 


POSITIONS WANTED 


ARTIST WITH BRAINS TO FUNCTION 
as creative art department of growing ad 
agency in midwest city of 100,000 plus. 
Layouts; some finish and client contact. 
Good starting salary with solid future for 
experienced ambitious individual. 
Box 3747, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Unusual opportanity for aggressive man 
with top notch photographic studio. No 
photographic experience necessary, but 
must have good business administrative 
background and sales personality. Write 
giving full details, professional and per- 
sonal. Replies held confidential. 

Box 3748, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MEDIA ASSISTANT 
Fast-Growing Midwest Advertising Agen- 
cy ($12,000,000 now) needs media assist- 
ant in expanding department. Excellent 
opportunity for career and advancement. 
Some media print and broadcast research, 
analysis and recommending experience 
essential. 
You will be a part of our staff of 135 in a 
pleasant city midway between Chicago 
and St. Louis. Fine place to raise family. 
No commuting. Ask any media man 
about us. Write giving full details in- 
cluding background and salary require- 
ments, to Miss Shirley Sunwall, The 
Biddle Company, Bloomington, Ilinois. 
COPY-CONTACT 

Top-level creative-plus-sales executive to 
manage three aggressive accounts in home 
& office appliance and automotive fields. 
Med. size dynamic midtown agency, A-1 
rating in its field. Detailed resume to 

Box 3784, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MOLENE PERSONNEL SERVICE 
publicity . oe editors 
advg. manager . 
artists .. media production 
“All is grist which comes to our mill” 
ANdover 38-4424, 105 W. Adams St., Chgo 3 
Copywriter Wanted to work on catalog 
sheets, brochures, newspaper ads as 
member of world-wide advertising head- 
quarters in Janesville, Wisconsin. Two 
years of copy experience is minimum. 
Imagination and drive is important. 
Knowledge of Spanish is helpful but not 
mandatory. Youth and mail order experi- 
ence desirable. 
A resume of your experience, personal 
and educational backgrounds will be 
considered carefully and treated in strict 
confidence. Please state salary objective. 
Director of Advertising 
The Parker Pen Company 
Janesville, Wisconsin 
ARTISTS, STOP COMMUTING— 
START LIVING! 

AAAA agency, midwest, seeks 2 artists 
NOW; fast, creative layout man; young 
comer w/know-how in prod., graphics, 
etc. Diversified nat'l-reg’nl accts. Good 
start salaries, many benefits, max. secur- 
ity in small congenial shop. Pleasant 
community of 50,000 w/exc. schools, all 
shopping, recreation just minutes away. 

Box 3785, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
SPACE SELLING 

Position now open. Aggressive, experi- 
enced man 27-40. Involves 25% travel, 
75% handling correspondence and pro- 
motion. Highly respected business pub- 
lication located in Twin Cities. Salary, 
bonus. Give full details. Replies confi- 
dential. 

Box 3786, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Nlinois 


copywriters | 
sales | 


CIRCULATION MANAGER 
wanted by established publisher for NEW 
QUALITY publication serving horizontal 
executive market. Willing 
dollar plus bonus, profit-sharing, stock 
options for producer. Excellent oppor- 
tunity to grow as key man under highly 
compatible working conditions. (Also 
opening for assistant.) We must ask that 
your resume be all-inclusive; giving en- 
tire work history, present salary, etc. It 
is important that your resume include 
detailed reports (type list, cost, percent- 
age return, etc.) on examples of work in 
which you have had a hand. Write 
PUBLISHER, 

Box 3789, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING MANAGER 
Alert, aggressive man with mail order 
experience. Position at present is a one 
man operation with good opportunity for 
advancement. Covers entire range of 
duties from layout to copywriting of 
catalogs and brochures and contact with 


printers, artists, etc. Near North side 
firm. Metropolitan Chicago applicants 
only. Please send resume and desired 


salary. 


Box 3790, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING COPYWRITER 
This congenial well-established agency 
has a national reputation for its beer 
advertising with a growing list of clients 
from coast to coast. If you have the 
professional style, the versatility, and the 
solid agency experience we require, we 
can offer you a real opportunity. Send 
resume, samples of some of your best 
efforts and salary requirements to Cava- 
naugh Morris Advertising, 946 Greentree 
Rd., Pittsburgh 20, Pa. 
TIME BUYER 
Experienced male buyer for agency with 
heavy TV spot activity. If you are ex- 
perienced, send complete resume’ to 
Mr. Jack Schreeder, Wade Advertising, 
Inc., 20 North Wacker Drive, Chicago 6, 
Illinois. Phone applicants will not be 
considered. 
AD AGENCY TRAINEE 
Ad Agency has opening with exceptional 
opportunities for young college grad. Job 
involves handling detail on National 
Accounts with large TV and Print pro- 
grams. Send complete resume, detailing 
education, scholastic record and military 
status. 


Box 3680, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TO THE A.E. WITH SOMETHING . 
BESIDES TIME TO KILL 

Small midwest agency (AAAA) with big 
reputation for good work seeks sharp 
A.E. who likes to sell as well as service. 
We would like a man with more than 


time to kill or a collection of anecdotes; | 


prefer a guy who has a couple of good 
accounts in the hand, and is willing to 
beat the plentiful bushes in these parts 
for more business. Attractive proposition 
to right man. Bonus plus: small, con- 
vivial shop located in one of nation’s 
most pleasant communities where good 
living really exists. Write today 
Box 3791, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago SU 17-2255 


ADVERTISING 
COPYWRITER: 


Agency background preferred, © 
salary open. Join staff of estab- 
lished Syracuse agency with 
solid client list and sound pro- 
gressive policies. Modern pleas- 
ant surroundings and numerous 
fringe benefits. Send complete 
resume to Mr. W. P. Conklin, 
433 South Warren St., Syracuse 
2, New York. 


SALES PROMOTION AND 
ADVERTISING MANAGER 


Industrial Marketing 
$14,000 to $17,000 
Large, fast growing manufacturer 
of construction equipment requires 
a young, 30-40, college aduate 
with a proven record in all phases 


of promotion. Should have experi- 
ence in company with sales over 
$50,000,000 and responsibility for 
budget of at least $300,000. Out- 
standing opportunities for advance- 
ment. 
Box 242, Advertising Age 
200 E. Illinois St., Chicago 11, Ml. 


to strengthen our staff now—an 


campaign? Have 
recognize a new 
from a task force? 


media. Bo 


You'll be supported 
ments of the agency. 


COPYWRITERS: West Coast Opportunities 


Our national agency, which sivendy 
ations in the west, is expanding. 


be mature and experienced enough to run the Copy Department? 
Both salaries are attractive. Yet there will be room for both 
writers to grow. If you have written both television and print, 
we are interested in you for the top job. A good seasoned print 
background may qualify you for the other. 


Here are some of the questions we’d like answered. Have 
developed complete campaigns—not just ads? Have you pulled 
together ideas from others and helped them shape a new pres- 
entation for an account that wants fresh thinking on an old 
F ac helped launch a new product? Can you 

irection hidden in a deskful of contributions 


The assignments waiting for you will include writing for well 
known national accounts as well as regional advertisers in all 
th consumer and industrial products. Your experience 
should also be equal to the wide assortment of odd jobs that 
copywriters are expected to handle—from salesman’s brochures 
to labels for new products to publicity releases for trade 
, A best talents available in all 
und good? Se 
Naturally, we'll treat your inquiry with confidence. Box 249. 
Advertising Age, 200 East Illinois 


has one of the largest oper- 
e need two versatile writers 
for the years ahead. One should 


ou 


pers. 
lepart- 
nd us your resume in full. 


t., Chicago 11,. Illinois. 


to pay top| 


COPYWRITER 
Medium-size agency just off Michigan 
Ave. needs a top-notch creative writer 
to handle a wide range of planning and 
writing assignments. Knowledge of food 
merchandising and some radio and TV 
experience desirable. Most important: 
real versatility, a flair for creative mer- 
chandising ideas, top professional writing 
ability, and the desire to contribute to 
the success and growth of an agency 
with sound consumer and industrial ac- 
counts. If you think you’re our man— 
and you're looking for a position that 
offers a good starting salary, opportunity 
for growth and fine working conditions, 
send us your resume with a note. All 
replies confidential. 
Box 3792, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Hundreds of $7,000-$35,000 executive jobs 
available. Get free Report. Strict confi- 


ence. National Employment Reports 
P. O. Box 6731, Chicago 80. 
PUBLICATIONS EDITOR 


Progressive, profitable Midwest organ- 
ization in the automotive industry em- 
ploying over 5,000 has a Publications 
Editor position available. 

Must have degree plus minimum of 2 
years experience in industrial journalism 
with understanding of corporate public 
relations. 

Please send complete resume and salary 
requirement to R. L. Piers 

Box 3793, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Medical publisher seeks ad space Rep 
for New York area. Salary and compen- 
sation in vicinity of $25,000.00 plus ex- 
penses. Some traveling required. Replies 
confidential. 

Box 3787, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

SALES PROMOTION MANAGER 
Immediate opening for Sales Promotion 
Manager to develop sales promotion and 
merchandising programs for refrigeration, 
freezer products; design, develop copy 
for point-of-sale materials. Experience 
demonstrating ability to successfully di- 
rect extensive sales promotion program 
required. 
Top compensation and benefit program 
offered. Pleasant living and working area 

St. Joseph, Mich. All replies treated 
confidentially. Send complete resume to: 
E. . Emerson, Corporate Personnel, 
Whirlpool Corp., St. Joseph, Mich. 

ASSISTANT TO THE ADVERTISING 

AND SALES PROMOTION MANAGER 
of a medium sized industrial (metal 
trades) plant located in upstate N.Y. 
Should have experience writing and edit- 
ing technical copy, preparing direct mail- 
ings, producing technical catalogs and 
collateral materials. Minimum of 2 years’ 
experience plus college. Please send re- 
sume stating education, experience and 
salary required. Write: 

Box 3788, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E.MADISON - SUITE1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


IT COULD BE YOU! 


Tired of cold Yankee winters? 

Sick of slaving for someone else? 

Like to have your own agency? 

How about dropping us a line in 
sunny South Florida? “US” are two 
guys who sta an agency from 
scratch just four years ago. The 
kinks are out . .. we have a young, - 
creative staff and are really rolling. 
Anticipating over $2-million billing 
this year, we need financial help. 
For it we'll give up 30% of stock in 
corporation to the right person. You 
must have good agency experience 
and fit into our overall picture. Let's 
get together! 

IF YOU THINK THIS IS YOU... 
write Box 251, Advertising Age, 630 
Third Avenue, New York 17, N. Y. 


EDITORS 
PLAYBOY Magazine seeks 
— experienced editors 

or staff expansion. Appli- 
cants must have professional 
magazine editing experience 
and/or must have been pub- 
lished widely in consumer 
pessestens. This is a chal- 
enging opportunity for intel- 
ligent, aware and discerni 
young men. Mail a detailed 
resume, including salary re- 
quirements, your photograph, 
a sample of your published 
work and a short report on 
your interests, tastes, leisure 
time occupations and non-job 
accompli. ents to: 


PLAYBOY MAGAZINE 


232 East Ohio 
Chicago 11, Illinois 


SEASONED PR EXECUTIVE 
OFFERS PROFITABLE RESULTS 
Box 3719, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS— 
PROMOTION DIRECTOR 

President of small but profitable South- 
west metropolitan area advertising-public 
relations agency desires return to corpo- 
rate or agency public relations-promo- 
tional field. 32, BA in Journalism, 14 
years’ experience in aviation, newspaper, 


radio-TV, Chamber of Commerce, pro- 
fessional sports, automotive and retail 
sales. Prefer to remain in Southwest, 


would relocate to California or Florida. 
Agency's fine financial picture will allow 
sale in 30 days. Will accept less starting | 
income to return to this field if ad- 
vancement potential available. 

Box 3771, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

CREATIVE ART DIRECTOR 
14 yrs. top nat’l acc’ts, industrial con- 
sumer, will relocate, proud background. 

Box 3794, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE PACKAGE DESIGN 
trademarks, booklets, ads, complete de- 
sign programs... quality + economy 

Box 3795, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
STRONG ON COPY AND CONTACT 
Young, highly creative. Looking for 
Chicago agency. 4 years experience in 
retail sales promotion and account serv- 
ice work with agency. 

Box 3796, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING-MARKETING MANAGER 
with 16 year background as advertising- | 
promotion-merchandising manager major | 
markets dept. stores and advertising | 
manager metropolitan daily. Extensive | 
experience in consumer products. Com-| 
prehensive knowledge marketing-copy- | 
media. College family man. Late 30's. | 
Seeks future potential with aggressive 
concern. 

Box 3798, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANT TO MOVE TO FLORIDA 
WITH A READY MADE BUSINESS! 


Combination publication and 
direct mail service. Highly 
profitable. Can make substan- 
tially more if the right man 
applies full time to it. This is 
an exceptional opportunity 
for a modest investment.’ 
Don’t delay. This will go right 
away. 
Box 4506, 
Fort Lauderdale, Florida 


ON HARRIS NEEDS: 
MERCHANDISER for big agency. Man 
who knows why a plan or promotion 
will or won’t work in food stores. One 
who can conceive promotions himself, 
ala all the mechanics.......TO $18M 


and beauty 
aids, for big ency. Must have close 


contact nation-wide with food and drug 


chains, rack jobbers.............. $15M 
TV-radio writer-producer, prosperous, 
growing smaller agency. Probably man 
stymied in bigger agency with good- 
account experience ............... $15M 
TV-radio writer not in rut. Name-agency 


£64 cep vsion Sash banSees.e sucess es $14-$15M 
POP. Promotional idea man. who knows 
what will and won't be used by major 
retailer types. Big agency........ $10M 
PREMIUMS. All-around man for depart- 


CGR nc ccccnvccensnscpevessceve 
SPECIALIST, poni pli etc., 
area and national experience. Accurate 
in estimating costs. Big agency...$10M 
DON HARRIS, DIRECTOR 
Advertising & Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


Facile and literate female copywriter 
wishes to write on interesting and varied 
accounts, 4A new business and institu- 
tional copy background, 3 years residence 
abroad, please write: 
Box 3797, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
PROMOTION—RESEARCH MGR. ~ 
Solid exp with top publ. Age 31. Avail 


July 1. B.S., MBA & teaching. Salary 
open. Call ORchard 6-1574 (Chgo) 
BUSINESS 
PUBLICATION 
SPACE SALESMAN 


AVAILABLE 

Constructive & creative with proven 14 
years record for producing with a back- 
ground in research, sales promotion, mar- 
keting and management. Has handled 
accounts in variety of classifications; 
electrical, industrial and manufacturing 
equipment, building materials, chemicals, 
etc. N. Y. location preferred. 

Box 3799, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
Young exec (31) capable of outstanding 
job as Adv. Mgr. or Product Mgr. 

Box 3800, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

MEDIA SALES 

MERCHANDISING/SALES PROMOTION 
Well rounded experience major consumer 
magazine including ad sales, merchandis- 
ing, sales promotion. Offer ambition, 
aggressiveness, enthusiasm, integrity, loy- 
alty, versitility. Like work, people, mon- 
ey. Want to build solid future with right 
association. Willing to travel, relocate. 
Age 29. Marketing Degree plus Post-grad. 

Box 3801, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 

ENGINEERS AT THEIR HOME AD- 
DRESS. Over 125,000 Select by types. On 
Speedaumat Plates. Lowest rates. MAR- 
KETING/TECHNOLOGY 4617 Red Bank 
Rd., Cincinnati 27, O. BR 1-3200 


Our 49th Year 
PUBLICITY WOMAN, at least 5 


years food experience $8-9,000 
COPYWRITER—woman, small 

agcy. Gen'l & TV exp. 6,500 
COPYWRITERS—amale, farm 

chemicals, automotive 10,000 


ART DIRECTOR, midwest city 
layout & administrative 
MANY MORE—MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


CREATIVE SALES PROMOTION 
AND ADVERTISING ASSISTANT 


Strong copy. Create and follow 
through printed sales aids of all 
kinds — mailing pieces, stuffers, 
brochures, sales letters, etc. Blue 
chip company, N.Y.C. Send com- 
plete resume to Box 244, Adver- 
tising Age, 630 Third Avenue, New 
York 17, New York. 


PHILADELPHIA STORY 


Me: ...so 1 decided to refuse the 
romotion and the raise. Wife and 
don’t want to relocate. 

You: Really like Philly, lad? 

e: Right! I’m after an account 
exec or creative ad mgr spot. 

You: In 25 words or less, son, give 

me the Reasons Why. 

Me: 8 yrs exp; 5 with present empl: 
ant corp. Went from ad writer 

sls mgr. yy Plenty mktg 


ws. w gs. 

You: Real promoter, eh? Got time 
to = me the whole story? 

Me: How about this week? 

You: Swell, kid. 

Me: Hmm, 30 is a sensitive age. 


Box 248, Advertising A 


ge 
200 E. Illinois St., Chicago 11, Mlinois 


EASTERN 
ADVERTISING 
MANAGER 
WANTED 


for national metalworking 
book in growth market. Man 
will cover New England, New 
York, New Jersey, Maryland 
and part of Pennsylvania. 


For the right self starter 
$10,000 plus profit sharing and 
expenses. 


DON’T JUST SIT THERE 
DO SOMETHING! 


One of the nation’s well-known 
owner-executives writes us as follows: 


“Please keep me in mind and when 
you run onto a really promising copy- 
writer, let me know about him. You know 
this business so well that I can make 
this offer to you because I know you won't 
snow me under with a lot of unpromising 
candidates.’’ 


How can YOU fail to benefit from 
having your qualifications presented by 
someone recommendations are re- 
ed and acted upon? Espe- 
the job is waiting, as it 


spected, 
cially when 
often i 


Regardless of your specific advertising 
experience or abilities, we'll either have 
the job you want—or we'll certainly find 
it. Right now we have a phenomenal de- 
mand for you young writers and artists. 
Seventeen attractive openings—coast 
coast. You're NEEDED. So don’t just sit 
there. DO SOMETHING! 


Send full background and 
experience to Box 250, AD- 
VERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


Attn.: Personnel Dept. 


Cliff Knoble-Consultant 
Advertising—Marketing 


IMPERIAL PERSONNEL 
37S. Wabash Chicago Fr. 2-4233 
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Advertising Age, June 13, 1960 


WANTED: AGRI. COPYWRITER 


Real opportunity for agricultural man to 
improve his present and future with 4-A 
agency. Must have proved experience in 
writing effective advertising copy on ani- 
mal health products, as well as feeds and 
feed additives. All replies in strict con- 
fidence. 


Box 245, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Dili 


8000 DOCTORS READ 
THE BULLETIN, official twice-monthly 
magazine of the Los Angeles County 
Medical Association. 
Consumer Items Accepted—Agency Commission 
1925 Wilshire Bivd., 
Los Angeles 57, Calif. HUbbard 3-158) 


PUBLISHERS REPRESENTATIVE 
MIDWEST 
Established publishers representative 
has opening for one good publi- 
cation. Heavy experience in manage- 
ment and trade books. Chicago loop 
office. 
Box 243, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MR. MAGAZINE PUBLISHER 
Are you interested in a man who 
doesn't claim to have the panacea 
for all your problems but has suf- 
ficient experience and background 
to handle most of them? 

This man who will soon be avail- 
able is: 

e Completely versed in national 
newsstand and subscription oper- 
ations and personally knows all 
newsstand wholesalers. 
Aggressive business administra- 


tor 

Coordinator of various depart- 
ments for smooth flow of work 
to cut costs. 

Capable of inaugurating systems 
and forms to suit your require- 
ments. 


e Approven ability and_ success. 
Further confidences will be ex- 
changed in a_ personal interview. 
Box 179, ADVERTISING AGE, 630 
Third Avenue, New York 17, N.Y. 


AGENCY WANTED 
for 
$237,000 ACCOUNT 


by established publisher for NEW, 
QUALITY publication serving the 
horizontal executive market. RE- 
QUIREMENTS: Please indicate your 
ability and experience to handle the 
following by submitting detailed ex- 
amples of previous work with facts 
and figures: (1) $125,000.00 Direct- 
Mail Subscription soljcitation budg- 
et. (2) $50,000.00 commissionable 
media Subscription budget. (3) 
$50,000.00 commissionable media Ad- 
vertising Promotion budget. (4) 
$12,000.00 Public Relations budget. 
All detailed presentations will be 
given first consideration, acknowl- 
edged and returned if desired with- 
in 30 days. Write CHAIRMAN, Box 
247, Advertising Age, 200 E. Illinois 
St., Chicago, Illinois. 


This Man 
AVAILABLE THIS FALL 


He is an officer in an agency billing 
over 25 million dollars. As an ac- 
count supervisor his creative talents 
are proved by many outstanding 
campaigns. His marketing knowl- 
edge is attested to by the products 
can companies he has helped bring 
to prominence from humbler begin- 
nings. 31 accounts subscribe to his 
ability to land new business. 

As an individual, he is well ed- 


ucated, extensively traveled, has 
many social accomplishments, a 
forceful speaker and good story 
teller. 


If it is just his billings you_ want 
you won't want this man. But if 
your team needs a man with com- 
plete knowledge of agency operation, 
he would like to meet you, discuss 
matters now for D day in the fall. 
Box 246, Advertising Age, 630 Third 
Avenue, New York 17, New York. 


BETTER JOBS AND LOWER FEES 


GROUP COPY SUPV.: strong client 
contact top oppt. Salary OPEN 


COPY CHIEF: Creative ability 20-30M 
COPYWRITER: hardlines ability OPEN 


A.E.: packaged foods 20M 
ADV. MGR.: administrative 

abil. 18-20M+ 
ADV. MGR.: dept. store 10M 
ADV. MGRS.: (3) mfg. cos. yg.  6-8M 


PROM. MGR.: bidg. materials 10-12M 
COPY CHIEF: dept. store b/g 10-15M 
ART DIRECTORS: many oppts. available 
Send 2 complete resumes to us 
for confidential handling 


WALKER 


83 So. 7th Street, Mpls. 2, Minn. 


‘Tnvasion’ by U.S. 


Agencies, Media 


Irks Canadians, Hamilton Tells AFA 


TV Revolutionized 
Admen’s Concept of 
British Market: Overy 


New York, June 7—The role of 
advertising in international prog- 
ress—both good and bad—was 
emphasized at one of today’s ses- 
sions of the Advertising Federation 
of America’s 56th annual conven- 
tion, which got under way here 
June 5. 

The postmaster general of Can- 
ada, William Hamilton, reminded 
his listeners that the “sheer vol- 
ume” of American advertising has 
been a source of irritation to our 
proud northern neighbor. And the 
tendency of American advertisers 
to select the Canadian branches of 
U.S. agencies “when we have high- 
ly qualified agencies of our own 
in Canada, which we feel have a 
more comprehensive and intimate 
knowledge of Canadian marketing 
operations,” also did not sit well 
with the Canadian official. 

“No country is more subject to 
the influence of American adver- 
tising in all its forms than Canada 
—and frankly, while this may sell 
goods, it also in many cases arouses 
antagonism,” Mr. Hamilton said. 


s “The antagonisms are based on 
a simple fact: We are immensely 
proud of our country, and we feel 
that it has a pattern of its own— 
a pattern both economic and cul- 
tural which should be truly Cana- 
dian and not dominated by you 
who are our neighbor. Yet we are 
finding this difficult to achieve, 
and a substantial part of our dif- 
ficulty arises from the sheer vol- 
ume of your advertising and the 
way it spills over into Canada.” 

Mr. Hamilton said his country- 
men “are quite prepared to live 
with most aspects of this in the in- 
terest of the free flow of informa- 
tion and ideals,” citing the Cana- 
dian’s ability “to adjust success- 
fully and even happily to the very 
substantial overflow circulation of 
American magazines in Canada. 

“However,” he observed, “when 
your publications begin to invade 
the field of our Canadian publica- 
tions in a more direct way by seek- 
ing advertising dollars which would 
otherwise support genuine Canadi- 
an publications, we begin to have 
serious reservations.” 


= The postmaster general outlined 
the “varying degrees” of invasion, 
ranging from U. S. publications 
which “camouflage it with a pit- 
tance of material prepared espe- 
cially for us,” those which print 
and publish in Canada, “which is 
helpful to our economy if not our 
culture,” and those doing neither. 

“Most invidious of all,” he said, 
“the new split run technique al- 
lows some American publications 
to solicit and run Canadian adver- 
tising for Canadian circulation in a 
magazine which is otherwise com- 
pletely American. 

“It has been our hope in Canada 
that this situation might resolve it- 
self through action on the part of 
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those who are directly concerned, 
but this does not seem to be tak- 
ing place, and the problem is now 
giving many Canadians cause for) 
anxious thought and examination,” 
he commented. 

Mr. Hamilton said that some! 
American advertisers, who auto- 
matically select a Canadian branch 
of a U.S. shop, sometimes go to the 
extent of persuading the agency to) 
open a branch, despite the pres- 
ence of highly qualified Canadian | 
agencies. 


s “I mention these examples in 
the hope that they may have just 
a slightly chastening effect in some 
of you and drive home the fact 
that the very force, power and in- 
fluence of American advertising 
and the perfectly proper search of 
those who practice it for an ever 
increasing volume of business can 
sometimes present problems even 
to a country which is as closely 
allied to you as my own.” 


@ Harry F. Overy, chairman and 
manager of Willing’s Press Service 
Ltd., delivered a rundown on 
the developing European Common 
Market and the role of Great Brit- 
ain in it; the growth of commercial 
television in England; and the ef- 
forts by British to present the ad- 
vertising business properly, “not 
by excusing or covering up our 
failings, but by regulating, quite 
voluntarily, the comparatively few 
abuses which inevitably develop 
from time to time in so ambitious 
and progressive a calling as ours.” 

Mr. Overy made a pitch for 
Americans to use British agencies 
as the “natural link between your 
concepts and European concepts.” 
He said the “average British agen- 
cy is now positively ahead of its 
continental counterpart when it 
comes to the range and variety of 
the services which it can offer its 
clients, particularly the marketing 
operation and commercial televi- 
sion.” 


= Discussing the changes brought 
by commercial tv in England Mr. 
Overy commented: 

‘We used to think of Great Brit- 
ain as basically one market—that 
advertising in our London-based 
national daily and Sunday papers 
was national advertising. So it was. 
But television has shown us that 
we now have nine or more mar- 
kets, each of which is strongly 
dominated by its local television 
station. 

“We are now inclined to look at 
market statistics in relation to tel- 
evision areas. Some of us have had 
shocks when we did so. We dis- 
covered that in some areas our 
distribution hardly justified sup- 
porting advertising. In other words, 
some of our so-called nationally 
distributed products did not have 
a truly national distribution.” 


s Secretary of Commerce Freder- 
ick H. Mueller, predicted an all- 
time high for the gross national 
product as 1961 begins and said 
that “advertising adds dynamics 
to salesmanship.” But he warned 
that “more than an aptitude for 
commercial success will be re- 
|quired of the advertising profes- 
sion. For today, business states- 
|manship must find the answers to 
jsearching questions that involve 
the actual survival of freedom in 
enterprise.” 

| Advertising men “are better 
qualified for the role than almost 
any other segment of society,” 
Secretary Mueller declared. “The 
paramount opportunity of the ad- 
vertising community not only is to 
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CHARMING—Fairchild Camera & Instrument Corp., Syosset, N.Y., will 

use this four-color spread with Indian snake charmer in the July 

Holiday as part of its introductory campaign for its new 8mm sound 

movie camera and projector (AA, May 2). Ad lists 155 dealers in 
133 cities. Geer, DuBois & Co., New York, is the agency. 


Repute of Field 
Could Hurt Ads’ 
Effectiveness: Fish 


(Continued from Page 1) 
advertising misdemeanor from be- 
ing made.” ; 

The four-part program covers: 

e 1. Establishment of standards 
of truth and integrity in advertis- 
ing. 

e 2. Formation of an active ethics 
committee in each AFA club to 
keep the plan in constant opera- 
tion. 

e 3. Continuous cooperation with 
local better business bureaus to do 
“police work.” 

e 4. Formation of local advertis- 
ing panels, representing all ad- 
vertising interests, to administer 
the code in cooperation with BBBs 
and adclubs. 


s As Mr. Cunningham pressed for 
remedial action on the part of the 
AFA members, other speakers (1) 
discussed advertising’s effect on 
global conditions, as a force for 
freedom of enterprise; (2) called 
for self censorship by media and 
(3) asked for less public launder- 
ing of the ad business. 


® And Donald J. Wilkins, AFA vp 
and director of Washington activi- 
ties, pointed out that “in the 
course of patrolling the Potomac 
during the past eight months, we 
have scouted no fewer than 13 
different series of hearings in 
which advertising had something 
at stake—nine before congression- 
al committees and four conducted 
by federal agencies. 

“But this is only the beginning. 
The idea is catching on, and we 
expect to share the limelight with 
many a _ photogenic committee 
chairman during the months to 
come. We can also expect the 
number of bills to restrict, regu- 
late or tax advertising to reach a 
new high-water mark.” 


# AFA’s board chairman, James 
S. Fish, vp and director of adver- 
tising of General Mills, called for 
a “year ’round climate control for 
advertising” in his closing remarks 
to the convention and suggested 
ways in which to achieve it. 
“Unless we can better -control 
this climate in which we operate, 
we will continually be fighting the 
brush fires of the business, divert- 
ing energy and money and people 
toward non-productive efforts, 
and, most important of all, stand 
by while our advertising loses in 
effectiveness because of a lessened 
belief in it, or because of a loss of 


sell more soap and stardust, but 
to sell our free system—to sell it 
| better to the minds of men every- 
'where.” # 


a freedom which we have been 
too busy to preserve,” he declared. 


es Al Capp, the caustic-speaking 
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jcreator of “Li’l Abner,” told his 
audience he regretted the change 
o truth and good taste in adver- 
tising—“You’ve been so entertain- 
ing so far with your old methods.” 

The advertising art director is 
now “the last outpost of classic 
jart,” he said, tongue-in-cheek, be- 
|cause he “draws life more beauti- 
ful than it is. There was never a 
Chevy as beautiful, a family as 
radiant, a gadget as fine as your 
ads draw.” By contrast, Mr. Capp 
characterized modern abstract art 
as so much “muck” and “garbage,” 
bought by “confused housewives 
beguiled by fairy decorators.” 

Abstract art, he explained, is 
“the product of the untalented, 
sold by the unprincipled to the 
totally bewildered.” 


= While Mr. Capp regaled an 
overflow audience with his ob- 
servations, the absence of New 
York AFA members at many of 
the sessions was noticeable and a 
cause for comment by both out- 
of-towners and the relatively few 
New Yorkers present. 

Some thought the timing was 
bad, others that many New York 
ad people were “too sophisticated” 
to spend much time with the AFA 
grass-roots-type meeting. Possibly 
the best explanation came from a 
New Yorker who said the local 
admen were either “tired of hear- 
ing about ethics” or “too ashamed” 
to show up at the meeting, because 
of their recent ethics. 


# At one session, AFA’s recently 
formed bureau of education and 
research probed the status of ad- 
vertising education at a_ session 
presided over by Thomas D’Arcy 
Brophy. Two award-winning edu- 
cational programs—by the Poor 
Richard Club, Philadelphia, and 
the Women’s Advertising Club, St. 
Petersburg, Fla.—were presented. 


# Burton E. Hotvedt, head of the 
Brady Co.’s Milwaukee office, was 
elected chairman of the council 
on advertising clubs, and Clayton 
Cosse, Dora-Clayton Advertising, 
was elected a vice-chairman of the 
council. Ruth Voleckmann, of Saw- 
yer-Ferguson-Walker Co., was 
elected chairman of the council on 
women’s advertising clubs. 

Genevieve Wattles, 17-year-old 
high school senior from Winter 
Park, Fla., was the winner in the 
AFA’s annual essay contest on the 
subject, “When I Think About Ad- 
vertising.” 


® Two new vice-presidencies 
were added to the AFA, repre- 
senting groups affiliated with the 
federation. George W. Head, man- 
| ager, advertising and sales promo- 
tion, National Cash Register Co., 
and Robert E. Kenyon Jr., presi- 
dent of the Magazine Publishers 
Assn., were named to represent 
company members and affiliated 
associations, respectively. 

Newly elected to the AFA board 
of directors were Benton W. S. 
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THE YOUNG 
MARRIEDS 


Your buyers—our readers 


More young marrieds (18-34) read TV GUIDE than any 
other magazine. That’s a major finding of the 1960 
Starch Consumer Magazine Report. The figures: 


bn 6 SE Satins « auth » + Hada a dk ee 4,637,602 
pg fe en 3,720,986 
Bis p SURs bv oes Sauk 64 be oe 3,016,222 
ON ES: Perr eeee re 2,881,085 
Saturday Evening Post ................ 2,816,437 


Leading national advertisers now profiting by 
TV GUIDE’s strength among young marrieds include 
Oldsmobile, Coca-Cola, Swanson, Plymouth, Listerine, 
Mohawk Carpets and Valiant. 


Best-selling weekly magazine in America . . . circulation over 7,250,000 
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Towell Crary 


AT THE AFA—They came from near and far to attend the 56th annual convention of the 
Advertising Federation of America in New York. Among those enjoying the festivities 
were R. T. Hollister, Fin-Ad Inc., Akron; William J. Oertel, Ohio Newspaper Assn.; 
E. Hillier Walton, general manager, Columbus Outdoor Advertising Co.; Frank Blake, 
Outdoor Advertising Assn. of America, Chicago. The four ladies are all members of 
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Hagen Hollister 


Dodge, director of advertising and |limelight on the mourners bench.” 
sales promotion, Gulf Oil Co.;| Mr. Houston also struck out at 
Arthur Rippey, managing director, | “the troupe of midgets who crawl 
Rippey, Henderson, Bucknum &/jall over the creative product with 
Co., and J. Kenneth Laird, Tat- | their little red pencils.” He asserted 
ham-Laird. William Donovan, ad|that “the most expensive thing 


director of International Corre- | 
spondence Schools, was elected 
secretary. Other officers were re- 
elected. 

Tomorrow, a group of about 75 
members leave by chartered plane 
for a 17-day European tour, during 
which they will attend the seventh 
international advertising film fes- 
tival in Venice and visit with 
advertising leaders in other cities 


s Bryan Houston, president of 
Fletcher Richards, Calkins & Hold- 
en, New York, told of two major} 
forces currently exerting an ad- 
verse effect on the excellence of 
advertising. 

“Force No. i is the sense of 
shame that has been artificially 
engendered in creative people for 
what we are doing, the profession 
we are in, and the hucksters we as- 
sociate with on Madison Ave.,” he 
said. 

The second force “has to do with 
today’s multi-layered corporate ad- 
vertising department and the pass-| 
ing of an advertisement from hand | 
to hand up the line until its orig-| 
inal freshness is thumb-printed to | 
death and its lifeblood has leaked | 
out through a thousand niggling, | 
nibbling changes.” 

Mr. Houston asserted that “the | 
techniques of mass selling by ad-| 
vertising, vulnerable as they may | 
be to chicanery, are inherently and 
necessarily more honest than any 
other form of commerce” because 
“dishonesty cannot continuously 
bring in repeat customers, which is 
the real backbone of American ad- 
vertising.” 


s He urged admen to stop pro- 
claiming their guilt about advertis- 


ing and to stop being “so deadly 


that happens to agencies and to ad- 
vertisers today is the layering of 
negative responsibility in corporate 
advertising departments.” 

He said advertisers would do 
better “if we took half the money 
that is often wasted in making fu- 
tile copy revisions and put it into 
money-oriented media and account 
management.” The real problems 
of the business, he said in this 
connection, include whether the 
criterion to scheduling is how 
many broadcasts a week will do the 
job, or how many broadcasts a 
week the budget will stand. 


@ Charles K. Ramond, technical 
director of the Advertising Re- 
search Foundation, who discussed 
the business-oriented approach to 
advertising, said this approach 
means “advertising for profit. 
“Profitable advertising decision- 
making is a skill almost no one has 
learned, and this skill can only be 


/learned through experimentation,” 


he said. 

He added that it is a skill prac- 
tically no one has learned “because 
we almost never know the conse- 
quences of our decisions.’ Accord- 
ing to Dr. Ramond, “Not one adver- 
tiser in a hundred receives any 
clear idea of the return on his ad- 
vertising investment. Not one ad- 
vertiser in a hundred knows when 
he improves the allocation of his 
budget among media, copy appeals, 
target audiences or geographical 
regions.” 

Dr. Ramond added that in ad- 
vertising, “we are confronted by a 
pattern of sales successes and fail- 
ures which, for all we know, is es- 
sentially random. 


es “If we act as if these random 


virtuous and trying to hog the|rewards and punishments are real- 


Mrs. Ross Ross 


McGary 
AFA CANDIDS—Far from home are this group of Texans which includes Bill Ross, Uni- 
versity of Houston, and the new national dean of the American Academy of Adver- 
tising; Mrs. Ross; John E. McGary, Robinson-Gerrard-McGary, Houston; Mrs. Mc- 
Gary, and James E. Saunders, Terry Farris Stores, McAllen. Round the tables are 
Charles N. Nelson, American Seating Co.; Mrs. Nelson; B. H. Schlain, Universal Match 


Mrs. McGary Saunders 


Oertel Walton 


ly the results of advertising deci- 
sions, we condemn ourselves to 
patterns of foolish—only acciden- 
tally profitable—decisions,” he 
said. 

Experimentation to learn more 
about advertising, he said, is hin- 
dered by several fears. One of 


AFA! No Luck 
in OI’ N’'Yawk 

The Advertising Federa- 
tion of America’s 56th annual 
meeting was a miracle of bad 
timing: 

The Assn. of Industrial 
Advertisers meeting in Wash- 
ington drained away many 
who would have liked to get 
to the AFA. 

The Assn. of Better Busi- 
ness Bureaus, with which 
AFA expects to work on lo- 
cal levels, was holding its 
own convention, en route to 
Bermuda. 

The theater strike closed 
down Broadway, a major 
lure for many AFA dele- 
gates. 

Tuesday, June 7, was pri- 
mary election day in New 
York, and the bars were 
closed from 3 to 10 p.m. # 


Blake Patterson Brown Fuchs 


Detloff 


Florida’s Suncoast Advertising Club. One, Wilma H. Brown, ad manager, Rutland’s 
Department Store, is a first prize winner for achievement in education in advertising. 
The others are Odette Patterson, First Federal Loan Assn.; Jan Fuchs, and Ann Det- 
loff. Deep in thought are Thomas Towell, Arthur Towell Inc., Madison; Arthur V. 
Crary, Terre Haute Advocate, and Richard Hagen, Cuna Mutual Insurance Society. 


that they had much the same} 
“generous capacity for inventory- | 
ing of their own defects” one finds 
in the newspaper business. He ob- | 
served that the advertising indus- | 


try is “willing to write better copy 


American value system, and they 
can debase it by linking cheap 


| products with high symbols, or 


keep the symbols high by dis- 
criminating use. 
Most important, she said, is that 


than the public is ready to sup-|the principal value held by adver- 
port,” and later commented that | tising men is trust. Advertising, 
the fault of American television | business, and mass media are im- 
centered in the fact that the “pub-| portant to the country, she said, 
lic wants shoddy and counterfeit | adding that people are now wor- 
programs.” He urged on advertis-|ried about who writes speeches 
ers the concept of “the virtues of|for candidates and whether agen- 


Mrs. Nelson 


einen ae ee 


|these is the “reluctance of man- 
|agement to manipulate the alloca- 
|tion of advertising funds just to 
gain information.” Another, he 
said, is based on the question of 
how much variance in profit is 
actually caused by factors which 
might be controlled by the com- 
pany. 

The third fear “is a natural dis- 
taste for any approach which ap- 
pears to reduce experienced exec- 
utive judgment to mathematical 
formulae,” he said. 


@ Max Freedman, Washington cor- 
respondent of the Manchester 
Guardian, told the advertising men 


Nelson 


it ai ais 


Schlain 


perspective, patience and power” 
in national affairs and in the prob- 
lems of cultural achievement and | 
intellectual interest. He suggested | 
that to the AFA’s shield motto, | 
“Truth and good taste in adver- 
tising,” might be added the old 
American virtues of “self reli- 
ance and self assurance.” 


s Dr. Margaret Mead, co-curator 
of the Museum of Natural History 
and adjunct professor of anthro- 
pology at Columbia, told the ad- 
men that “no modern state can 
exist without advertising” and 
that “careful, planned, purposeful 
communication has come to stay 
in complicated societies.” Adver- 
tising, she thinks, is a “modern, 
important, significant invention.” 

Dr. Mead spoke on a panel de- 
voted to self regulation and ethics 
in advertising; she noted with 
some amusement that anthropolo- 
gists also are attempting to estab- 
lish a code of ethics and “we want 
to do it before we get any money.” 
Advertising is under the disadvan- 
tage of attempting to establish an 
ethical code after becoming profit- 
able, she said. 

She suggested that an ethical 
code take into account the profes- 
sional needs of advertising, the 
needs of the clients and the law. 


Any profession has to have a) 


“boundary; you have to say who’s 
in and who’s out,” she said. 


a Advertising people, she com- 


mented, are custodians of the 


Simon 
Tatich 


Dressler 


Haley. 


Mrs. Fritts 
Corp.; Jack Dressler, executive secretary, Kansas City Advertising & Sales Execu- 
tives Club; Morton Simon, AFA associate general counsel; Emily Tatich, ad director, 
Dickson & Ives, Orlando, Fla.; Bill Fritts, WGTO; Mrs. Fritts; Walter J. Haley, Frig- 
idaire, and Mrs. 


cies are too important in political 
activity. And, she said, people are 
concerned, fearing that “nothing 
in this country is what it seems.” 

Advertising men catch criticism, 
she explained, because “you’re 
known to make purposeful, par- 
tisan statements.” 


# Dr. Mead noted that a major 
problem of advertising is its lack 
of belief in itself. “You won’t get 
a self-regulatory profession from 
people who don’t believe in what 
they’re doing,” she asserted, add- 
ing that people could take pride 
in advertising because “you can 
responsibly bring people and a 
standard of living together.” 

She thinks that Americans are 
going to need special virtues in 
the future—virtues exhibited by 
President Eisenhower at the abor- 
tive summit conference, the vir- 
tues of discipline and patience. 
The present “tremendous pressure 
on the advertising business is a 
way of alerting you to a task that 
is of maximum importance,” she 
said. 


s On the same panel, G. Duffield 
Smith, exec vp of the Better Busi- 
ness Bureau of Dallas, presented 
a declaration from the Assn. of 
Better Business Bureaus which 
contained the following salient 
points: 

e That advertisers accept respon- 
sibility to present competent proof 
of claims when questioned. 


e That media accept responsibili- 


Fritts Mrs. Haley Haley 
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Cooper 


: Chicago’s 


largest, complete 


typographic service Moderation Message Ad 


facilities 


Type faces used are: 


Modified Century Schoolbook with Bold | Warwick & Legler, New York. 


...it also means 


ty for requiring competent proof 
of claims prior to publication, 
when copy is considered question- 
able or if it is subsequently ques- 
. tioned by any responsible source. 
e That bureaus be willing to act 
as impartial sources to investigate 
and evaluate claims and recom- 
mend modifications where neces- 
sary. 


® Earl W. Kintner, chairman of 
the Federal Trade Commission, 
joutlined the experience of the 
|commission in recent months and 
/expressed cautious optimism over 
|developments. He urged continued 
jaction and “active cooperation 


'with your state and local law en- |GOLWEN—This is the gold and white | 
forcement officers if you are faced package and ten-pack display cre=| 
/with an advertiser who consistent-|ated by Lippincott & Margulies, | 
\ly refuses to recognize private |Toronto, for the new Imperial To- 


|discipline.” If the advertiser is in| bacco cigaret, Gold Crest, handled | 


|interstate commerce, “the Federal | 
Trade Commission is as near as | | 
your telephone,” he said. ‘Go 
| Mr. Kintner conceded, ld Crest, New 


| in an} 
aside from prepared text, that “if 


/you operate ethically, you may ~ iter Cigaret, 
Bows in Canada 


|open the door for some of the} 
| jackals of advertising to come in.”’ | 

He went on to say, “If media op-| Toronto, June 10—A_ cigaret 
|erate as a moral force” that “there | with an all-tobacco filter has been 
|isn’t a jackal in advertising who|launched in “selected outlets in| 
|can remain and wax fat on profits|all major markets” by Imperial 
|of illegal advertising and advertis-| Tobacco Co. Plans call for the 
|ing in poor taste.” brand to go national by this fall. 
| He commended the AFA’s de-| Called Gold Crest, the new 
ceptive advertising. manual (see | smoke is being promoted by Mc- 
story on Page 1), saying it filled “a| Kim Advertising as “the first and 
real need” and that “it is now in-| only cigaret with the all-tobacco 
cumbent upon every local adver-|tip for that all-tobacco taste.” A 
tising club to insure that this man- | “special tobacco” used in the tip 
ual will be used.” He noted, how-|js gold in color. 

ever, that “it is no substitute for! Gold Crest is currently being 
|the will to produce truthful and| promoted intensively in London, 
|tasteful advertising and the effort) Ont., on the wings of 1,000-line 
| to banish deceptive advertising.” land full-page newspaper ads as 
well as a heavy spot tv schedule. 
The cigaret was started on its test- 
|marketing operation in February, 
|when it was put into selected 
stores in major centers like Tor- 
onto, Montreal and Winnipeg. The 
test market advertising program 
|called for newspaper color pages. 
|Lippincott & Margulies, Toronto, 
created the two-tone gold and 
white Gold Crest package. + 


McCann Adds Sports 
to GM Billing Chunk, 
Buys Seattle Agency 


(Continued from Page 1) 
company is spreading its male- 
directed broadcast dollars over 
more events by splitting the bill 
with other advertisers. Its sched- 


by McKim Advertising. 


s In the club achievement awards 
competition, the Advertising Club 
of the Columbus Area Chamber of 
Commerce walked off with the 
most prizes, winning one first 
place plaque and two merit 
awards. Following is the complete 
list of club awards: 


Education in Advertising 
Under 100 members—First, Women’s 
| Advertising Club of St. Petersburg. Sec- 
ond, Advertising Club of Lincoln. Merit | 
awards, Advertising Club of Jacksonville | 
and Professional Advertising Club of | 
Topeka. | 
| Over 100 members—First, The Poor 
|Richard Club. Second, Advertising Club 
of Indianapolis. Merit awards, Women’s | 
Advertising Club of St. Louis, Advertis- | 
ing Women of New York, Advertising 
Club of the Columbus Area Chamber of) 
Commerce and Atlanta Advertising Club. | 


Public Recognition For Advertising 

Under 100 members—First, Advertising | 
Club of Shreveport. Second, Advertising | : : 
Club of Monroe and West Monroe. Merit | ule of events now includes boxing, 
awards, Advertising Club of Mississippi regular season baseball games and 
(Jackson), Madison Advertising Club and | college football games, all on ABC, 
Advertising Club of Racine. |as well as the World Series and 

Over 100 members—First, Advertising the two special football games on 
Club of Fort Worth. Second, Pittsburgh | WRC 
| Advertising Club. Merit awards, Adver-| 5 
tising Club of Indianapolis and The| F. G. Mullins Co. has merged 
| Cleveland Advertising Ciub. ‘with McCann-Erickson and will 


Public Relations For Advertising become the 

| Under 100 members—First, Advertising McCann Seattle 

|Women of Buffalo. Second, Advertising : 

| Club of Amarillo. Merit award, Scranton a —e 1. 

| Advertising & Sales Club. “ucCann- 

Over 100 members—First, Advertising Erickson thus 

|Club of Denver. Second, Milwaukee Ad- becomes the 

| vertising Club. Merit awards, The Cleve- first agency to 

jland Advertising Club and Advertising set up a fully- 

Club of the Columbus Area Chamber of " Pp y 
staffed Seattle 
office since 


| Commerce. 
Public Service Through Advertising World War IL 
It will be part 


Under 100 members—First, Women’s 
Advertising Club of Detroit. Second, 


Women’s Advertising Club of Baltimore. | F. G. Mullins 


Merit award, Advertising Women of Buf- of the western 
| falo. region of Mc- 

Over 100 members—First, Advertising , Cann, headed 
Club of the Columbus Area Chamber of|by Phipps L. Rasmussen at San 
Commerce. Second, Pittsburgh Advertis- Francisco. 


ing Club. Merit awards, The Advertisers’ 
Club of Cincinnati and Dallas Advertising 
League. = 


McCann will take over the Mul- 
lins office intact. Larger accounts 
include Seattle First National Bank 
and S&H Green Stamps. 

For 18 years F. G. Mullins 
headed the Seattle office of Ruth- 


‘Seagram Slates Annual 


| The House of Seagram will run 


Adman in the News.. 


WASHINGTON, June 8—Jay M. 
(for Myron) Sharp, new board 
chairman of the Ascn. of Industrial 
Advertisers, believes the biggest 
thing the organization can do is 
start thinking 
big. 

Mr. Sharp, 
manager of ad- 
vertising, Alu- | 
minum Co. of 
America, Pitts- 
burgh, was 
elected to head 
the association 
at its annual 
conference here 
this week. 

“Now that we 
have arrived at 


Jay Sharp 


38 years of maturity, let’s put| 


away our childish things, step 
above our petty squabbles, and 
start to do some big thinking,” he 
said in his acceptance speech. 
“Let’s be like the engineer who 
really believed in thinking big, 


AIA Meeting 


who said, ‘If you are going to 
build a bridge over the Mississippi 
River, do it lengthwise’.” 

As he views AIA, the organiza- 
tion—by accident or design—is a 
loose federation of 28 individual 
chapters. AIA has never quite 
made it as a strong international 
force in advertising, he says. 


= “TI do not believe regional au- 
tonomy at the expense of a strong 
international organization is in 
the best interests of a healthy, vi- 
tal, growing advertising associa- 
tion,” he says. 

AIA can become a strong inter- 
national organization without di- 
minishing the strength of any 
chapter or chapters, he believes. 

Mr. Sharp thinks there are a 
number of mechanical things which 
can be done to strengthen the or- 
ganization. One of these is estab- 
lishment of a member services de- 
partment in AIA headquarters, 
under the direction of one of 
AIA’s vice-presidents. 

“Actually, many of these serv- 
ices are now available to members 
[case histories on industrial ad- 
vertising, clearing house for em- 
ployment, source material for 
speeches and articles, and inter- 
change of information on budget 
planning and presentation] but on 
a rather informal and unpubli- 
cized basis,” he points out. 

Mr. Sharp feels this will answer 
that old wheeze of members— 
“What do I get for my $35?” 


® He also intends to recommend 
to the AIA executive committee 
that a legislative committee be es- 
tablished under the direction of 
the vp in charge of communica- 
tions. 

A strong, vocal AIA could per- 
form a tangible service for its 
members and for industrial adver- 
tising, he says, citing as a case 
needing correction the Pennsyl- 
vania state tax on literature pro- 
duced and stored in the state, and 
the tax by other states on litera- 
ture shipped to those states. 

He also thinks there is a strong 
desire in AIA for regional con- 
ferences. 

“Only about 25% of our mem- 
bership attend a national confer- 
ence, and a-series of regional con- 
ferences would give the other 
75% at least a taste of what. they 
are missing,” Mr. Sharp says. 


® Here is the Sharp program of 
seven points, to increase the as- 
sociation’s stature and strengthen 


‘its 20th moderation message in 143 
‘newspapers beginning June 12 re-| Ruthrauff & Ryan). In 1957 he 
| minding the nation’s fathers to set| bought the office and set it up un- 
a good example to sons “including| der his own name. Mr. Mullins 
moderation in the use of the prod- will become a vp ‘and Seattle of- 
ucts we sell.” The traditional Fa-|fice manager for McCann. Ken 
ther’s Day message is placed by| Michaels, who joined Mullins in 
1955, also will be a vp. # 


rauff & Ryan (now Erwin Wasey, 


the international organization and 
individual chapters: 

1. Consider all actions in the 
| light of the purposes of AIA as de- 
lex in the AIA constitution. 

2. Set up a new member service 
|department at headquarters, un- 
| der the direction of a vp. 


Advertising Age, June 13, 1960 


. Jay Sharp 


3. Set up a legislative committee 
under the vp in charge of commu- 
nications. 

4. Establish a program of re- 
gional conferences. 

5. Study the Canadian situation 
for the benefit of Canadian mem- 
bers and others who do, or plan to 
do, business in Canada. 

6. Start an active membership 
campaign on Sept. 1 and strive for 
more top advertising personnel. 

7. Continue activities on educa- 
tion, media, programs, special proj- 
ects, awards and the study of com- 
pany memberships. 


e# Mr. Sharp is a graduate of 
Western Reserve University. He 
majored in American history, 
thinking he’d like to be a history 


| professor, and even spent a year 
j}and one-half on a teaching fellow- 


ship at Western Reserve. 

“There was no money in teach- 
ing,” he found, so he went to the 
Glidden Co. as an office manager, 
staying there from 1931 to 1935. 

He got interested in aluminum 
as a salesman with General Fire- 
proofing Co. from 1935 to 1939, in 
its Cleveland office. General Fire- 
proofing sold aluminum institu- 
tional chairs. 

Mr. Sharp returned to Western 
Reserve in 1939, as director of 
public relations, staying there un- 
til 1943, when he joined Alcoa. 


= He started at Alcoa on the ex- 
ternal publication, “Alcoa Alumi- 
num Newsletter,” in the advertis- 
ing and pr department. 

He was named assistant ad man- 
ager in 1950, ad promotion man- 
ager in 1952 and manager of gen- 
eral advertising last year. 

Last year he was vice-chairman 
of the board of AIA—the tradi- 
tional stepping stone for the AIA 
chairmanship. 

He and his wife, the former 
Catherine Colgrove, of Cleveland, 
live at Mt. Lebanon, a suburb of 
Pittsburgh. They have a_ son, 
Dennis C., 25, who is a reporter 
on the Advocate, Newark, O., and 
a daughter, Carolyn Ann, 14, who 
is in junior high school. Mr. Sharp 
was president of the Pittsburgh 
Advertising Club in the 1952-’53 
term. He was president of the Pitts- 
burgh AIA chapter in 1956-57. 

He has two outside interests— 
he describes himself as a vocifer- 
ous rooter for the Pittsburgh Pi- 
rates (in first place as this is writ- 
ten) and as a Civil War buff. He 
is 52 years old. + 


Putman Launches ‘Quest’, 
Quarterly Magazine 

Putman Publishing Co., Chicago, 
has published the first issue of a 
new opinion leader quarterly, 
Quest ...for Tomorrow. The first 
issue is going, on a controlled cir- 
culation basis, to 35,200 leaders in 
government, the military, clergy, 
the press, business, finance, in- 
dustry, labor, education and sci- 
ence. Russell L. Putman, publish- 
er, said the magazine was created 
to provide the “decision makers of 
America” with a better under- 
standing of the contributions of 
industrial science and technology. 

Advertising rate for a b&w page, 
one time, is $3,000. Rate for a 
four-color page is $3,800. 


International Promotion Adds 
Florida Advertising Corp.: 

Florida Advertising Corp., Tam- 
pa, Fla., industrial agency, has 
been appointed exclusive US. 
member of International Program, 
Paris, international network of 
marketing and advertising agen- 
cies in 19 foreign countries. Flor- 
ida Advertising will represent one 
agency in each of the foreign 
countries. 


Hayhurst Moves Offices 

F. H. Hayhurst Co., Toronto, has 
moved to larger quarters in the 
Hayhurst Bldg., 55 Eglinton Ave. 
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“To me, LIFE is a succession of moments which men 
have made highlights of history.”Only LIFE is so many 
things to so many people. Something speci 


al to each one. 


Cari Mydans, LIFE’s first overseas reporter-pho- 
tographer, has covered some of this genera- 
tion’s mostimportant news stories. He chose this 
photo as one that shows a “highlight of history." 
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